dvertising Age 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act of March 3, 1879. Copyright, 1957, by Advertising Publications, Inc. 


NARTB Meeting 
‘May Be Quietest | 
Group Has Held 


Cuicaco, April 4—The National 
Assn, of Radio & Television Broad- 


- 
Memhership 
. 
Plan for Agencies casters convenes Monday in what 
|may be the quietest, and at ye 


Abandonment of Former °2™° time the best publicized, of 
le all its conventions. 

Recognition Setup Not Outside of the usual uproar in 

U. S.-Inspired, Says NBP | 


booths, corridors, suites and dis- 
plays, little excitement appears to 
WasHINGTON, April 5—National be brewing at the four-day extrav- 
Business Publications revealed to- | 48@NZa._ Neither in the regular 
day it has replaced its agency rec- | Coenen sessions nor in the 
ognition system with a plan for | S¢ries of network affiliates’ meet- 
agency memberships in the associ- |ings, which mainly precede the 
ation. |convention, did any important con- 
NBP President Robert Harper |troversy appear to be brewing. 
said the plan is based on an earlier| On the other hand, as never be- 
one establishing academic mem- |fore in history the general public 
bership for educators. Agency ; . 
members will be non-dues-paying, | the NARTB meeting. Four radio 
non-voting members. But they will | networks will carry one or more of 
be entitled to use any NBP facil- the main addresses, and CBS-TV 
ities they request. and ABC-TV will telecast one each. 
As a start, the 1,237 agencies 
currently recognized by the organ-|® On Tuesday FCC Chairman 
ization are being issued NBP ad-|George McConnaughey will give an 
vertising agency membership cer- | address once billed as “important,” 


NBP Adopts 


tificates. Other agencies not cur- 
rently recognized will be invited 
to apply for membership. 


® The application blank asks ap- 


| but now, it is said, watered down 
somewhat—since both CBS Radio 
and CBS-TV will carry it. ABC-TV 
|will air NARTB President Harold 
E. Fellows’ principal convention 


plicants to (1) provide credit ref- | speech, and so will three radio net- 
erences, (2) indicate whether they | works. 
carry credit insurance, (3) list Other events scheduled for net- 
major accounts, (4) identify prin- | work radio coverage are the open- 
cipal personnel and owners and (5) ing address by Gen. Alfred M. 
list the amount of space scheduled | Gruenther, president of the Amer- 
in business publications. jican Red Cross, and a Keynote 
To qualify for membership, the| Award to former president Her- 
agency must: bert Hoover, the award to be ac- 
(Continued on Page 109) | (Continued on Page 105) 


Maginnis Hits Embargo 
on 3rd Class as Illegal 


Summerfield Lists Cuts 
Starting April 13; Ban 
on 3rd Class April 29 


,;except medical items. 

| The delay in imposition of the 
third class embargo, Mr. Summer- 
field said, was decided on to pre- 
| venta “hardship on mail users who 


WASHINGTON, April 5—Threats of 
drastic reductions in postal service 
drew heated protests throughout 
the country today, as Postmaster 


have material on the presses.” 

A department spokesman said 
that even assuming that Congress 
i'should turn down the deficiency 


General Arthur Summerfield pre-|@PPropriation, the worst fate that 
pared to curtail activities unless | Could befall third class users would 
the Democratically-controlled|be that they would have to use 
House post office committee gave first class mail. 

immediate assurance it would pro- | 


vide the full $47,000,000 he consid-|® Earlier today Rep. Clarence 


ers necessary for postal operation | Cannon (D., Mo.), chairman of the 
on a normal basis during the next | appropriations committee, told Mr. 
three months. Summerfield that he’d better start 


will be cut in on what does go on at|" 


| 
| 


THE NATIONAL NEWSPAPER OF MARKETING 


FRESH & LOVELY—Ipana’s newest 

campaign with a “Not a whisper 

. .”’ theme breaks in TV Guide | 

April 13. Doherty, Clifford, Steers 

& Shenfield, New York, is the | 
agency. 
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Rating Services Are 


Quizzed by 


Questionnaire Hints 
Probers Warm Up Frying 
Pan for Sizzling Session 


WaAsHINGTON, April 4—A letter 
from the Senate commerce com- 
mittee to all tv rating services 
showed this week that Congress 
still hasn’t completely satisfied its 
urge to probe into the business 
operations of the tv industry. 

The letter, from Sen. Warren 


Britain to ‘Bar’ 
U.S. Agencies, 
Publication Says 


Lonpon, April 4—The British 


| government has decided to “dis- 
|courage” American advertising 
agencies and public relations com- 
| panies from setting up shop in Bri- 
|tain, according to the trade publi- 


Issues Spurred 
Barnes BofA Exit 


‘No Delay’ Departure 
Was Long Studied, Says 
BofA’s Chairman Jones 


New York, April 5—Harold S. 
(Rusty) Barnes quit his post as 
director of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn., last Friday. He was 
accompanied by Raymond B. Scott, 
general sales manager of the bu- 
reau. 

The big question this week was 
in the vein of: Did-He-Jump-or- 
Was-He-Pushed? The answer was | 
hard to come by, but indications | 
were that Mr. Barnes’ departure 
was motivated by considerably | 
more than a private wish to retire 
or become an advertising consult- 
ant (which is what he plans to do, 


cation, World’s Press News. 

In a lead story, the publication 
said that in particular the aim is to 
prevent U.S. advertising interests 
from buying into British com- 
panies. 

“Although the government stand 
is not an inflexible one, the Board 
of Trade and the Treasury believe 
that, in the interests of the national 
economy, they should adopt a pol- 
icy broadly designed to prevent 


| American advertising firms getting 


to work here—except under certain 
conditions,” World’s Press News 
reported. 


® The publication reported that 
“this policy decision may well have 
(Continued on Page 108) 


Magnuson 


Magnuson (D., Wash.), the com- 
mittee chairman, probed deeply in- 
to the operating methods of each 
rating service. The senator said it 
was not his desire to interfere with 
what is essentially a private bus- 
iness, but that he is concerned 
“with the possible impact of rat- 
ings upon the service the public re- 
ceives and upon the over-all devel- 
opment of the television industry.” 


® His letter was the first congres- 
sional activity in the tv investigat- 
ing field since last fall, when the 
commerce committee and the anti- 
monopoly subcommittee of the 
House judiciary committee com- 
pleted extensive hearings on the 
activities of tv networks and pro- 
gram suppliers. 

Neither committee has adopted a 
report summarizing its findings 
from these hearings, although there 
were rumors this week that sum- 
maries highly critical of the tv in- 
dustry have been drafted at the 
staff level in both committees. 


® Nearly 4,000 pages of printed 
testimony from these hearings, in- 
cluding thousands of heretofore 
confidential exhibits from the files 
of networks and program produc- 
ers, were released by the House 
anti-monopoly subcommittee to- 
day. A report on the hearing is 
said to be in the hands of the chair- 
man, Rep. Emanuel Celler (D., 
N. Y.). At least three reports on the 
Senate commerce committee's 
hearings are believed to have been 
drafted by the committee’s special 
;counsel, Kenneth Cox, before his 
departure this week to return to 
his Seattle law practice. 

One report, proposing early pub- 
lic testing of subscription tv, has 
been bottled up in the committee. 


(Continued on Page 108) 


Agencies Play Small but Varied Role in 


At a special press conference | Cutting, because his committee has 


this afternoon, Mr. Summerfield|N© intention of allowing the full| p; 


spel'cd out the department’s reply $47,000,000. 
to congressional balkiness reflect-| While there was some pene 
ed in a committee vote to approve| here to assume Mr. Summerfield | 
only $17,000,000 of the requested | Was merely “bringing the depart- 
postal deficiency appropriation, | ment to the brink,” hopeful that 
The reply consisted of the follow- | Congress would yield and that he| 
ing schedule: would not have to go through with 
April 13—Post offices will be| Some of the more drastic proposals, 
closed and Saturday deliveries—| his move quickly stirred up nation- 
both city and rural—will be dis- wide editorial support for postal 
continued. 7 Aig eg ba se protests 
; , . |from users and employe groups 
Pen nage yep to 81% hours | concerned about further deterior- 
per day. Also, beginning on this COR Gh SEE vEES. 
date, business district deliveries|}m Harry J. Maginnis, executive 


will be restricted to two per day.| manager of Associated Third Class | Rapinwax two years ago, Mr. Dixon had been an account executive on | 


after a vacation). 
Mr. Barnes, reached by tele- New York, April 3—About one 
phone on his farm at Plumstead-|out of every seven users spends 


ville, Pa., parried all questions and; more than $100,000 annually on 
referred ADVERTISING AGE to Rich-| premiums. 


ard L. Jones of the Tulsa World The self-liquidator is the most 
(Continued on Page 109) | popular type of consumer premi- 


Last Minute News Flashes 
Fisher Governor Co. Appoints Biddle 


MARSHALLTOWN, Ia., April 5—Fisher Governor Co. has appointed the 
ddle €o., Bloomington, Ill., to handle its advertising, effective June 1. 
Fisher currently is spending more than $250,000 annually to advertise 
its control valves and pressure regulators, largely in business papers. 
The account is now handled by Weston-Barnett Inc., Waterloo, Ia. 


RCA Tests Color TV Drive in Milwaukee 


Mitwavukee, April 5—Radio Corp. of America will launch a major 
merchandising campaign for color tv here April 22 in newspapers, tv 
and radio. Several new ideas will be tested in the six-week “Carnival 
of Color” preparatory to a national drive for color tv in the fall. 


Rapinwax Moves to New Dixon Agency 

MINNEAPOLIS, April 5—Rapinwax Paper Co. has moved its advertis- 
ing account from the Twin Cities office of Batten, Barton, Durstine & 
Osborn to Kent Dixon Advertising, new Minneapolis agency headed by 
Kent Dixon, Rapinwax’s former marketing manager. Before joining 


Premium Field, Industry Survey Shows 


um offer by non-retailers. Retail- 
ers make most frequent use of the 
straight giveaway, with the pur- 
chase of merchandise. 

A majority of users do not use 
an advertising agency in connec- 
tion with premium offers. 

These and a wealth of other 
findings are included in the new 
national study of “Premium Use 
and Supply,” made for the Pre- 
mium Advertising Assn. of Amer- 
ica by Dr. Arnold Corbin, associate 
|professor of marketing at New 
| York University graduate school 
|of business administration, which 
PAAA released here today. 


® Gordon Bowen, president of the 
association, in a preface to the 
study, points out that “the pre- 
mium industry is really a number 
of industries. For if you think of a 
premium as any article of mer- 
chandise given away or sold at a 
reduced cost as an incentive to 
make extra sales, the premium 
|industry involves a large area of 
| American business. 

“This survey,” Mr. Bowen says, 


April 29--An embargo will be} Mail Users, said an embargo on | Rapinwax with Ruthrauff & Ryan, which lost the account to BBDO. | “represents the first attempt to 
(Continued on Page 108) 


imposed on all third class mail, | (Continued on Page 105) 


(Additional News Flashes on Page 109) 
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Edsel Is ‘Trade-Up’ 
Car for Ford, Says Fox 


; trend to “trade up,” he said, has 


Advertising Age, April 8, 1957 


Stainless Steel Joins Parade... 


‘Silver Companies Try New Ad Motifs, 


Broaden Lines to Meet Market Shifts 


Also Marking Direct 
Mail Day, Nunn Tells of 
Standard’s Oil Pact Plan 


Cuicaco, April 3—A few more 
veils of secrecy fell away from the 
Edsel car today as the new Ford 
division continued its strip-tease, 
revealing gradually the vaunted 
new medium-price auto it will in- 
troduce to the public this fall. 

Eldon E. Fox, ad manager of the 
Edsel division, in a talk before the 
Chicago Direct Mail Day meeting 
here, added these new touches to 
the picture. 

The Edsel will be heavy on fea- 
tures. “On its instrument panel 
alone are almost a dozen new fea- 
tures—dials and controls that op- 
erate mechanisms you’ve never 
seen on any car before.” 

In appearance the car will not 
be “radical, experimental or ex- 
treme.” Also, “We’re not trying to 
out-fin anybody.” 

Cost of designing, styling, en- 
gineering and marketing the Ed- 
sel, including plant expansion to 
produce the full line of Edsel cars, 
will be in excess of $250,000,000 
by introduction day. 


= Edsel revealed earlier that the 
car will come in four models— 
Ranger, Pacer, Corsair and Cita- 
tion—with, in all, 18 body styles, 
including sedans, hardtops, station 
wagons and convertibles (AA, Feb. 
11). 

Designing of the 1959 models is 
already completed (those coming 
out this fall will be ’58s), and the 
1960 styles are now “firming up.” 
Edsel’s engineering and _ styling 
groups are “already working into 
the next decade.” 

And Edsel’s budget “is no 
longer figuring, it’s figured—all 
the way into 1960.” 


s Advertising and marketing plans 
for the new car are being kept as 
secret as all other phases of the 
operation, but Mr. Fox did have a 
few things to say about the whys 
and hows of marketing the Edsel. 
The prevailing car owners’ 


|placed Ford in an awkward posi-|? 


| tion. Chevrolet owners have three 
|General Motors medium-price 
|ears to trade up to—Buick, Olds- 
| mobile and Pontiac—and 87% of 
them do just that and stay with 
GM, he said. 

Similarly, Plymouth owners can 
|trade up to two medium-price 
|Chrysler Corp. cars—Dodge and 
DeSoto—and 47% of them do so 
and remain in the Chrysler 

(Continued on Page 62) 


ABC's $17,642,000 
Gain in ‘56 Offset 


Paramount Decline 


New York, April 4—Leonard 
H. Goldenson, president of Amer- 
ican Broadcasting-Paramount The- 
aters, expects the ABC division of 
his company to gross $250,000,000 
annually by 1960. 

Mr. Goldenson is directing the 
tv as well as the theater activi- 
ties of the company since the de- 
parture of Robert E. Kintner, now 
NBC exec vp. The prediction was 
made in an article in the April 
issue of Fortune. 

Mr. Goldenson expects the the- 
ater gross to remain around the 
current level of approximately 
$100,000,000. 

The company’s annual report to 
stockholders put AB-PT’s gross at 
$206,916,000 for 1956, with net 
earnings of $8,477,000 or $1.96 per 
share. In 1955 the income was 
$198,350,000 with earnings of $8,- 
| 373,000 or $1.93 per share. In both 
cases the net earnings figures are 
after preferred dividends. 


® The ABC division contributed 
$98,759,000 to the 1956 income— 
an increase of $17,642,000 over the 
1955 figure. Theater income was 
|down about $9,500,000, reflecting, 
according to the report, the “con- 
tinuing short supply of quality 
pictures released and, to some ex- 
tent, the disposition of 32 theater 
|properties during the year.” The 
|company now operates 550 movie 
| theaters. ° 


Avoid Obsolescence Problems; Ease 
New Package in Quietly, Says Kelly 


for successful merchandising: 


Calvert Marketing VP 
Says Fanfare Increases 
‘Crises’ Among Outlets 


New York, April 3—By easing 
new packaging for a product onto 
the market without any fanfare 
it is possible to avoid large in- 
ventories of obsolescent packag- 


ing, according to Philip J. Kelly,|e A critical look at advertising. | 
vp in charge of marketing for Cal-| If it isn’t right, revise it. But make | stretch men over an expanding 


vert Distillers Co. 
Speaking before the Sales Ex- 


ecutives Club yesterday, Mr. Kelly | 


said that in introducing the new 
packaging for Calvert Reserve, 
“We said nothing about it. There- 
fore, we had no inventory problem 
of obsolescent packages. We just 
eased it into the market, and in 
our advertising, until we had com- 
plete distribution.” 

“You don’t have to cause a rev- 
olution and suffer from obsoles- 
cence in introducing a new pack- 
age, if you do it the right way. The 
wholesale and the retail trade will 
make a great crisis out of any- 
thing if you will let them,” he said. 

Mr. Kelly said that in today’s 
market there’s “no pat formula” for 

“conducting business. He said that 
Calvert believes in five essentials 


Packaging, promotion, 
personality and people. 
To maintain leadership, Mr. 
Kelly said, an annual checkup pol- 
icy should be followed, geared to 
the following recommendations: 


product, 


| e A careful scrutiny of packaging, 
without fear of changes. 


sure of what you're doing. 


|e As for sales promotion, pre-test 
items before buying in quantity. 
If you can get permanent identi- 


fication, try for it. 


e If you have a good product story, 
put it in the hands of your sales- 
jmen, so that they can tell it with 
conviction. 


e Don’t spare your competitors. 


e Make use of any altruistic edu- 
cational plan if it is possible in 
your field. Though it may be a 
long pull in getting it across, the 
investment will pay off in new 
business. 


e Good salesmen like rewards and | 
punishment. Always work out a 
(Continued on Page 6) 


HINTING—With ads like this one in 

American Girl, Co-Ed and Seven- 

teen, Gorham sterling aims for the 

teen-ager who has her sterling pat- 

tern picked out long before she 
picks her husband. 


New Sales Units 


at Westinghouse 


PITTsBuRGH, April 3—Westing- 
house Electric Corp. this week 
drastically overhauled its market- 
ing operation, setting up three new 
marketing organizations: 

1. Westinghouse Appliance 
Sales, as a department of West- 
inghouse Electric Supply Co., the 
company’s wholly-owned distrib- 
uting organization, will handle 
sales and distribution of major 
appliances, television, room air 
conditioners, dehumidifiers, and 
vacuum cleaners. It will sell to 
retailers in company-owned dis- 
tribution areas, but will not func- 
tion in territories covered by in- 
dependent full-line distributors. 

2. Factory Field Sales will han- 
dle products of both the electric 
appliance and tv-radio divisions, 
and it will be responsible for con- | 
tracts of independent full-line dis- | 


distribution of portable appliances, 
radios and refrigeration specialties 
with distributors other than West- 
inghouse Appliance Sales. 

3. Specialty Products—which 
now will be handled through the 
apparatus and supply division of 
Westinghouse Electric Supply Co. 
—will be responsible for sales of 
electric housewares, fans and ra- 
dios in territories where Wesco 
now operates. 


® From the new 
set up, Westinghouse hopes to get: | 
(1) Increased coverage of expand-| 
ing markets for its appliances, and | 
(2) competent sales specialists to 
support dealer efforts at local 
levels. 

In addition, the company hopes 
to solve the problem of how to 


\list of products. In statements for 
| “Westinghouse News,” company 
|house organ, Chris J. Witting, vp 
|and general manager of the econ- 
(Continued on Page 58) 


Martin Janis Adds Office 

Martin E. Janis & Co., Chicago 
public relations company, has 
opened a branch office at 125 W. 
|Monroe St., Phoenix. John Mc- 
Carty, Phoenix publicist, has been 
| appointed to head the new office. 


Ricketts to Pureta Sausage 

Leo O. Ricketts has been named 
sales manager of Pureta Sausage 
Co., Sacramento, Cal. He has been 


Stretch Manpower 


Six Biggest Companies 
Do 80% of Industry's 
$5,000,000 Ad Spending 


By Phyllis Johnson 

New York, April 2—The sil- 
verware industry is thriving, ail- 
ing or convalescing—depending on 
which segment of the business you 
are diagnosing. 

The stainless steel flatware busi- 
ness is in fine fettle, and sales are 
booming. Over in the silverplate 
end of the industry, however, busi- 
ness is off and sales are failing. 

As for the sterling business, it is 
recuperating from a six-year sales 
decline which started in 1949. 
Some manufacturers maintain that 
sterling sales have perked up since 
1954. Others report that sales have 
leveled off since then. A third fac- 
tion says sales are still ebbing 
away, although at a slower rate. 

Holloware sales are bearing up 
tolerably well, athough manufac- 
| turers never again expect to see 
those good old days when gran- 
diose silver tea sets were an es- 
sential part of housekeeping—and 
there were dining rooms to display 
silver in and servants to polish it. 
Plated holloware reportedly is far- 
ing better these days than sterling 
holloware, which is considerably 
more expensive. 


® To understand the industry’s 
plight, it is necessary to go back 
to World War II, when no silver- 
plate and only a limited amount 
of sterling was available. At war's 
end, both sterling and plate turned 
up in stores just as war-postponed 
weddings were taking place by the 
thousands. Stores ordered heavily, 
building up their depleted stocks. 
Bankrolls were fat; competitive 
products were still scarce. And the 


| silverware industry reveled in a 


boom which reached its peak in 
1948. 

After ’48 , however, the industry 
began meeting considerable com- 


tributors. Further, it will handle! petition from other kinds of hard | 


Power foue * TETRLOOM STEMRIING 


PATERNAL—Heirloom ads will ap- 
pear this spring in seven maga- 
zines. This ad, scheduled for the 
April Modern Bride and June Bet- 
ter Homes & Gardens, features 
Producer Richard Halliday (Mary 
Martin’s spouse) and daughter 
Heller. 


goods returning to the market and 
heralded by heavy advertising. 
Silverware sales began to wane, 
and manufacturers began to cut 
back on their advertising. One ad- 
man estimates that advertising was 
trimmed 30% between 1950 and 
1954, just at the time that the na- 
tion’s expendable income was on 
the upswing. 


® And at this critical time, when 
less and less advertising was ap- 
pearing for sterling and plate, a 
new competitor appeared in the 
stores—imported stainless steel 
flatware, handsomely styled by 
European designers and aggres- 
sively promoted. 

To the great detriment of plate, 
and to a lesser degree of sterling, 
the new stainless steel gained 

(Continued on Page 72) 


its 
the 


the appearance thereof—has 
problems, as both Life and 
Mennen Co. will attest. 
Mennen not too long ago hit 
upon the advertising device of a 


There's Already a ‘Lady in Waiting’; 
Annotate Ads, Court Tells Mennen, ‘Life’ 


Boston, April 4—Pregnancy—or | something 


in excess of nine 
months. 

But yesterday a federal court 
judge here issued a temporary in- 
junction restraining Life from pub- 
lishing any advertisement of the 


\“lady in waiting” theme to sell|Mennen Co. containing the words 


powder. The idea was dreamed up 
by Grey Advertising Agency, 
which intended a campaign term of 


FREDERICK C. BRUNS, former vp and 
| director of Ruthrauff & Ryan, New 
| York, has been elected vp and 
chairman of the plans board of 
Bermingham, Castleman & Pierce, 


three-pronged | its Baby Magic, baby oil and baby | 


with McClatchy Broadcasting Co. | New York. He will direct a group 
for more than 20 years, the last|%Pecializing in food, drug and 


eight as director of sales. liquor advertising. 


“lady in waiting.”” The court acted 
upon a complaint filed by the Fit- 
well Dress Co., which alleged a 
trademark infringement. Fitwell 
cited validity of trademark regis- 
tration, plus the expenditure of 
time and money on promotion for 
its Lady in Waiting dresses. 

The court, however, was pater- 
nalistic rather than stern, decree- 
ing that Life could continue Men- 
nen advertising, provided it carried 
a line under the photo illustration 
of the expectant Mennen model 
that said, “This dress is one of a 
series created exclusively for Men- 
nen by noted designers.” 


8 The point, of course, was that 
no Life reader would be confused 
to the point where he would sur- 
mise the dress was a Fitwell prod- 
uct. 

Mennen and Life have acceded, 
and the explanatory line will ap- 
pear in Life ads, beginning in May. 

Fitwell made no complaint about 
the campaign’s appearance in oth- 
er magazines, and Grey today was 
undecided whether these other 
books will have to follow Life’s 
lead. 7 
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Lorillard Tests 
Newport Brand 


in California 


Gruber Denies Ads Are 
‘Extravagance’; Outlines 
Company’s ‘57 Program 


New York, April 4—P. Lorillard 
Co., maker of Old Gold and Kent 
cigarets, is testing a _ long-size, 
menthol-cooled, filter cigaret, 
named Newport, in a crush-proof 
box, Lewis Gruber, president, told 
the annual stockholders meeting | 
here yesterday. 

The new cigaret, ADVERTISING 
AGE was told, is being tested in 
Sacramento, Cal. Newspaper pages 
are being used. Testing will move Trucker Group Uses 
eastward into major markets as oti nh 
rapidly as feasible, with newspa-|"Life’ for 7-Page 
pers “and perhaps later tv spots” | 


being used. Young & Rubicam is the! Institutional Ad 


agency. ; 
Mr. Gruber told stockholders|_ WAs#1NcToN, April 4—The ATA 
that the new cigaret and package is Foundation will run, in the April 
® leena fe “hj sat inatic 
purely experimental. But, he add- | !5 !ssuc of Life, the “biggest insti 
ed. “Whatever we do with this tutional advertisement ever run in 
; the magazine by an_ industry 


product will in no way detract os ; titorial 
from or lessen our intense cam-|8TOUP —a seven-page editoria 
style bkw message. 


paign to improve the sales positions a ae , 
of Old Gold filters and Kents.”|, The ATA Foundation is an affil- 
Mr. Gruber, who became pres- iate of the American Trucking 
ident last August (AA. July 30,| 458n5. It is described as a research, 
'56), reported that sales and earne education and public information 
ings for the first two months of organization through which sup- 
1957 have registered increases over cara cooperate with the trucking 
the same period of ‘56. While fina] |'"GUSY. , 
figures are not yet available, he} The multiple-page ad will cost 
said, the improvement in the sales $160,071 and ae produced by the 
Allman Co., Detroit, for American 


curve, which began in the latter Truckine Asene 
part of 1956, is continuing. In- as a. 
creased first quarter sales and 


earnings are expected, he added. |@ It was paid for by 140 leading 


TRUCKFUL—Here are the leading bleed page (left) and a following 
page of ATA Foundation’s seven-page ad in the April 15 Life. 


| Life said of the ad that “in vol- 
ume of pages and treatment of 
ithe subject [it] is a significant 
event in public relations history. 
“The advertisement dramatically 
portrays the vital finction of 
trucks, not only in everyday life, 
but in commerce, industry, and 
agriculture in time of peace-—and 
|to the nation in event of disaster 
lor defense emergency,” said Mr. 
Denler. 
| He added that the ad is a one- 
| insertion project to familiarize 
Life readers with the trucking in- 
dustry. He said it had no associa- 
tion with the railroad-trucking 
feud. . 


N. Y. Bank Tests 
Coupon Handling 


for Grand Union 
| New York, April 2—A major 


3 


Advertisers Will Defend Air Claims 


Before FTC; Commercials Unchanged 


Mentholatum, Omega 


New York, April 5—None of the 
three companies accused of false 


Sheep Producers’ 
‘Lamb Account Goes 
to Potts-Woodbury 


Denver, April 3—Potts-Wood- 
bury Inc., Kansas City, won out 
over 30 other agencies in the com- 
petition for the American Sheep 
Producers Council’s lamb promo- 
tion account. 

The agency will succeed Bots- 
ford, Constantine & Gardner, San 
Francisco, with the start of the 
council’s fiscal year, July 1. Actual- 
ly, it will succeed Rippey, Hender- 
son & Bucknum, Denver. That 
agency has been helping the coun- 
cil prepare its 1957-58 campaign on 
a temporary basis since Bots- 
ford and the council parted com- 
pany two months ago (AA, Jan. 
21). 

The parting came about because 
of distance: Agency and client ap- 
parently agreed that BC&G should 
have an office in Denver, but that 
the account was not large enough 
to justify one. As the new per- 
manent agency, however, Potts- 
Woodbury will not immediately 
establish a Denver office, and may 
not at all, unless it is “deemed ad- 
visable.” 


s Advertising budget for lamb 


jand misleading advertising for 


arthritis and rheumatism pain kill- 


Ads Are ‘Seasonal’; Nets ers by the Federal Trade Commis- 
Not Yet Notified by FCC 


sion (AA, April 1) shows any signs 
of rushing to change its copy 
claims. 

Officials of the Mentholatum Co. 
and Omega Chemical Co. both 
pointed out that the advertising 
mentioned in the complaint is sea- 
sonal and will soon end its current 
cycle. They said the copy will fin- 
ish its print and broadcast schedule 
without revision. Both companies 
indicated that they will appear be- 
fore the June FTC hearing to de- 
fend their claims for their products. 

Executives of the Whitehall 
Pharmacal Co., which was charged 
with using misleading ads for 
Infra-Rub and Heet, would not 
comment. In the past, Whitehall 
has advertised these products in 
warm as well as cold weather. The 
company’s radio and tv schedules 
were still running when this story 
was written, though a Mutual 
schedule for various Whitehall 
|products, including Infra-Rub, ends 


(Continued on Page 107) 


Senators Doubt 
Administration's 
Outdoor Scheme 


WasHINcToN, April 4—The drive 
|for legislation to control outdoor 
| boards along new interstate high- 
ways hit a serious snag today when 


|suppliers to the trucking industry | bank is testing coupon handling 

® Lorillard in 1956 spent $14,800,-| and closely follows Life’s editorial | for a supermarket chain. 
000 for advertising, Mr. Gruber| style. Life worked closely with| Grand Union Co., East Paterson, 
said, That was $1,100,000 less than} Allman in making the ad conform|N_ J,, which operates 288 super- 
the company spent in 1955, he said.| to the magazine's style, according | markets in the Middle Atlantic 
(Continued on Page 50) to John Denler, vp of the agency. 


promotion in the next fiscal year |the chairman of the Senate public 
will be $632,000, it was announced, | works committee made it clear that 
compared with about $420,000 this | his associates are not interested in 
year, This will make it Potts-|an administration plan to withhold 
Woodbury’s fourth-largest account.|funds from states which fail to 


Bread, Not Bwead... 


Today's Radio Jingle 
Makes Listeners Tingle 


Ballad, Drama, Satire 
Also Are Used to Snag 
Attention of Audiences 


By Tom Morris 

New York, April 2—If today’s 
radio commercials aren't making 
an impression on John Smith, it’s 
not because they aren't inventive. 

If John is listening, at home or 
in his car, he can hear baby talk, 
sales ballads by Burl Ives, takeoffs 
on familiar poetry, half-minute 
farces and other gimmicks to hold 
his attention 

A typical example of what the 
advertising copywriters have been 
up to can be found in a current 
Doy!e Dane Bernbach Inc. com- 
mercial for Levy's cinnamon raisin 
bread: 

(Male voice)—‘Hey, have you 
heard that Levy's cinnamon raisin 
bread commercial?” 

Another male voice—“You mean 
that one with the brat talking baby 
talk?” 


|—bread, not cimmumum—cinna- 
mon, not Wevy's—Levy's.” 
Mother—“All together now—”" 


Boy—"“I want Wevy’s cimmum- 


}um waisin bwead!” 


8 William Esty Co. is using 
straight radio spots describing har- 
rowing escapes engineered 
“fresh” Eveready batteries. 
Balladier Bur! Ives is featured in 
20 nick-o’-time singing commer- 
|cials about Eveready. 
| The first stanza of one of the 
| ballads places young “Murray” in 
(Continued on Page 77) 


by | 


states, has arranged with the Fed- 
|}eration Bank & Trust Co., in New 
York, to handle all merchandise 
coupons turned in by Grand Union 
customers. 

| Last year Grand Union received 
2,000,000 coupons of l¢ to 25¢ 
value at its checkout 
Coupons have been sent from each 
store each week to the company’s 
headquarters. The accounting de- 
partment sorted and counted the 
;}coupons and billed the grocery 
manufacturers who were making 
| the offers. 

| Now the staff of the bank’s 
|trust department will do these 
jobs. Funds paid by the manufac- 
lturers will be deposited to the 
|chain’s account at the bank. 

The operation is described by 
both the bank and the chain as 
strictly a pilot test to determine 
the feasibility of coupon redemp- 
tions through a commercial bank. 
The plan will be evaluated quar- 
terly in terms of economy and ef- 
| ficiency. © 


Ad Council Needs Fewer, More ‘Important’ 


| Derrorr, April 5—The problem 
of charities, advertising support 
and the role of the Advertising 
Council in that support was deftly 
analyzed here last night. 

George P. Ludlam, vp of the 
Advertising Council, told 


the | 


‘Causes, Better Local Backing, Ludlam Finds 


actly $700 in funds (Goal: $1,000,- 
000-$1,500,000); in 1948 the Ad 
Council helped the American 
Overseas Aid, United Nations Ap- 
peal for Children—a worth while 
cause without local organization 
and collection facilities—in rais- 


First voice again—‘Stupid, isn’t} fourth national conference on so-| ing $1,500,000 (Goal: $68,000,000). 


it? But you know we tried the 
bread though. Had it for breakfast 
yesterday. It’s terrific.” 


® The commercial is aired on five 
New York radio stations; the ear- 


lier commercial the voices were 
discussing goes like this: 
Little boy’s voice—“I want 


Wevy’s cimmumum waisin bwead.” | plea for USO funds by a top radio 
His mother’s voice—“Not bwead| and television star resulted in ex- 


licitations that advertising for 
worthy causes is valueless without 
a strong local organization. And 
he called attention to the multi- 
plicity of funds now seeking ad- 
vertising facilities. 

He illustrated the need for local 
organizations with two dramatic 
examples: In 1951 an impassioned 


|}@ On the other hand, Red Cross 
| quickly hit its $12,000,000 goal for 
| flood victim relief in 1955, and the 
Hungarian Refugee Appeal also 
raised $5,000,000 in short order. 

He emphasized the importance 
of mass advertising media in as- 
| sombling what he called “the pub- 
licity backdrop.” In fact, the im- 


(Continued on Page 54) 


counters. 


The council will continue its mar- 
ket by market promotion tech- 
nique, with advertising scheduled 
for 15 large markets. 

Robert R. Sanford, a vp with 
considerable food experience, will 
be account supervisor on the lamb 
effort, with John R. Gaughan serv- 
ing as account executive. Three 
weeks ago the Sheep Council 
named a new advertising director 
—Ted Gomolak, formerly advertis- 
ing manager of the Montgomery 
Ward store in Denver. 

The American Sheep Producers 
Council also supports a wool pro- 
motion program conducted by the 
Wool Bureau, New York (J. Wal- 
ter Thompson Co.). Its 1957-58 
budget for that effort comes to 
$545,000. 
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ADDITION—A two-color page in the 
| April 6 Saturday Evening Post in- 
| troduces Phillips’ flavored milk of 
magnesia. B&w ads will follow in 
other publications. Dancer-Fitz- 
gerald-Sample, New York, is the 
agency for the Sterling Drug prod- 
uct. 


adopt control plans. 

At the conclusion of two weeks 
of hearings, Sen. Albert Gore (D., 
Tenn.) told Federal Highway Ad- 
ministrator Bertram Tallamy he 
believes there is no support in the 
| committee for the administration 
plan, which cuts the federal high- 
| way payment from states which do 
|not enter into an agreement limit- 
jing signs to  industrially-zoned 
areas. 

He said he felt “the carrot rather 
than the stick’”’ should be used. He 
suggested that the administration 
|develop a plan which involves in- 
| centives rather than penalties. 
| 
|® His decision to oppose the ad- 
ministration plan was revealed as 
Mr. Tallamy appeared to reiterate 
|his belief that signs must be con- 
| trolled for safety as well as esthetic 
purposes. He said hazards from 
jconfusing signs are much greater 
on high speed highways than on 
‘od roads where traffic is slower. 

During the past two weeks the 
administration plan has come un- 
der heavy criticism from members 
of the committee, as well as out- 
| door industry spokesmen, who feel 
that the use of zoning power to 
jlimit signs represents a question- 
able use of the power of eminent 
|domain which might not be upheld 
by the courts. In addition, critics of 
the plan objected that it deprived 
property owners of compensation 
for advertising rights which are de- 
stroyed. 

A second approach, by Sen. 
| Richard Neuberger (D., Ore.), au- 
thorizes the federal government to 
|pay 90% of the costs incurred by 
| states in buying easements for ad- 
| vertising rights along the interstate 
| highways. 

His bill is opposed by adminis- 
| tration officials, who say it would 
‘involve expenditures in excess of 
| $320,000,000. . 


: oe oe ao “ee eo ae COS Se ae ea AM eg. Te ee et is t. 7 i. a ee ot ao eo ee oe er Bio, eid F F oe 
ie ee es, Mc eT ee ey Gis. A Ce em Fc ea RT PRE i ak re 
i, Sonia ee da See pee ' ae eee eee Fk oy salon ai eae oa Soe i oe toe eee i ae ea ue Ber ps bad ae sant 
Bact 565 ano iste ee Hy i Nel # # ‘ ay ‘i ee Ce Nae Cee er er eee ~~, > he a ei a slater ae = ge Coa ae: See ee 2) ee Re eae ee ye cee 
i : hie 3 ae °c Cy er mene Ere rere : : : (Ree eee Ce eae on eee re i ene ae ee faa eo 
ee he asd tee a 2 2 ih la a 4 ae i Ss oe oo \ ‘ 5 at ¥ re o 3 ae a = : ~ ‘ cat 
one : : - = : Bie 
ete a 
a e 
eee ‘ 
; umaens . SS neteiennmeel 
eK, = Ot , 
te The Next 24 Hows . : z 
@ ; 
. « 
P vee i Let 
F : 
: we i 
ee. ie N AROUND YOU wy. 
a * 7" *+ 
. 6a «= -_ i a . 
2 —-_ ll that Git come yf - 
~~ y ra ry — ~ a TRUCK’ | peal 
ot \ ae elie * 
* J i Sy | a 
; Poca Sek 
ee : , ial 
Sa 1 3 * y 5 oi 
¥ . . ay, 
a a P ~ “a, 7 
mt 4 7 +e " oo | rs is ——— —— ee 
4 A fal } A 7 
7 . ? ~, , ee & 
" Cd y ~~ 
: M4 ; 
F . - a 
5 - « ie 
si i 
| 
¥ e 
i 
one 
ss 
Fs 
ike = 
hs 
y . sea 
E = 
ee 
BY, 
i 
ye 
a Se 
‘ 
4 
4 our 
: aoe 
‘ = 
pte ae 
a 
. 
§ | 
a 
a1 
ace 
: a 
ae 
ie 
, ery 
mes 
7 a , JOF 
apy OREp 2 
~~ = 
PHILLIPS’ Fak 
| Faye — 
MILK OF MAGNESIA FLAVORED Ye 
ee | ns err en “¥ . : : 
Hi lip ¥ 
| ae ee ox 
3 
ee ri) 
we oS 
Po os Noh Oe Te 
— 
FS rl ‘ 
= 
PF 
ty 
: 
if 
| eC 
> is es Ia ie pote aoe > & af eRe bo oP PA ee 0's i - pi ree, rer Pe A in cea ci a a a oh ie gis Wee Spas er Obits in ita eee eT te ka mar aN bee TY Ee oe eae ie Fa ea 
TADS ao dae a ae ee ee Pet oe wen hadi, aor ey Ss Sto Laie bats pak Ds: mee Cee AT ae aah: Pe ag ee a eee Eis Mat) Se aeee Rese d perenne Sn te es ec we AS gre 
ee : a Bega. Boe eae MT Cw ei 7 eae Be eee re te Sy, ta algae eee leas tery ae = Bout ot iedet se ia Me eae oN SEP a ie ae ne TO aS ae ee tee ee bP ye De anes Ae ape Mn ee vt mie, We ee AG be ip TR BT ee nO ee 
ppm See: <a eres Gm dr ete ae Soar y+ eer rte BN Meee Ry Sos Ro 3 y Oo SI ges oat 6 ce mit ke Se Di ae a Oy i ee a a a SR he Se ee Oe ole neg se Ee ok gee ee 
A 6 eh ae RE i te ee MS Sg ee Se eek a ee ee ‘ eS Sas ghd. oe Ag, ne eel eee we Pert me 2s Eee ee ee hs alr baw § Oe ye ee ted ES Pe oe e ah ee ene 
Reo ee eee Re STREET stata Gee Sue bee eat Ie Mg MEE 8 ont SSR owe ems eres SS ay Ree ET a a! ea 1B | oe Serge tai 1ik 1 0 Fagen ae sarees 


4 


Sandell Sees Even 
More Non-Food Items 


in Supermarkets 


Racine, Wis., April 4—The su- 
permarket of the future will be a 
dazzling colossus of more than 
20,000 sq. ft., offering more than 
15,000 items—with far more space 
for non-foods than for food prod- 
ucts, according to predictions 
made today by a supermarket ex- 
pert. 

Milton E. Sandell, president of 
Benner Tea Co. and chairman of 
the National Assn. of Food Chains, 
told an international conference of 
S. C. Johnson & Co. executives that 
new giant supermarkets now be- 
ing planned will average $2,500,- 
000 a year in volume. But at the 
same time, he noted, “there will 
be at least 10% fewer supermar- 
kets than now, doing the same or 
a larger volume of business.” 

Self-service packaging will be- 
come complete, he predicted, and 
most meat and produce pre-pack- 


aging will be done at source or 
centrally. Rapid scientific strides 
will be made in food preservation, 
he said. 

“A closer relationship will pre- 
vail between supplier and retailer 
to assure the lowest possible price 
to the consumer,” he predicted. 


s About the growth in non-food 
volume, Mr. Sandeil said that this 
trend—to sell magazines, books, 
kitchen utensils, stationery, greet- 
ing cards, tools and hardware, 
electrical supplies, small appli- 
ances, hosiery, toys, hobby items, 
baby needs, phonograph records 
and even house dresses—will con- 
tinue to grow at an accelerated 
pace. 

A survey by the National Assn. 
of Food Chains last year showed, 
he noted, that the average num- 
ber of non-food items in super- 
markets had increased in three 
years from 683 to 1,857. 

A recent but fast-moving item 
on the non-food shelves, he said, 
is women’s hose. The average 
woman, who buys about 25 pair a 


year, has found a convenient pur- 
chase point in the supermarket’s 
pre-packaged hose displays, Mr. 
Sandell said. “While we are al- 
ready doing 20% of the volume” in 
this business now, he noted, “we 
expect to have 50% in five years.” 

The supermarket has already 
become the principal supplier of 
brooms, cigarets, electric light 
bulbs, gloves, ice cream, paper 
towels, napkins and picnic sup- 
plies, pet foods, sanitary napkins 
and many soap products, he said. 


® A typical item to go through 
this switch in retailing outlets, he 
said, is Johnson’s waxes. Food 
stores carried only about 20% of 
the volume 20 years ago, he 
pointed out, whereas they now 
carry 80% of volume. 

Mr. Sandell spoke to executives 
of Johnson & Son overseas sub- 
sidiaries meeting here to brush up 
on new merchandising techniques. 
Supermarkets, he said, are an ex- 
ample of how American tech- 
niques can be applied successfully 
in overseas markets. 7 
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Semen 


COVERING OREGON'S 
2ND MARKET 


REACHING 


income of 


OL) $68] MILLION 


EUGENE 
KVAL-TV 


Channel 13 


ROSEBURG 
KPIC 


Channel 4 


EUGENE — 
ROSEBURG 


“a 


130,190 FAMILIES 
with spendable 


Here's the surefire way to get to the heart 
of the nation’s rich timberland . . 

just bursting with active sales potential! 
Use the KVAL-KPIC team, and you're reaching 
the majority of 120,190 families in the North-— 
west’s 5th richest market. These sister stations 
offer the only consistent coverage of the largest 
market between San Francisco and Portland. So, 
if you’re buying—or planning to bey—why 
waste money? Use KV AL-KPIC, the one com- 
bination that spotlights this booming timber- 
land area. Contact your Hollingbery man, 

or Art Moore and Associates. 
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Voice of the Advertiser 


What They're Saying 


is the size we use for the 
Growing Greensboro Market!" 


TvTU | Izititts 


PLANT" 
ENTRANCE 


Crunch your way through North Carolina's most tasty market 
via the News and Record. Circulation’s over 100,000—and each 


copy averages 4-part readership. 


There are 4.3 million consum- 


ers in North Carolina—and a healthy one-sixth of them live 
in our 12 county ABC Trading Area. They account for a fifth 
of the state's $3 billion annual retail sales. Reach them in the 


Greensboro News and Record. 


Only medium with dominant coverage in the Greensboro 12 County 


ABC Market and selling influence 


Greensboro 


News and Record 


in over half of North Carolina! 


GREENSBORO, NORTH CAROLINA \_\1__/% 


Represented by Jenn G& Kelley, Inc. 
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WILMINGTON 
Newsstands sell out in 2 hours. 


PALOS VERDES 


Pro reports immediate sensation 
among golfers of all handicaps. 


DETROIT 
The talk of the entire executive floor 
at Ford. 

CHICAGO 
Salesman contemplates destruction 
of tennis racket. 


BALTIMORE 


ee 
= 
Pe 


Wife holds copies out on ad execu- 


y mM tive until she reads them each twice. 


} 


SAN FRANCISCO 


Agency reception room copy of 
SPORTS ILLUSTRATED swiped 
twice in one hour. 


BOSTON 


Golfing doctors at Peter Bent Brig- 
ham Hospital rave about anatomi- 
cal accuracy of Ravielli drawings. 


/ 
1) “ibe 
LW y fpf Cy 


PHILADELPHIA 


Agency men lunching at Helen 
Sigel’s restaurant use broomsticks 
to demonstrate Hogan grip. 


CHARLOTTESVILLE, VA. 


Entire U. of Va. golf team practice 
Hogan instructions in a rainstorm. 


NEW YORK 


Saks 5th Avenue vice president reads 
lessons 1 and 2, puts 3 birdies to- 
gether with 6 pars, plays way over 
his head, wins important weekend 
match. 


\\. 
At. 
NY 


\. 


If you care anything at all about your golf 
score, you are probably planning not to miss 
this week’s SPORTS ILLUSTRATED. 

It contains the final chapter of Ben Hogan’s 
great Modern Fundamentals of Golf series. 
This is the series that’s being talked about, prac- 
ticed, praised in living rooms and locker rooms 
(and a good many board rooms) all over the 
country. 

People have been picking up SPORTS ILLUS- 
TRATED for the first time and saying: ““How 
long has this been going on?”’ 

Well, it’s not only this wonderful Hogan series. 
It’s “Ron Delany Goes Home,” The Sporting 
Look, the Olympics, E & D, Boxing’s Dirty 
Business, and next week’s incomparable 1957 


Baseball Issue: all typical of the kind of material 
SI has been turning out for its ‘‘enthusiactive”’ 
readers ever since Vol. 1, No. 1—the kind of 
sports reporting and sports illustrating that’s 
seen the SPORTS ILLUSTRATED audience grow 
more than 60°; in less than 3 years. 

For SPORTS ILLUSTRATED just simply happens 
to appeal to an ever-growing group of people 
who are as enthusiastic and active as the world 
of sport itself. 

Advertisers gave the magazine a 54°, boost in 
pages, '56 over ’55—and another 35° boost for 
the first 4 months of '57 over '56. For January 
and February, SI stood 14th in pages among all 
general magazines—the fastest-moving-up mag- 
azine in all America. 


P.S. If you missed any of the first four issues, we have a limited number of tear sheets which 
we'd be glad to send you—while they last. Just write or call Bill Holman, Advertising Director, 


9 Rockefeller Plaza, New York 20. 


Circulation now 750,000 families weekly 
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Avoid Obsolescence Problems; Ease 
New Package in Quietly, Says Kelly 


(Continued from Page 2) 
good plan of incentives. 


e Give your people a policy they 
can believe in. 


s Mr. Kelly outlined Calvert pro- 
motional development to bar and 
tavern keepers of its correspond- 
ence course entitled “Successful 
Bar & Tavern Management,” which 
is offered free of charge. 

“We issued 10,000 units in our 
first class and are following up 
with another 10,000 in our next 
class, which began March 1,” he 
said. 


Stating that the liquor industry 
is one of the few in the American 
economy in which business is} 
transacted on a personal basis be- | 
tween the owner and the consum-! 


er, Mr. Kelly stressed the impor- 
tance of personality in successful 
selling. 

“We happen to be in a business 
where personality is still impor- 
tant. In a bar or tavern, it is para- 
mount. The average package liq- 
uor store is relatively small. And 
the subject of liquor is always good 
for a long and friendly conversa- 


| tion,” he said. 


In the past few years, the pur- 
chase of the average commodity 
was a routine, impersonal matter, 
Mr. Kelly said. 


= “Now, because of the supermar- 
ket invasion in every phase of 
business, the retailer in many 
cases has become a slot machine, 
not a person or an institution... 
Our new generation just doesn’t 


care where it buys. The business, 
the money, the personalities in- 
volved are unimportant. They 
want standard items at a low 
price, with quick service.” - 


Cleveland 4A‘s Council Elects 


Charles J. Farran, vp of Gris- 
wold-Eshleman Co., has been elect- 
ed chairman of the Cleveland 
council of the American Assn. of 
Advertising Agencies. Other of- 
ficers elected are Alvin B. Fisher, 
vp of Lang, Fisher & Stashower, 
vice-chairman, and John S. Man- 
uel, vp of Fuller & Smith & Ross, 
secretary-treasurer. Louis A. 
Schweizer, vp of Bayless-Kerr Co., 
and Mr. Wilson were elected to the 
board of governors. 


Fellows Gets Mardi Bra 

Mardi Bra, a division of Snug- 
Fit Co., New York, has appointed 
Fellows Advertising Agency, Syra- 
cuse, to handle its advertising. A 
campaign is being planned to be- 
gin this fall. 


new! 
Kasy way to 
seal Jam, Jelly 


no paraffin needed! 


tere: M eteenen toe “~ 
SAL “HALF- PINT” 4aR 
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EASY—Here is the opening ad of a 
national campaign for Ball Bros. 
Co.’s new jam and jelly jar which 
was introduced last year. The 
color page will run in Life, May 
13. Applegate Advertising Agency, 
Muncie, Ind., is the agency. 
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‘Schenley Agrees: 
No More Mergers 
in Distillery Field 


WASHINGTON, April 4—Schenley 
Industries Inc, today entered into 
jan anti-trust consent settlement 
which prevents it from acquiring 


_ | assets of other distillers during the 


|next 10 years unless it gets ap- 
|proval from the Department of 
Justice or the federal court in Wil- 
| mington, Del. 

The settlement is the outgrowth 
of a complaint filed two years ago 
after Schenley acquired Park & 
Tilford. Under the settlement the 
government dropped its efforts to 
force Schenley to divest itself of 
| P&T. 
| Anti-trust chief Victor Hansen 
insisted the settlement was satis- 
factory to the government. 


s At the time of the merger, he 
said, Park & Tilford was losing 
money on the sale of its domestic 
| whisky, but had a very lucrative 
import line. 
| Since the merger, foreign sup- 
pliers have canceled these agency 
agreements and turned these im- 
port lines over to other distributors, 
the anti-trust chief said. 
“Allowing Schenley to maintain 
the shell of Park & Tilford, which 
in all likelihood could not be sold 
| to any other purchaser, will result 
in the continued sales of the do- 
|mestic bourbon and provide work 
for the present employes of the 
| company,” he declared. ° 


U.S. Hits Toy 
Catalog Group in 


Anti-Trust Action 


New York, April 3—Anti-trust 
and criminal actions have been 
started by the government against 
several companies charged with 
fixing retail prices for nationally 
advertised toys. 

Federal grand jury indictments 
were handed down last week 
against the Toy Guidance Council 
Inc., Toy Yearbook Inc., Consumer 
Toy Catalogs Inc. and Melvin 
Freud, president of each of these 
New York corporations. 

At the same time, civil anti-trust 
actions were returned against the 
Toy Guidance Council and 16 
wholesalers across the country. 
They are charged with conspiring 
to force retailers to sell at the re- 
tail prices listed in the toy catalogs 
published by the Freud companies 
named in the criminal action. 

Mr. Freud issued a statement 
saying that all prices in the toy 
catalogs he publishes are approxi- 
mate and intended only as a guide 
in selecting toys. 


s “We have never asked manu- 
facturers of the quality toys we 
recommend to refrain from selling 
their products to cut-price retail 
stores or any other type of store,” 
he said. 

The charges stemmed “from a 
misunderstanding of our true func- 
tion and method of operation,” Mr. 
Freud said, adding that “if -any 
part of our business operation is 


actually in violation of the finer 
technicalities of the federal anti- 


=o 3 trust laws, we shall correct the 
Ese ‘situation at once.” r 
- i 
Equipment IEN 
News 


Themes Publishing Compeny 


Most new business comes from 
new markets where new products 
are being readied. 

Each new product is a new sales 
opportunity for you if you sell 
the needed equipment, parts or 
materials. 

The problem is to find the “‘fish’’ 
and land them. 


other business papers. 

Industrial Equipment News, at 
a cost of only $165 to $175 a 
month, will bait your hook in all 
452 markets. 

Your new business fishing prob- 
lem is solved when you use IEN to 
find and help you land your quarry. 
Details? 


Write for YOUR MARKETS ARE ETRY ae: eighth Avenue, Now York 1, ™. Y. 


CHANGING | income for the comparable two 


. +» Alfiliated wit Register | 
on sah Rage years was $3,190,795 and $2,923, 
and complete DATA FILE. —_ | 708. 


U. S. Industries Sales Up 

U. S. Industries Inc., New York, 
whose diversified operations range 
from oil field equipment, ordnance 
and electronic components. to 
|stainless steel cookware, reports 
sales of $105,431,774 in 1956 com- 
pared with $81,279,343 in 55. Net 


With 452 different industries to 
watch, you need a blanket medium 
to piece out and amplify your 


ee ‘ tt ~ = 
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Grit is the shortest distance to 


850,000 tables in 16,000 small towns 


In Fruitdale (Ala., $.Dak.), the Strawberry (Ark., 
Calif.) is likely to come out of the freezer compart- 
ment these days. And the small-town demand for 
canned vegetables and fruits gets Huger (S.C.) all 
the time. 

The small-town market is important for every 
advertiser of branded consumer goods. But it’s 
particularly important for food advertisers. This is 
not just because there are so many small-town 
people. It’s also because small-town husbands come 
home for lunch. 

There’s one best way to emphasize your small- 
town advertising coverage. Schedule Grit, the 
unique national weekly which for 74 years has 
cultivated this important and hard-to-reach market 
without a change in editorial philosophy and with 
steady growth in both circulation and advertising. 


Of the 850,000-plus Grit circulation coast-to- 
coast, an impressive 59% is concentrated in towns 
of 2500 and fewer. An even more impressive 90% 
represents single-copy sales—the universally recog- 
nized badge of quality. Small-town people read 
Grit because it reflects their hopes, their aspira- 
tions, their way of life. They believe in it. They 
respond to its editorial content and to its adver- 
tisements. 

The Bill (Wyo.) for a big-time Grit campaign is 
about $2 per year for each of the 16,000 small towns 
it reaches. That’s Welcome (La., Md., Minn., N.C.) 
Balm (Fla.) for your hardworking advertising 
bud get! 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los Angeles and San Francisco 
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Ford Offers 
New, Liberalized 
Dealer Agreement 


Detroit, April 5—A new and 
liberalized agreement was dis- 
tributed to its dealers yesterday 
by the Ford Motor Co. 

Henry Ford II told the Ford, 
Mercury, Lincoln, Continental and 
Edsel dealers that the sales agree- 
ment was the “best in the auto- 
motive industry.” 

General Motors Corp. last spring 
gave its dealer body a new agree- 
ment taking into account many 
complaints aired before Senate 
subcommittee hearings on auto 
marketing practices. 

Shortly thereafter, on April 2, 
1956, Chrysler Corp. announced a 
revision of its dealer sales agree- 
ment, but did not completely 
change it. 

A new Chrysler dealer agree- 
ment, however, is now being pre- 
pared, following a recent meeting 
here of representatives of the 
corporation’s 9,000 U. S. dealers. 


s The new Ford agreement re- 
quires dealers to notify the dealer 
policy board of any acts by the 
company which they believe are 
not in good faith, Mr. Ford said. 

He listed the following major 
changes in the existing agree- 
ment: 


e 1. A dealer now may choose be- 
tween a one or five-year agree- 
ment, terminable by the company 
only for cause; or a “continuing” 
agreement for an indefinite term, 
terminable at will by the company 
upon 120 days’ notice. The dealer 
may terminate either agreement 
at will upon 30 days’ notice. 


e 2 The agreement no _ longer 
provides that a dealer’s perform- 
ance is to be measured by “the 
company’s satisfaction.” Objective 
criteria are provided for apprais- 
ing such subjects as dealer’s sales 
performance and the adequacy of 
his facilities. 


e 3. The company will not ap- 
point a second dealer within an 
existing dealer’s locality unless a 
survey has indicated the need to 
the company, and until the need 
has been discussed with the exist- 
ing dealer. 


e 4. The new agreement pro- 
vides that a dealer will be given a 
reasonable opportunity to cure his 
failure to perform in accordance 
with the agreement before the 
company will terminate for such 
failure. 


e 5. Prior to a model change, the 
company will review its dealers’ 
inventories and sales to deter- 
mine whether or not an allowance 
should be offered to the dealers 
to assist them in disposing of 
current models. If no other allow- 
ance is offered in the last 120 
days before a model change, the 
company will pay an allowance of 
at least 5% of suggested list price 
on all new vehicles in the dealer’s 
stock at the time the new models 
are announced to the public. 


e 6. The new agreement contains 
more liberal provisions for pur- 
chase by the company of the deal- 
er’s inventories upon termination. 


e 7. Incorporated in the new 
agreement is the company’s pres- 
ent policy of paying the dealer, 
for warranty work, cost plus 10% 
on parts and 100% of the dedler’s 
retail labor rate. 


The new agreement incorpor- 
ates the company’s policy of not 
engaging in misleading advertis- 
ing of any nature, and of not en- 
couraging any dealer to engage in 
such practice. 


Two NBC Giveaways 
Fold: S.C. Johnson 
Buys Allen Show 


New York, April 5—Two of tel- 
evision’s biggest giveaways, “The 
Big Surprise” and “Hold That 
Note,” folded this week. Both were 
NBC shows. 

“The Big Surprise,” which Spei- 
del Corp. and Purex Corp. re- 
placed with the perennial “Arthur 
Murray Party,” was turned out by 
Entertainment Productions (for- 
merly Louis G. Cowan Inc.), the 
same package factory that started 
the current tv money craze with 
“The $64,000 Question.” 

“Hold That Note” faded after a 
short run for Lanolin Plus. It 
started in mid-cycle as a replace- 
ment for “Break the $250,000 
Bank.” The sponsor gave up the 
Tuesday 10:30 p.m., EST, spot 
along with the show. NBC has 


now turned this time back to the} 


stations for programming. 

In the upbeat department at the 
network, S. C. Johnson & Son 
signed as alternate-week backer 
of the full “Steve Allen Show” 
Sunday nights, effective July 7. 
Previously this has been a co- 
sponsored series, with advertisers 
moving in and out. The other week 
is available on Mr. Allen’s pro- 
gram as of mid-July. 

Starting in the fall Gisele Mac- 
Kenzie will star in a new program 
for Scott Paper Co. This will be 
seen Saturdays at 9:30 p.m. on 
NBC. 


® Biggest sponsor news of the 
week at ABC Television was the 
signing of Miles Labs to replace 
Pabst as co-sponsor, with Mennen, 
of the Wednesday night fights. 
Revlon is set to sponsor the new 
Guy Mitchell telecast Saturdays 
at 10 p.m., EST, in the fall. And 
Buick has cleared alternate Fri- 
days at 8:30 p.m., EST, on ABC 
for a new fall show that is still to 
be selected; another General Mo- 
tors division is expected to alter- 
nate in the time period. e 


Six Sign for NBC 
Daytime TV Shows 


New York, April 5—Six adver- 
tisers have signed for NBC-TV 
daytime shows in recent weeks. 
The new business list was headed 
by Lever Bros., which joined the 
network’s daytime lineup, and by 
Procter & Gamble, which added to 
its daylight schedule on the net- 
work. 

Lever Bros., through BBDO, 
bought two 15-minute segments 


weekly on “Truth or Conse- 
quences,” and one quarter-hour 
weekly on “Comedy Time” and 


“The Price Is Right.” 


® P&G, through Dancer-Fitzger- 
ald-Sample, bought four 15-min- 
ute weekly segments and one 15- 
minute alternate-week segment on 
“Tic Tac Dough.” 

Other new schedules: SOS Co. 
(McCann-Erickson), four 15-min- 
ute alternate-week segments of 
various shows; Standard Brands 
(Ted Bates & Co.), an additional 
alternate-week quarter-hour of 
“Queen for a Day”; Dixie Cup 
Co. (Hicks & Greist), two alter- 
nate-week quarter-hour segments; 
and Drackett Co. (Young & Rubi- 
cam), a two-time only run on 
“Queen for a Day” and “Tennessee 
Ernie Show.” 


Crest, RCA Tie In 

Toothpaste and records have 
been linked together in a tie-in 
promotion for Procter & Gamble’s 
Crest toothpaste and RCA Victor 
records. Running through June, the 
promotion offers a record album 
for 25¢ and the coupon inside Crest 
packages. Newspaper, magazine, 


television and point of sale adver- 
tising is being used. 


off to a good start...with 


STRONGHEART 


Doyle Picks Outdoor 
as Major Medium 


for Strongheart 


Cuicaco, April 3—Doyle Inc. of 
Illinois this month launched its 
spring advertising campaign for 
Strongheart dog food, built around 
a series of outdoor posters. 

Postings will cover 156 cities 
and towns in 14 states. The outdoor 
advertising will be supplemented 
by newspaper ads with the same 
pictorial theme in 148 cities, par- 
ticipations on two NBC television 
shows, three Mutual radio shows 
and a strong point of sale program. 

John Doyle, president of the 
company, said he feels “outdoor 


STRONG HEARTS—This April outdoor poster is the first in a series for 
Strongheart dog food manufactured by Doyle Inc., Chicago. 


lest of the major media available 
to food advertisers today ... when 
buyers must be pre-sold on the 
product.” 

D’Arcy Advertising Co. is the 
agency. 


GEYER GETS DOYLE’S 
STRONGHEART IN EAST 

Lonc Brancu, N.J., April 3— 
Doyle Packing Co. here has named 
Geyer Advertising, New York, to 
handle advertising for its Strong- 
| heart dog food in the eastern sea- 
board area. Roy S. Durstine Inc. 
is the previous agency. 

D’Arcy Advertising Co. is the 
agency for Doyle Inc., Chicago, 
| which manufactures and distrib- 
jutes Strongheart dog food in the 


End Litigation, 
Kiss and Make Up 


between Coty and Revlon concern- 
ing lipstick advertising and the 
design of lipstick containers has 


been discontinued by the two 
companies. 
The main suit was started in 


April, 1955, when Coty named 
Revlon, William H. Weintraub & 
Co. and the Columbia Broadcast- 
| ing System as defendants in a 
'federal action charging them with 
|misappropriation of advertising 
material, false representation and 
copyright infringement—all in 
connection with Coty 24 lipstick. 
| Revlon filed a $500,000 counter- 
|}suit the next month, denying the 
lallegations and terming the Coty 
suit “fraudulent in purpose and 
| design.” 

Pre-trial examinations had been 


held since then but were moving 


| at a very slow pace. 

| Last fall, Revlon sued Coty, 
charging the latter with infringing 
the design of its lipstick contain- 
ers and asked for an injunction 
and damages. This suit too, has 


SCARF OF THE 
FOUR SEASONS 


ORIENTAL—Color pages such as this 
will be used in supplements and 
magazines, starting April 28, to of- 
| fer a Far East-inspired scarf as a 


New York, April 5—Litigation 


posters constitute one of the strong- | midwestern and western states. e 
been settled. 
Revlon, Coty “Any and all conflicts have 


been discontinued, and we are on 
friendly terms,” Philip Cortney, 
president of Coty Inc., stated. e 


Philip Morris Gives 
‘Tllegal’ Promotion 
Aid, FTC Charges 


WASHINGTON, April 4—A second 
major tobacco company was ac- 
cused of giving illegal promotional 
allowances as the Federal] Trade 
Commission charged today that 
Philip Morris Inc. arbitrarily gave 
some customers assistance which 
was not available to others. 

The complaint against Philip 
Morris involves issues similar to 
those raised in a complaint which 
FTC issued against Liggett & My- 
ers last October (AA, Oct. 15, 56, 
Nov. 19, ’56). 

It says some retail outlets got 
bigger payments for using point of 
purchase materials than others, 
and that some vending machine 
operations were given cash allow- 
ances which were not offered to 
competing vendors. 


® Among the examples cited by 
FTC to show discrepancies in pay- 
ments for use of posters, carton 
displays, counter displays and 
change trays was an allowance of 
$2,350 to Grand Union chain, in 
| the New York area, while the Lig- 
gett Drug chain got $75,000. FTC 
noted Grand Union’s purchases of 
Philip Morris totalled $1,307,032, 
while Liggett purchases were only 
$756,148. . 


Torkel Gundel Reorganizes 

Torkel Gundel Advertising, Chi- 
cago agency specializing in busi- 
ness publication and trade associa- 
tion promotion, in a realignment 
has changed its name to Torkel 
Gundel & Associates. Officers are 
Torkel Gundel, president; Edward 
S. Pastirik, exec vp and creative 
director, and John Palansky, vp 
and art director. 


| premium with LaChoy Food Prod- 


cago, is the agency. 


Burnett Names Whiting 

Leo Burnett Co. Ltd., Toronto,| atomic power field. These, he said, 
has appointed Howard E. Whiting | should help the company main- 
|}manager of media and research. tain its billing pace of the last 
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‘Quit Out-Nickeling 
and We’! All Make 
a Buck,’ NARDA Told 


MILWAUKEE, April 3—The appli- 
j}ance industry has done a com- 
| mendable and singular job of keep- 
|ing prices level over the past 20 
years, John J. Anderson, Westing- 
house’s major appliance division 
manager, told appliance retailers 
here today. 

But, he asked, “Isn’t it time to 
quit trying to out-nickel each oth- 
er?” 

“If there’s one thing this indus- 
try has heard too much about, it’s 
‘better prices.’ And let’s not kid 
ourselves,” he said, “we aren’t 
really talking about ‘better prices’ 
but ‘lower prices.’ . . . Let’s raise 
our sights,” he added, “and all 
make a buck!” 


s In a talk before a management 
conference of Wisconsin members 
of the National Appliance & Radio- 
TV Dealers Assn., Mr. Anderson 
said that almost all commodities 
and raw materials have increased 
in price from 100% to 300% in the 
past 20 years. Costs for the appli- 
ance industry have gone up along 
with every other industry, he said, 
and yet the appliance product is 
virtually the same price now as it 
was 20 years ago. 

This has been done, he asserted, 
through increased efficiency and 
superior know-how. This produc- 
tion proficiency has, however, cre- 
ated the threat of over-production, 
he said. And during the past few 
years the frantic efforts to sell 
manufactured goods has led to 
price cutting which, he said, has 
created near chaos in the appliance 
field profit picture. 


8s “I’m happy to say, however,” 
Mr. Anderson noted, “that a new 
day is dawning. This industry is 
changing. We're getting back on 
course.” 

Just within the past seven or 
eight months, he said, manufactur- 
ers have made it clear they intend 
|to concentrate on sales profits for 
|the retailers. 
He cited these recent improve- 
ments in factory aids to the deal- 
ers: more and better coordinated 
advertising help; better incentive 
programs; technical help in the 
new kitchen modernization field; 
more fundamental sales training, 
and a clamp-down by the factory 
on builder sales abuses. 


® There’s much more the factory 
can do, he acknowledged, but in 
the meanwhile, “if we, as factories, 
do our share toward cleaning up 
our end of the business, haven't 
we the right to ask the same thing 
of you?” 

He told the appliance dealers 
that their share of the clean-up 
should include (1) better use of 
the sales training and promotions 
available to them; (2) more local 
advertising tied in with national 
campaigns; (3) sales demonstra- 
tors that really demonstrate, and 
(4) a more conscientious job of 
servicing appliances for cus- 
tomers. 


WESTINGHOUSE SALES 
MAY HIT $2 BILLION 


BALTIMORE, April 3—Westing- 
house sales will probably hit a 
record $2 billion in 1957, Gwilym 
A. Price, chairman and president 
of the company, predicted at a 
stockholders meeting here today. 

He said Westinghouse at present 
has a high backlog of orders for 
home and industrial products, a 
growing defense business and a 
strong position of leadership in the 


. ‘~|He formerly was director of sales | quarter of 1956 when sales tallied 
ucts. Foote, Cone & Belding, Chi-|pjanning of the Reader’s Digest |$509,000,000, a rate of more than 


| Assn. of Canada. 


$2 billion a year. e 
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Are You Utilizing Under 5 


Today’s Challenge of Change Is. . . 


Increasing Youth, Increasing Age— 


“Ste 


LE Millions 


BAT 


Them as Employees ? 1850 3.5 6.1 6 " 7 
° 1860 4.8 7.9 8 . 
... Are You Pleasing Them 1870 5.5 9.6 1.2 
1880 6.9 12.2 17 
as Patrons ? 1890 7.6 14.6 2.4 22.0 
1900 9.2 17.0 3.1 22.9 
1910 10.6 - 18.9 3.9 24.1 : | 
1920 11.6 22.0 4.9 25.3 : 
1930 11.4 24.6 6.6 26.5 
. 1940 10.5 22.4 9.0 29.0 
1950 16.2 24.3 12.3 30.2 
1953 17.4 28.0 14.3 30.3 


| Foss month we considered the amazing income growth of people; here, now, their 
amazing age distribution. 
People are important to Institutions in two ways—as employees, and as patrons. 
In both functions, the imposing fact is the tremendous increase in two age groups— 
the young, and the old. 


and the baby boom, impressive as it is, is not so great as to upset the lo 

The median age in 1953 was 30.3 years, as against only 26.5 in 19m 
to the Twentieth Century Fund, there were 14.3 million persons age 
1953 as against only 6.6 million in 1930. Dean Rovetta, in his acci 
ment, foresees 30 million by 1990. Zi 


For a time it appeared that the country would run out of peo 
the 1930's there weren’t many babies. In 1940 there wena > 
than at any decade-year since 1g00. And there were th me 
15 than there had been in 1930. 4 

These statistics point one cause of the present 
entering the labor market in the 4o’s and 50’s, 
creasing. 

War alarms and prosperity stimulate bal 
cent more children under 5 than there hi 
mae children under 15 than there had ] 
-inco the labor market steadily from 

It would be pleasant to report 
few authorities believe they will 
fact is that young people } 
also that other fields h 
compete with us for 
as a group are not r 
It is intolerable thal 
from our ‘expandif 
industry; in selling 
present failure to 4 
to Institutions. 

Commercial rant 
cluding the child 
least one hotel 
to ignore the k 
head must b 
tomorrow 
Watchj 


gro 


because during 


2 e,"3., . tie 
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The future of the Institutions industry lies in its ability to cope 
x with the myriad problems of the Challenge of Change. More than 
anything ever before presented, the Challenge of Change series gives 
Institutions’ management an accurate, outlined and detailed analy- 
sis of the future—as it can be predicted. The best thinking of many 
of the industry’s most talented people will provide a chart to unpar- 
alleled business prosperity for Institutions.and their suppliers. 
Thousands of hours of research have culminated in month-after-month, 
authoritative, multi-page articles covering the rapid evolution of 
our economy, population structure and way of life—the major 
components of the Challenge of Change. 

This is not a “‘one-shot”’ issue attempting to provide a crystal 
ball in which to peer at the future. Its continuing impact is typical of 
the type of editorial effort that has made INSTITUTIONS Maga- 


... essential reading about 
significant trends... affecting basic 
sales approaches to the $40-billion- 
a-year Institutions’ market — 


mediately the question agises, “Why not emplauthes 


«.. 
a 


zine so important in the activities of management and key operating 
personnel in America’s foremost Institutions—the cream of Institu- 
tions’ buying power. 

If you are a marketer and advertiser to the mass feeding, mass 
housing Institutions industry, the “Challenge of Change” program 
offers you tremendous opportunity to become identified with the 
prosperity of its future. Your ad schedule, run concurrently and tied 
in with the Challenge of Change program, can build a solid founda- 
tion for present and future sales growth in what is already a 
$40-billion-a-year market. 

To receive reprints of the “Challenge of Change” series, simply 
drop us a line. You'll find them interesting and provocative in your 
own business. Those that have already been published will be sent 
immediately .. . others as they appear. 
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Have you noticed... 


the U.S. now has an under 14 popu- 
lation of about 45 million . . . which 
tomorrow, next week, next year . . . 
will spend more per capita on educa- 
tion, health, travel, etc., than ever 
before in history. This is for Institu- 
tions the Challenge of Change. 


Have you noticed... 


The U.S. now has 15 million people over 65 
. .. with incomes from social security, pensions, 
stock certificates? That their number is in- 
creasing by nearly a million a year? This is 
for Institutions the Challenge of Change. 


second 
of an 


important 
series 


The chalienge of change facing Institutions (and 


all businesses) today is a paradox of unlimited 
opportunity for growth and success and a myriad 
of problems that can lead to failure. It is a 
subject that must be graphically presented to 
institutions’ management—one that must be con- 
stantly surveyed and re-evaluated in order that 


they may plan to meet the needs of the future 


adequately and profitab/y. The multiplicity of 
Have you noticed... 


changes must be understood and their effects 

; more and more industries are hiring 

accurately anticipated sc that institutions—indi- older people . . . because they have 

: found that, properly selected and 

wisely used, oldsters make excellent 

employees. This too is for Institutions 
the Challenge of Change. 


vidually and coliectively—may pace the trends. 


This is imperative to their continued growth and 


profitable operation. 


als Hotels, Motels and Clubs + Restaurants and Industrial Cafeterias 
Hospitals and Sanitoriums + Schools and Colleges + Camps and Resorts 
Youth Service Organizations + Military Installations + Office Buildings 
Transportation Systems + Consultants + Suppliers + and all other establish- 
ments within the readership of INSTITUTIONS Magazine 


Consult Your MAGAZINE 


Advertising Agency OF MASS FEEDING—MASS HOUSING 
1801 Prairie Ave., Dept. A75, Chicago 16, Illinois 


THE ONLY ABC-PAID CIRCULATION SERVING THE WHOLE INSTITUTIONS FIELD 
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What Constitutes an Agency? 


The current discussion of agency compensation and the kinds and 
types of service which agencies are supposed to render will undoubt- 
edly have one important long-range effect. It will tend to crystalize 
the thinking of agency management and advertisers alike as to ex- 
actly what an advertising agency should do, and how extensive its 
service should_be. 

The older forms of professional service for business and business 
men, such as lawyers and accountants, have tended to operate in 
areas where the scope and extent of their service has been fairly 
clearly defined; and while both these types of professional consultants 
have extended their functions somewhat in recent years, their areas 
of service are still reasonably well defined. 

This has never been so true of the advertising agency, nor of the 
newer type of management consultant organization which has become 
so common in recent years. Exactly how far, and in what directions, 
their services should extend have been matters for endless discussion. 

In the case of advertising agencies, this matter of extension of the 
basic service has been a subject of particular debate. Some agencies 
have been anxious to extend the scope of their service, but on the 
whole, until recent years, it probably can be said that most agency 
owners resisted expansion into new fields. 

This resistance, undoubtedly, came largely from the form of com- 
pensation which developed in the agency business. Adding new types 
of service, such as research or merchandising, was likely to mean 
something of a problem in collecting for the new service. Under the 
compensation system that existed, there was tremendous pressure, 
usually, to make the new service a “part of the package,” 
additional compensation. 

Whatever else may ultimately come of the current discussions and 
the recent legal decisions, it seems clear that this particular problem 
will no longer exist, at least with the same intensity. Clients are 
learning that extra services cost money, and that they can expect to 
be charged for them. 


without 


Under these circumstances, it seems reasonable that agencies will 
tend to expand their services to encompass whatever seems most 
logical and salable to advertisers. Further extension into public re- 
lations activities, research, merchandising and sales analysis and sales 
training seem likely. And additional extensions into the area of pric- 
ing, packaging, etc—and possibly into video producing—seem likely. 

The trend toward employment of outside consultants by manage- 
ment seems firmly established; and under such conditions, advertis- 
ing agencies will have to extend their scope into new areas or find 
themselves firmly boxed in between other outside consulting or- 
ganizations which tend to encroach more and more on the agency’s 
traditional preserves. 


Dangerous Squeeze Play 


A good many people—not excluding a good many advertising peo- 
ple—have a feeling that the Federal Communications Commission has 
not been as diligent a watchdog of the public interest as it might be, 
and particularly that it has not used its broadcasting license renewal 
power as well as it might. 

But even these people are aghast at the implications of the FCC- 
Federal Trade Commission “squeeze play” which ADVERTISING AGE 
uncovered a couple of weeks ago, under which an FTC complaint 
against an advertiser results in putting broadcast media on notice that 
airing of the complained-against advertising may be considered in 
license renewal. 

Theoretically, this makes sense, but practically it does not. Such 
notice of a complaint (which may be subsequently dismissed or over- 
ruled by a court) can be nothing more than the exertion of pressure 
that amounts to censorship. It ought to be stopped before it gets 
everybody into difficulties. 


Gladys the beautiful receptionist 
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—Martin Deane Wickett, Chapin-Damm Advertising, Sacramento, Cal. 


“He said they’d changed tonight’s 
ing dog that’s a quick study.” 


commercial and he needs a talk- 


What They’re Saying 


Improving Business Climate 

Let us have no doubt about our 
right or our responsibility, as busi- 
ness men, to improve the climate 
in which our companies operate. 
Through specific action, company- 
by-company, we can exert a con- 
structive influence on all the out- 
side conditions that affect the cost 
and ease of operating a business in 
the community. If we are success- 
ful in this, we will simultaneously | 
increase the usefulness of the 
companies we manage, and im- 
prove the ability of the community 
to attract and hold desirable em- 
ployers. 

There is a whole new field to be 
explored in this matter of discov- 
ering and organizing the political 
resources of business. Perhaps in 
the past the manager has not felt 
that this was a part of his assign- 
ment. It is now. 


—Ralph Cordiner, president, General 
Electric, speaking before the Execu- 
tives’ Club of Chicago 


Convertible Motivation 

Some of the sages that delve into 
the mysterious psychological proc- 
esses that motivate us in our buy- 
ing habits have come up with a 
startling discovery: the sight of a 
convertible car conjures up in a 
man’s mind the image of a mistress, 
while the ordinary sedan is equat- 
ed to one’s lawful wedded wife. 
Hence the advice to auto dealers to 
place convertibles closest to the 
window; they attract attention and | 
lure potential buyers into the show- 
room, even if the average male, | 
bless his heart, after a few wistful | 
glances settles for the old reliable | 
standard model, cheaper in the up- 
keep and with greater safety fea- 
tures. We don’t quite know where 
hard-top convertibles fit into this | 
scheme. Furthermore, we dispute 
the general validity of the findings 
of the motivation researchers and 
cannot help doing so since, al- 
though happily married, we have 
been using convertibles for years. 
We are glad, though, to report that, 
to the best of our knowledge, the 
current popularity of convertible 
bonds has no Freudian implica- 
| tions, and that we can look into the 
| motivations that cause corporations | 
to issue them and investors to pick 


them up without uncovering any- | 


thing more incriminating than fi- 
nancial wisdom or folly. 


—Fortnightly Review, Published by 
Carl M. Loeb, Rhoades & Co. 


Ten Million—For What? 

We estimate that textile com- 
panies are paying an approximate 
aggregate of $10,000,000 a year for 
memberships in national textile 
associations, state textile groups, 
local textile organizations—and we 
honestly believe our estimate may 
be way too low. 

We would venture to say that 
nine out of ten top textile execu- 
tives are unaware or have only a 
vague realization of how much it 
is costing the stockholders of their 
own individual firms to belong to 
these organizations. 

As we have no gift for equivocal 
phraseology, we would like to ask 
point-blank: What return are they 
getting for this big investment? 


—Editorial in “America’s Textile 
porter,’ March 21. 


Re- 


‘Togetherness’ 

We are undergoing a great na- 
tional change in living patterns 
that deserves a closer look if we're 
to understand it, live with it in 
business and capitalize on it as a 
market for our goods and services. 
Out of the background of depres- 
sion, war, the atomic bomb, the 
current strife in Europe and the 
Mideast, has come a _ need for 
greater family unity, a spontane- 
ous desire by everyone in the 


|home for more security through 


family closeness. There is a trend 
toward increased home life and 
family living that points to pres- 
sure for substantial improvement 
in our living standards—improve- 
ment that can mean huge markets. 

—George H. Allen, sales promotion di- 


rector, McCall's, speaking at the Salt 
Lake City Advertising Club 


Maybe So 

I suspect that we are coming to 
the end of this cycle about what 
terrible people the big-shot tv per- 
formers are. Any minute 
there will be a book about a big tv 
star who is very kind to his moth- 
er, does good works among the 
poor and reads Louisa May Alcott 
on the sly. 


—John Crosby, Chicago Sun-Times. 
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Advertising Age, April 8, 1957 


| Rough Proofs 


British tv critics think our “Su- 
perman” series is moronic. They 
vastly prefer the Peter Pan treat- 
ment of the flying boy fantasy. 


John Burgoyne has researched 
the major league pennant situation 
and comes up with the prediction 
that in the National League it’s the 
Reds going away. 

His residence in Cincinnati is 
purely coincidental. 


Now that the distributors are 
trading film for station time, the 
good old days of haggle and barter 
are with the harried time buyer 
again. 


An AA writer says that agencies 
lare telling their story to media 
/men. 

That’s right—and some of them 
turn out to be pretty fair clients. 


Boot & Shoe Recorder, celebrat- 
ling its seventy-fifth birthday, has 
gone all the way from the copper- 
toed boots of great-grandfather to 
the open-toed pumps of today’s 
fair lady. 


“British advertiser group with- 
draws support of research award to 
| TAM,” headlines the world’s great- 
est advertising journal. 

Competition, it seems, is still the 
life of the party. 
° 
| Nick Samstag says direct mail is 
being given a black eye by the fel- 
lows who think running a hotel, 
editing a newspaper and turning 
out sales promotion material are 
jobs any amateur can in his 
spare time. 


do 


Magazines, according to the ex- 
perts, are in excellent financial 
health, and those which own a few 
oil wells and paper mills on the 
side are doing especially well, 
thank you. 


Sports Afield talks about its 
typical reader as “the man who 
leads a dual life,” and in this case 
“dual” means something entirely 
different from “double.” 


A p.o.p. supplier is offering ad- 
vertisers an opportunity to provide 
a fourth dimension in their display 
material, without even a bow in 
the direction of the late Dr. Ein- 
stein. 


New car stocks are rising, the 
automotive press reports, and that 
means the trade-in value of your 
old car is going up right along with 
them. 


A Los Angeleno who is “ashamed 
of being 64” admits that getting a 
job in the advertising business is 
pretty rough. 

Maybe he ought 
President. 


to run for 
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FIRST PAGE 


@ PAGE THREE 
“Front Page reading” 


ont Page Interest” 


I to the Very Last Page | 


JOURNALISM IN 1957 demands new ideas, new methods, to meet the 


ee 


moods of a changing nation. In Philadelphia, The Inquirer has sparked * 
a spirit of innovation in every staff member .. . is written and edited u 


to infuse every page with “front page interest.” 


There are more pictures. There is more attention to the people, 
background, conditions behind the news, Features are brighter, includ- 
ing serializations of brilliant new books. Every page is planned to invite 
readership . . . and hold it. 


The ‘Page 3” approach is a milestone; carefully documented articles to 
inform readers, not only of the news, but how and why it happens. 


The Inquirer is read with intense thoroughness... wins amazing 
response from loyal readers for the causes it espouses and for its 
ADVERTISERS. That's why more advertisers place more linage in 
The Inquirer than in any other Philadelphia newspaper. 


The Philadelphia Inguiver — 


Now in its 24th consecutive year of total advertising leadership &... du cae 


Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS «+ FIRST 3 MARKETS GROUP 
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ProBLEmM: The competition among business and industry 
for their share of the eyes, ears and minds of the nation’s 
markets becomes increasingly more intense each day. 
The number one question from every marketer is, “How 
do I get through?” 


SoLuTIon: A great many advertisers are getting through 
by aiming their messages specifically at communicative 
people... 


...the few in every-so-many whose 
opinions and example initiate ever-widening 
circles of agreement and action among others. 


But—where do you find them? Audience statistics and 
circulation numbers tell only a part of the story. 


NEWSWEEK’s objective, accurate interpretation of sig- 
nificant news has attracted a sizably important circulation 


Newsweek... 


the magazine for com-mu’ ni-.ca’ tive people 


t Based on P.1.B.'s “General Promotion" Classification in terms of number of pages in 1956. 


Clue for America's marketers: 


—currently over 1,100,000—comprised of such communi- 
cative people . . . sparkplugs who influence countless others 
on issues, ideas, policies, possessions and purchases. It’s 
a continual process—in their homes and social lives—in 
their business and community relations. 


Proor that NEWSWEEK is widely recognized as the 
medium for reaching communicative people: Last year 
corporate advertisers evidenced their high regard for 
NEWSWEEK by putting it in number one position among 
all magazines in advertising pages run in the 50 largest 
corporate campaigns{. Within its own field, NEWSWEEK’s 
strength was even more apparent . . . Among the 25 
largest corporate campaigns} carried by the news and 
business magazines, NEWSWEEK was the only one to 
carry every campaign—and it led in pages among this 
group and the 50 largest, too. 


Me eis " hen 7 Saeed ean thon We seating ee ee, a eee ee ea ee et ee Bak Hine, 3 i Se 1 aa a ee ee aS oe es ee ail mea x ee i Lee ares — ms ie ee ae ee es ee 
Cm eee eae ea ea cer A AE ar nl reece aye han ie or ies ne ee Ey, Oe re a ee oe ae * aS ea Rake aa ee : 3 a ee A 

Se oe eee! eee, amar SPO. Oe as ee A a a er me a ee eee sacle mit, age RD, or Nae es 

ieee CA ae te ae a Soles ee aaa ~ 9 ee pes Mt ay Se Oo Se ee, ee a ee Bane me kg gh Sn ga en a ei ESB ie aia ar ee ot tt daa Be LN iy dk A i 

ate gece yates Bt eee aoe iy AM I ae a 2 Ok a I ae ai kt nt lao nS lea gti eas i Crt oe ie: eR React Re, ge ieee pte > Se eR go i Se ee 
sees oa OP as ie vo a ie as wit ark aR i J a Ai ies 7 ‘ Riis ‘A cilan ential mn i : Reena: a a a sag Faas! San ee eed ira Apne oon 

ae ee 
aoe), 

i. ;- 

ck as 

oe i 

; “ta 
af es 

F oe 

‘ Base 

: S 

+ 4 

é y 4 Y j 

au - 

: = . 

ay co ° 
| % der.- 

CS 
Shy +" 

= 

the - 

ii eras 

a ee 

ee Sr 

E . 

Es ie 

By 6 > 

a vs 

ne fe 

By - 

ite aa 

pices 7 

= 

a 

gon 
A pees 

s vous 

* 

3 oa 
7 a3 
* Baio 

> 

# eee 

: a 

2 em 

rr aes, 

; * 

E>. 
oe 

ul ee 

Pe 3 

a 
ee 
2h So ohn 
2 oe 
é ee 
38 
ane 

os e-... 

Cw. = | 

x 

Ove~wee, ne 
Be : { | 
£ ay — 
P as — ae 5 ass 
; 3 ee ~ Ys Hi neg 
‘. J , PN ae # jee 
‘ f ON ge wave 
t ae F fe A nele ae 
Ome : 
eX 
Pie 
= a 
le 
we 
am 
ery 
a “ee 
. eo 

q ee ie. We an Nh A el be eat =e igs ae Agi 9 ht seule . ’ ee: a oe wy ae R F e rs i ; ee a ih ep ea sists as 4 oo: ‘ 

3 a Res, " eee ie a Tes Oe dee ls . ees ie 5 , Rates at Ee A Bion: een 2 aie aes ee Ci pie ae 5 a se sy NR « ra ee CIEE Pike ee ee ee ee ny 

: ms, gree ie Ce gi oes, Pte ; be ear ee ag et, 2, ik oo, eg aete eae gat oe oe Seg Nee Veh § hee tye ee mes, oe On ae eee 

ee se ee ee ee af eo , a i a eg ee ee ee 4 Reg ee oh Rade ne teat ees ee a Mg ot mre er) 
ee age Dakechargo ens ae See Ae aes ee a 2 he Area irae = Spee s ee a eee ines i aero oe ee Ie pr ae Se a ag 

2 a weap his Jars sie 3 ieee Se eee va : a OPT amie SMC ~ rege CPE WES EET ies Ponta Ch 4 RSF Shy, epee Diag a 

ae ne 5 s, oe i _ Pe 2 Dee a ee cee eee 


STRICTLY 
HIGH 
VOLTAGE 


ERE De is 


ay 


Best contact between a supplier and 50,000 radio- 
electronics prospects is the reference book of the field— 
the annual IRE DIRECTORY. Here is the only publication 
that completely classifies the entire industry. 


Your ad in this purchasing index quickly gets to the men 
who count in radio-electronics buying. The 1958 IRE 
DIRECTORY will save you time and money, and will work 
for you 365 days a year. 


When radio-electronics engineers want to know, they go 
to their Directory. If you want them to know about your 
products and services, call us today. 


THE 


DECEMBER 1956 VIDEODEX 


PROVES KOLN-TV SUPERIORITY! 


The December 1956 Videodex covered all TV homes in 
42 counties in South Central Nebraska and Northern 
Kansas, The ratings speak for themselves: 


SUMMARY—AVERAGE RATINGS, % TV HOMES 


KOLN-TV] Station B/ Station C | Station D 
Sign on—1:00 P.M. 10.5 5.0 46 2.1 
1:00-5:00 P.M. 13.5 6.6 5.1 3.5 
5:00-11.:00 P.M. 19.6 10.4 8.7 5.2 
Daytime and nighttime Sundays through 


Saturdays - 


KOLN.TV leads the second station 


by margins of 88% to 104%! 


a’ 
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GRAND RAPIDS KALAMAZOO 

— KALAMAZOO-BATTLE CREEK 
GRAND RAPIDS 

GRAND RAMOS KALAMAZOO 
LINCOLN, NEBRASKA 
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WMED RADIO — PEORIA, ILLINOIS 


Avery-Knodel, Ine. 


Exclusive National Representatives 


INSTITUTE OF RADIO ENGINEERS 
RVE 1475 BROADWAY © N.Y. 36, N.Y. © TEL. BRYANT 9-7550 


NEBRASKA’S OTHER BIG MARKET? 


‘Commercial TV to | 
Expand in Britain 


Lonpon, April 2—Commercial 
television is likely to be in opera- 
tion in South Wales and the West | 
of England by the end of 1957. 

This will mean two more Inde- 
pendent Television Authority 
(ITA) transmitters joining the 
network by year’s end. Scotland 
joins the network Aug. 1. 

Time charges on the Wales sta- 
|tion will range from £250 ($700) 
for a 60-second spot on Sunday | 
evenings, to £15 ($42) for a 15- 
second daytime spot. 
| The area to be served has a pop- 
ulation of 3,000,000. It will have an 
| estimated 450,000 sets by the open- 
|ing date. Most of the sets in the) 
area will be able to receive the 
| commercial channel. 


| Saunders Joins Lever Bros. 
Katie Saunders has joined Lever 
Bros. Co., New York, as a brand 
publicity manager. Formerly with 
Foote, Cone & Belding, most re- 
cently Miss Saunders was on the 
publicity staff of General Foods 


| Corp. 
| Cresmer & Woodward Adds ! 
Cresmer & Woodward, publish- 

| ers’ representative, has appointed 

|Glidden W. Hinman to the sales 
staff of its Chicago office. Mr. Hin- 
man has been with the Chicago 

| Sun-Times for the past five years. 


Ludgin Appoints Helman 

C. Lowell Helman has been 
named associate print media di- 
/rector of Earle Ludgin & Co., 


Chicago. He formerly was assist-| 


‘ant print media director. 


ARE YOU 
HALF-COVERED 


Have you noticed how much 
the Nielsen NCS No. 2 has 
expanded Lincoln-land? 


KOLN-TY covers Lincoln-Land, a rich 69 county 


market consisting of 296,200* families with 191,710° TV sets. 


KOLN-TV is farther removed from Omaha than Hartford 


is from Providence .. . 


or South Bend is from Fort Wayne. 


Latest ARB, Telepulse and Videodex surveys all show 
KOLN-TV dominates the Lincoln-Land audience. 


| 


| 
| 


Avery-Knodel has all the facts on KOLN.-TYV, the Official 
CBS Outlet for South Central Nebraska and Northern Kansas. 


*See NCS No. 2 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


OLN-TV 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 


Getting Personal 


The two most flabbergasted men in town are King Moore, media 
buyer at BBDO, and Arthur Peck, manager of CBS network opera- 
tions. The two decided what New York needed was a Madison Ave. 
Sports Car Driving & Chowder Society to afford members of adver- 
tising, radio, tv, press and allied fields the excuse to get together 
for an occasional luncheon. They envisaged maybe 20 or 25 people 
and invited 45. Came the first meeting, there were 103 sports car 
buffs swarming into Sardi’s—including a goodly number of racing 
greats, industry bigwigs and association presidents. The next meet- 
ing is set for April 16 and the two MASCDCS directors are wonder- 
ing what grand ballroom they’ll take over next. All members at- 
tending the first session were dubbed “chairman of the board.” All 
joining up at the second meeting will be vested with the title “only 


NEW HONORS—Arthur A. Kron (left), exec vp, treasurer and director 
of Gotham-Vladimir Advertising, New York, and Arthur Hays 
Sulzberger (right), publisher of the New York Times, receive hon- 
orary Doctor of Laws degrees from Fairleigh Dickinson University, 
conferred by Dr. Peter Sammartino, president of the university. 


F. W. Townshend, vp of Campbell-Ewald, New York, became a 
grandfather twice in one recent week. On March 14 in Fort Worth, 
a red-haired 8-lb. 5-oz. boy, Paul III, was born to Georgia and Paul 
McCracken Jr. Three days later on St. Patrick’s Day in Greenwich, 
Conn., 6-lb. 3-0z. Roger Jr. was born to Pat and Roger H. Clapp, of 
the media department of Benton & Bowles... 

Bill Ewald, promotion director of The New Yorker, has been lib- 
erated from the cast on his left leg, a temporary memento of a 
three-week skiing expedition to Austria and Switzerland. He took 
the tumble at Davos, Switzerland, on Valentine’s Day at the tail end 
of his vacation and ended up in the hospital with 94 other broken- 
legged skiiers. Undaunted, he’s all set to go back next year, same 
time, same places... 


CLEARWATER COUNTRY CLUB 


ac $ . * 


Mitchell O'Connor 

OLD FRIENDS MEET—Retired and vacationing ad and media men served 
up a golf game in Clearwater, Fla. Here are Ray Alexander, retired 
director of Crowell-Collier (now living in Clearwater); Ed Byrne, 
recently retired space buyer, Young & Rubicam, New York; James 
L. Mitchell, former Crowell and Macfadden executive (now living 
in St. Petersburg), and Jack O’Connor, This Week Magazine, New 

York, vacationing in Florida. 


Alexander Byrne 


Robert West, vp and exec art director at Sullivan, Stauffer, Col- 
well & Bayles, New York, has been appointed secretary-treasurer 
of the National Society of Art Directors... 

Helen King, agency consultant and a charter member of American 
Women in Radio & Television, has written another book, “Your 
Doodles and What They Mean to You,” to be published May 13 by 
Fleet Publishing Corp. Founder of the first contest-judging bureau 
in the U. S., Miss King has also written “Prize Contests—How to 
Win Them,” which has sold out five printings... 

Ernest Hoftyzer, assistant publisher of the Boston Record-Ameri- 
can-Sunday Advertiser, has been named a trustee of the University 
of Massachusetts, Amherst... 


Advertising Age, April 8, 1957 
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winner, Dick Rohrer. ‘Dick did the trick by 
clocking 27.25 seconds in the 1955 Soap Box 
Derby at Akron, Ohio. Bright, personable, — 
a sae on-the-go, Dick typifies the new generation 
Tee NEW of boys. And BOYS’ LIFE, the only mass 
medium in the field, gives you the pick of 


ENERATION wo Averana ns FE 


1.SsO0, OOO ri 


based on publisher's circulation records 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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in Chicago 


Chicagoland viewers have a station habit. It's WBBM-TV... 


Channel 2... leader in audience preference, in viewer loyalty. 


An example of this habit occurred recently as President Eisenhower 
reported to Congress on the Middle East crisis. Chicago’s three network stations 
carried this special telecast, simultaneously. Yet three 


out of every four viewers (71.3%) watched it on Channel 2...WBBM-TV. 


Daytime, nighttime, weeklong—more sets are tuned to 


Channel 2 than any other. It’s an old Chicagoland viewing habit. One that’s 


sparked by Showmanship ...the kind that turns your advertising into 


Salesmanship. The kind you find only on 


WBBM-TV Channel 2 


CHICAGO'S SHOWMANSHIP STATION 


Alan 


Represented by CBS Television Spot Sales 
CBS Owned 


Source: ARB of Chicago 
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... the salesman that always 
gets past the front door— 


american WEEKEND ! 


Ir you're looking for a sure way to sell a $300,000,000 
market, advertise in the publication that goes to the homes 
of the U. S. Armed Forces families in Europe—The Ameri- 
can WEEKEND. Published abroad, WEEKEND brings 
them the latest news, sports, women’s features and Ameri- 
can color comics—plus—a new full color rotogravure sec- 
tion, counterpart of the stateside Sunday supplement. All 
of which adds up to real reading entertainment for the 
family—and the perfect atmosphere for advertising your 
product to young homemakers who spend millions of 
dollars on American goods in U. S. Commissaries and 
P.X.’s overseas. 


Contact our nearest office for complete information 
on how to sell this market without export “red tape.” 


The American ARMY TIMES PUBLISHING CO. 2020 ™ St, N.W., Washington 6, D.C. 


U.S. OFFICES: Chorieston, S.C., Chicago, Detroit, Honoluly. Los Angeles, Miami, New York, 
Philadelphia, San Francisco. FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


WEEKEND 


‘Life’ Transfers Four 

Four shifts in Life’s merchan- 
dising and sales staffs have been 
announced. They are: Tom Black, 
from the New York sales staff to 
Detroit sales; Ralph Davidson, 
from Life’s Los Angeles office to 
the Time International sales staff 
in Switzerland; Bill Creamer, from 
director of Life’s retail represent- 
atives to the Los Angeles sales 
staff, and John Wiseman, former- 


| ly food retail merchandising man- 


ager, to director of Life’s retail 
representatives. 


‘Family Weekly’ Adds One 

The Sunday Oregon Statesman, 
Salem, will begin distribution of 
Family Weekly with its April 21 
issue. The Statesman brings Fam- 
ily Weekly’s distributing newspa- 
pers to 157. 


Tyner Joins Bristol-Myers 
John H. Tyner, formerly with 


|Farr & Co., has joined the prod- 
|} ucts division of Bristol-Myers Co., 


New York, as a brand advertising 


| manager. 


the Free Press is first 
in circulation 
because it really 
fills the bill! 


The Free Press prints and sells more daily 
copies than any other Detroit or Michigan 
newspaper! That’s because the Free Press 
really fills the bill for today’s readers, gives 
them the modern, up-to-date news and fea- 


most popular daily! 


tures they like best. The bright and sprightly 
Free Press now is the only Detroit paper 
that’s really growing—and it’s Michigan’s 


The Detroit Free Press FRSTIN ciRcvATION 456,768" 


*Daily circulation, Publisher's Statement 9/30/56, as filed with the Audit Bureau of Circulations 


National Representative: Story, Brooks & Finley . Retail Representative: Kent Hanson, New York 7 


Southern Resort Representative: Hal Winter Company, Miami Beach 


Advertising Age, April 8, 1957 


‘Senate Group Will 
Probe Problems of 
| Day Radio Stations 


| WASHINGTON, April 2—The 
Senate small business committee 
|reported last week that it expects 
|to have several days of hearings 
in April on the problems of the 
daytime-only radio stations. 

For nearly 10 years, the day- 
time stations have been waiting 
for action by the Federal Com- 
munications Commission on a rule 
change which would allow indi- 
vidual stations to apply for per- 
mission to remain on the air after 
sundown. 

The commission has contended 
that approval of the change might 
result in a reduction of the cover- 
age of powerful clear channel sta- 
tions which are assigned fulltime 
to the same wavelengths. It has 
insisted it intends to act on the 
daytime broadcasters’ case at the 
same time it decides a companion 
case which seeks to determine 
whether clear channels’ should 
continue to have the full amount 
of “protection” they have enjoyed 
in the past. 


s In announcing the decision of 
the small business committee to 
go into the problem, Sen. John 
Sparkman (D., Ala.), the chair- 
man, said the committee does not 
understand how, when FCC has 
had ample time to delve into the 
intricacies of tv during the past 
10 years, it has not had time to 
look into the problems of the day- 
time broadcasters. He contended 
there is increasing evidence that 
regulatory agencies of the govern- 
ment are discriminating against 
small business. 

Sen. Sparkman announced that 
Sen. Wayne Morse (D., Ore.) had 
agreed to serve as chairman of 
the subcommittee on daytime 
broadcasters. Other members of 
the subcommittee are Sen. Alan 
Bible (D., Nev.) and Sen. Andrew 
F. Schoeppel (R., Kan.). ~ 


4A’s East Central Region Elects 

Wilfred F. Howard, vp, J. Wal- 
ter Thompson Co., Detroit, has 
been elected chairman of the east 
central region of the American 
Assn. of Advertising Agencies. 
Robert E. Anderson, vp, Batten, 
Barton, Durstine & Osborn, De- 
troit, was elected vice-chairman, 
and J. Milnor Roberts, president 
of Sykes Advertising, Pittsburgh, 
was reelected secretary-treasurer. 
C. M. Robertson Jr., president and 
treasurer of Ralph H. Jones Co., 
Cincinnati, and Mr. Anderson were 
elected governors for two-year 
terms, and Mr. Howard was re- 
elected a governor. 


In 1956 
the EAGLE had 


| 66.3% 


of all RETAIL DISPLAY 
advertising linage 
Source: Media Records 


Based on 9/30/56 ABC Publisher statements 


WICHITA — 


~ EAGLE 
MORNING - EVENING - SUNDAY 


A member of the Metro Sunday Comics Network 


REPRESENTED BY O'MARA & ORMSBEE 
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ON SALE: OCTOBER 10 ON SALE: SEPTEMBER 10 
/ DISTRIBUTION: 175,000" DISTRIBUTION: 125,000 
COVER PRICE: $1.25 COVER PRICE: $1.25 


two new idea-filled annuals 


from the publishers of House & Garden 


Advertisers wise in the ways of successful selling know that House & Garden speaks the 
creative language of America’s Tastemakers, supplying this group of quality-demanding 
families with the two things they want most from a magazine —ideas and information. 


This same skill and vitality which characterizes House & Garden will be carried over to the 
magazine's two new and important annuals —H&G’s Book of Entertaining and H&G’s Book 
of Decorating. Each H&G annual will appeal to a quality audience—each will contain a 
wealth of new ideas and information on entertaining and decorating. 


If your quality product meets just one of the myriad needs for entertaining or decorating — 
then sell where America’s Tastemakers will be buying . . . H&G’s Book of Entertaining 
and H&G’s Book of Decorating. 


House & Carden A Conde Nast Publication - 420 Lexington Avenue - New York 17 


®Both annuals will be distributed by the Curtis Circulation Company—exclusively newsstand. 
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Announcing 


1. New Rate Base for 1957 
2. Rates for 1958 


3. New Rate-Making Policy 


| eee with our issue of April 5, 1957, the advertising rate base of 
“U.S.News & World Report” moves upward to 900,000. This is an increase 
of 75,000 above the figure of 825,000 previously announced for the year 1957. 


There will, however, be no increase in our advertising rates until January 
3, 1958, when the black and white page rate moves from $4,430 to $4,970. 


This means that—at no increase in cost—advertisers will receive during 
the remaining three quarters of the year 1957 an assured benefit of 75,000 
additional circulation over and above the previously announced rate base for 
the year 1957. 


The outlook for us is one of continued growth. We can tell you now, 
specifically, that on March 1, 1958, our advertising rate base for 1958 will be 
advanced to 925,000 with no increase in the 1958 page rates. This is your 
formal notification to that effect. 
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We are confident also that we will be able to announce in the spring of 
1958 a still higher rate base above 925,000 for the remainder of the year 1958— 
again at no increase in page rates. 


Past performance is the best index to future achievement. For the full 
year 1956, when our rate base was 775,000, our circulation averaged more 
than 844,000. 


For the first quarter of 1957, when our rate base has been 825,000, the net 
paid circulation has averaged in excess of 900,000. 


We have grown each year for the last five years on an average of more 
than 75,000, and this year in particular our circulation is growing beyond our 
own expectations. 
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For many years now we have followed these two policies: (1) keeping 
advertisers posted on our progress by announcing rate plans early in the 
preceding year, and (2) holding the line on rates during the calendar year 
whenever possible. 


By announcing well in advance the page rates for the following year, 
advertisers and agencies are in a position to plan well ahead on the basis of 
stabilized costs. 


This announcement marks the addition of a third policy—in fact, we 
believe it is the inception of a new rate-making policy in magazine publish- 
ing. It is a policy which provides new benefits for advertisers, advertising 
agencies, and the magazine. By more frequent announcements of an increase 
in the advertising rate base as each sizable advance in circulation levels is 
attained, the publisher of a growth magazine like ““U.S.News & World 
Report” and the advertisers are able to get promptly the full benefit of this 
circulation growth. 


All this growth continues to come to us with absolutely no change in 
circulation methods. We are committed to the most voluntary of circulation 
methods— without the use of premiums or field organizations of solicitors, 
or sales in combination with other magazines. 


The current growth of our magazine is spontaneous and steady. It is 
based on natural demand. We believe this growth is due in large part to the 
substantial increase in the number of persons comprising the business and 
professional groups which has, of course, kept pace with the rising population 
and an expanding economy. It is also due to the increased usefulness of the 
news content of “U.S.News & World Report” to the business community of 
the nation and to the families of these same business and professional men. 


This growth and this announcement create a special opportunity for 
advertisers in 1957 and 1958. You can take advantage of the effectiveness and 
economy of the coverage power offered by America’s Class News Magazine, 
and do so under assured rates that make for an especially attractive buy both 
now and for the long term. 


USEFUL NEWS 
FOR IMPORTANT 
PEOPLE 


An essential magazine 
Essential to more and more readers 
Essential to more and more advertisers 


Amerras Class News Magazine 


Advertising offices at 45 Rockefeller Plaza, New York 20, N. Y. 


Louis, San Francisco, Los Angeles, and Washington, D. C. 
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Other offices in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. 
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_ as true today as when it was written 2400 years ago 


Among a most impressive listing of our customers you will find 
five advertising agencies whose respective 1956 billings 


exceeded 20 million dollars. Their preference speaks for itself. 


Hutchings & Melville, Inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13 EAstgate 7-9220 


ANNAN 


4 color press equipment — Precision color negatives on the Klimsch 


“Every man is like the company he is wont to keep.” 


Young & Rubicam Makes 
Changes in Copy Setup 

Charles Feldman, formerly di- 
rector of commercial copy and 
production, Young & Rubicam, 
New York, has been named ex- 
ecutive copy director. He will 
now assist George Gribbin, senior 
vp and copy department head, and 
share over-all responsibility for 
the quality of print copy and com- 
mercials. 

Other changes include the ap- 
pointment of Harry Rubicam, for- 
merly associate copy supervisor, 
as business manager of the de- 
partment; and the appointment of 
four copy directors. They are Rob- 
ert Work, William Colihan, Han- 
ley Norins and Mary O’Meara, all 
of whom have been named vps. 


21 Weeklies Name WNR 

Weekly Newspaper Representa- 
tives, New York, has been named 
national advertising representa- 
tive for 21 more weekly newspa- 
pers in two states. 


Paul Consumer Analysis Survey. 


Dispatch-Pioneer Press. 


... or is it one of the 
the 1957 St. 
ing 
the 
million a year . 


THIS TWIN READS THE 
DISPATCH-PIONEER PRESS 


Consumer Analysis, Dept. B. 


st. f PAUL 


; DISPATCH 


NEW YORK - 


NEWSPAPER 


ST. PAUL - 


THIS twin’s cleaning up : 
with LAN-O-WIPE - 


(... and vice versa!) - 


BRAND 1957 
Brand A 28.8% 
Brand B 9.7 
LAN-O-WIPE 9.2 


“also rans?” 
Paul Consumer Analysis Survey 
study revealing brand preferences and buying habits of 
486,100 people in the St. Paul Market® 
. and who make the Dispatch-Pioneer Press 
their buying guide. For your copy, contact your Ridder-Johns 
representative or write, using your company letterhead, 


REPRESENTATIVES 


RIDDER-JOHNS, 
CHICAGO - 
SAN FRANCISCO .- 


Mrs. St. Paul is a fastidious housekeeper who likes neat-as- 
a-pin walls, floors and woodwork. And when she dips a sponge 
on cleaning day, chances are good that she'll be putting dirt 
on the run with LAN-O-WIPE! According to the 1957 St. 
this mere-year-old product 
is already the third most preferred floor cleaner in the market 
. .. and fourth from the top among wall-and-woodwork clean- 
ers. How come such speedy popularity? That’s an easy orie. 
St. Paul’s shoppers started taking a shine to LAN-O-WIPE 


as the result of effective, consistent advertising in the St. Paul 


Floor Cleaner Preference in St. Paul 


1956 
34.6% 
10.8 


Is YOUR product making a cleaning in the St. Paul Market 
Get your answers from 


.. an eye-open- 


who spend $596 


*Ramsey, Dakota and Washington Counties. Source: May 10, 1656 Sales Man- 
agement Survey ‘of Buying Power. 


INC. 
DETROIT 
LOS ANGELES 


MINNEAPOLIS 


| 


| 


Advertising Age, April 8, 1957 


YOUR NAME HERE 


COLLEGE SHORTAGE—This is one of 
the ads in the Advertising Coun- 
cil’s current campaign, which 
points out that today’s crowded 
colleges and universities must cope 
with doubled enrolment in ten 
years. N. W. Ayer & Son is the 
volunteer agency. 


Ad Council Sets 
Drive Telling Need 


for Education Funds 


New York, April 2—The Ad- 
vertising Council will launch a 
$2,000,000 campaign in April 
aimed at raising at least $500,000,- 
000 annually to meet the current 
college crisis. 

Conducted in cooperation with 
the Council for Financial Aid to 
Education, the campaign will 
point up higher education’s grow- 
ing financial headaches and work 
toward creating a climate in 
which colleges and universities 
can more easily raise funds. 

Prepared by N. W. Ayer & Son, 
the campaign will be concentrated 
in April, May and June and again 
in November and December. Cam- 
paign kits now are going out to 
8,500 newspapers, 90,000 local 
public conveyances, 3,000 local ra- 
dio stations and 525 tv stations. 


Kenneth G. Patrick, manager of 
| educational relations of General 
| Electric Co., is volunteer coordi- 
| nator of the drive. 


| Endorsements Inc. Expands 
Endorsements Inc., New York, 
| testimonial gathering organization, 
has opened a southwestern office 
|}at 304 Melba Bldg., Dallas. The 
company has also named Hal 
|Copeland Co., Dallas, to handle 
sales promotional and public re- 


| lations activities in the Southwest. 


Since 1950 the Morning 
EAGLE has gained 


6,270 


subscribers in the 
RETAIL ZONE 


Beacon — 6,248 Loss 


Based on 9/30/56 ABC Publisher statements 


WICHITA 


MORNING « EVENING « SUNDAY 


A member of the Metro Sunday Comics Network 


WICHITA, KANSAS 


REPRESENTED BY O'MARA & ORMSBEE 


B ee ares tay = : io! vt ‘A i S apt a ay — a ba oe ie Bes oes a ae, rr So Bes? ae % ’ wa i es Bee 2 Be A a, F dat apes hal ees i pc i es se, a. ae ESS We o Pear ve pei "a es ak Sa 
| 2 is ives: soe i a | | ee Ea ee eR kD me 
2 pei erence riage i a ci UMP arcmin a. a ee ae ee ; “3 . ae Es. : Mae ates _ = eee aes a ric ~ we io ar et . ve eer 
Pee ie or ag eee Rone a shat geet ites . gO os. oe ae re as ie ot tii Leama A nas ile ae {eh So, ee Rs yi dae eee ae SAP ME Are 
“a aS 
i oi 
. 24 ee es 
: oo | | 
’ \ . 
) > 2 } | t 2 
as on 2 = 
7 \f En , : 
oe f + v 
far ‘ tell, pera pot tbo ety tere av" we 
e - r ’ - 2 = = “ ee 
ne | 3 : - : 
at ~ ' 7 ‘ 
a ae | . ’ ; 4 
Li — he = ie 
‘ %, A 
; ron Te } ee 
eee : a iy ie RS 
je “< - ee 
— a 
eecoeoevoeeveveveveeeeeeeeeeeveeeeeeeeee eee @ a 
ees at +. a . 
: eB. + — 
x « bd Baie 
ener ee 
mei . sf 
a . 
Z = 
ss e 
; ° : 
, e . 
; e ? 
x - } “5 
: - ec .. 
3 . 
E  — PC | Pe 
e Mi 
x ¢ al e ‘ 
% : (d ech . i 
— io aw? eoeoeoeevee ee eee a 
Se * , ‘ 
- A Nt | 
* ‘ eng 
Te oh 
v7 yy l 4 wo << 3 
re - one : 
ee ~~ : 
P ae we {i 
2 : | q st 5 a 
: 4 w \ { 
ie: i 
4 Bs 
ae are 
a er, es 
eo “ a 
ae CJ —_ le a . ' 
Pea ~ A 
a . 2 J 
“3 ORE: CA A ee 
2 Ke Poly e ; 
el =» Pes + 
a A Rss | ! a 
; ‘ . | | r 
-. Xt. F XI3- > ; 
as FO esr o2 
oe << ~— Tyr \ - 
e. ZPD op HALT), x 
4 oD Bexee oy | is 
zi 3 . JA > nS oy —- 
a : /) _in Wichita, Kansas 7 
ee re 
E" £ i Daily Newspapers 
: Po 
i a | 
: ee 
— 
vee, ie 
o - 3 
* be 
Sa ‘ 
<a —Pav? ; 
Pers e | 
* a oe 
| } Q be r E ed R E § § : a _ - : - ; - . | 
: $ ‘ ° | | Py 
ae ae 
Bee e 
ey id “5 aie UES) Pa aes eek ones Wed naees ai a Rea ee te Rr see a arte Serer mate fore ee aoe Py gi is hae A eS or ae 
seme : BE Lie sit Soe" s ek sabe hee ee 3 é et = ee ee pe Al ie ae + : . = = Le See En ae eee Ai fs & oe aT de aa « aS a ae ee 
Ra eee ee a ie Swine oe eae ae ee Pi ie Aba B ce * Spelee i fi ae: tired <ul a ater ae tds ae pager aah oe ig Rakes See b Caack a ee er ae i eae 
: Apo Pats . si i x 7 as ae ca 2 e ve Age Tht OS Ae ea Pane Ret | erie e me mame eh Hts aie a RG are ge ae ate aie Tie ES ck 


Journal and COWSTITUTION » 
‘te 4 


LOCALLY. ‘EDITED —_ 


Ba) of what interéSfs readers most-—> their own tommu 
. “ity Whar ishbors= —themselves. ok 
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UNE TCHED/ READERSHIP J 


as ed by every dublish survey. ma wines 


a 


' UNMATCHED READERSHIP tt 


[TENSIVESCOVERAGE $4 


DE RRibers in 39 major markets. we 


ENSIVE COVERAGE | 


ne 


ee 


TIMING PLEXIBILIT 2 


‘When they are |skiing i ‘butfalo, the azaleas are 
blooming in New Orleans. ¥ 


MERCHANDISING FLEXIBIE 
- ; : an Can fit, your Message to the market. 


stuune Said: 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH ® DENVER POST * HOUSTON CHRONICLE 
INDIANAPOLIS STAR ©* LOUISVILLE COURIER-JOURNAL 

NEWARK NEWS “© NEW ORLEANS TIMES PICAYUNE STATES 

PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 

TOLEDO BLADE 
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beat it for 
drumming up 
extra interest 


Advertising Age, April 8, 1957 


Along the Media Path 


Winners of the Alfred I. du Pont 
Radio and Television Awards for 
1956 were WFMT, Chicago, fine 
arts fm station; KNXT, Los An- 
geles, CBS-owned radio-tv outlet, 
and Chet Huntley, NBC news com- 
mentator. WFMT received the 
award for small stations, KNXT for 
large stations, and Mr. Huntley re- 
ceived the commentator award. 
Each received a plaque and $1,000. 


e The Daily Oklahoman, Okla- 
homa City, will publish its semi- 
centennial editions commemorating 
50 years of statehood for Okla- 
homa, on Oct. 13, 20, 27 and Nov. 
3 and 10. 


e “From Tom-Tom to Hi-Fi” has 


|just been published by KXOK, St. 
‘Louis. The book is written by 


In any of these 5 important markets... 
you talk to the biggest audience with the "Storz Station’! 


MINNEAPOLIS-ST. PAUL... with WDCY. 

Latest Trendex puts WDGY first! Whether you 
prefer Trendex, Hooper, Nielsen or Pulse, WDGY 
has prime availabilities in first place segments in 
the report you like best. See John Blair or WDGY 
GM Steve Labunski. 


“OMAHA... with KOWH. Now in its sixth year of 
first place dominance. First on latest Hooper, Pulse 
and Trendex. Contact ADAM YOUNG INC., or 
KOWH General Manager Virgil Sharpe. 


KANSAS CITY .. . with WHB. First per Hooper, 
first per Area Nielsen, first per Pulse, first per 
Trendex. 87% renewal rate among Kansas City’s 
biggest advertisers proves dynamic sales power. 


See JOHN BLAIR or WHB GM GEORGE W. 
ARMSTRONG. 


NEW ORLEANS... . with WTIX. Month after 


The Storz Stations | 
ievaie Radio for Today's Selling 


month WTIX maintains or widens ‘is first place 
position in New Orleans listening. First by a wide 
margin, per latest Hooper. And first on Pulse (6 
a.m.-6 p.m., Mon.-Fri.). Ask ADAM YOUNG INC., 
or WTIX GM FRED BERTHELSON. 


MIAMI . . . with WQAM. Way out front. With 
“Storz Station” programming WQAM has leaped 
te first in the morning ... first afternoon... and 
all day on latest Hooper (30.1%) and Trendex 
(34.1%). Covering all of Southern Florida with 
5,000 watts on 560 kc. See JOHN BLAIR OR 
WQAM GM JACK SANDLER. 


TODD STORZ. 
President 


Robert A. Hereford, St. Louis 
writer and newspaper man. Not 
only is the history of the station 
covered, but also the history of the 
property on which the station 
stands, now known as Radio Park. 


e The Evening Day, New London, 
Conn., plans to double the capacity 
of its composing and stereotype de- 
partments through construction of 
an addition to its property. The ad- 
dition will extend over the circula- 
tion and press departments. The 
project will take 10 months. 


e The Patriot-Ledger, Quincy, 
Mass., evening daily, has increased 
its price per copy from 5¢ to 10¢. 
The move is attributed to “over-all 
advance in cost of production and 
materials.” 


e The Evening Banner, Benning- 
ton, Vt., plans a $45,000 expansion- 
modernization program. Initial 
phase is construction of a new one- 
story cement block building in the 
rear of the present plant to house 
a new 24-page semi-cylindrical 
press and stereotype equipment. 


e The Waterways Journal, nation- 
al weekly business publication 
serving the inland marine industry, 
observes its 70th anniversary with 
publication of the April 6 issue. 


e Department of New Laurels: 
The biggest first quarter ever in 
the 59-year history of Outdoor Life 
shows that the January, February 
and March issues carried 89,327 
lines of advertising. 

Business Week registered the 
largest first quarter in advertising 
page volume in its history. Figures 
for January through March show 
an increase of 119 advertising 
pages, or 8.49% over the similar 
period last year. 

The April issue of House & Gar- 
den contains the largest volume of 
garden advertising the magazine 
has carried in any single issue for 
the past eight years. 

The first quarter of 1957 was the 
biggest first quarter in Look’s his- 
tory, both in circulation and adver- 
tising revenue. 

The April issue of Automotive 
World, which marks its fifth year 
of publication, is the largest issue 
the magazine has put out, and 
contains 31% more advertising 
than the biggest issue in 1956, the 
publication’s best year. 

Vogue has carried 484 pages of 
advertising for the first three 
months of this year. This repre- 
sents a 5% rise over 1956—a gain 
of 22 pages. 

The April, 1957, issue of McCall’s 
has broken all records for adver- 
tising columns, advertising rev- 
enue and editorial columns. It had 
a total of 468 advertising columns 
and a revenue of $2,425,000. Edi- 
torial content was 410 columns. 

Your New Baby reports a 14% 
gain in advertising revenue for the 
May issue over 1956, and a record 
high for that issue. 

Parents’ Magazine reports a lin- 
age gain of 20.6% for the May issue 
over 1956, and a gain of 25.6% in 
advertising revenue, which is the 
highest ever recorded for the - 
issue. 


Bon Ami Sales Up, Net Off 
Bon Ami Co., New York, reports 
a 92% increase in sales for 1956. 
The company’s annual _ report 
gives total net sales of $5,- 
434,459.04 as against a 1955 total 
of $2,833,372.30. Net income 
amounted to $105,407.26, slightly 
off from 1955 when it was $134,- 
597.56. Last year, under new man- 
agement, the company launched 
Jet Spray Bon Ami and completely 


reorganized its marketing opera- 
tions. 
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“Like you advertising people say, I'm one of the half million 
who read only one newspaper, the Detroit#?imes 


* “I’m a foreman at Ford. I own my own home. Make good 
dough. Have a guaranteed annual wage. Buy my wife and kids 


plenty of the good things in life. And I’ve got one habit you 
should know about. 


“I read only one newspaper, the evening DETROIT TIMES. 


“Why? The answer’s simple, friend. I like the way the TIMES 
dishes up all the news. When something happens, I get it straight 
in the TIMES, whether it’s local Wayne, Washington or Warsaw. 
Frank Morris and Art Hinkley are my men for local politics 


and George Sokolsky helps me make up my mind about the rest 
of the world. 


“My wife, she goes for that beauty and fashion stuff— 
Philomene and Joan Dean, they’re local girls. Sometimes I get 
a feeling that woman who writes food news for the TIMES— 


Prudence Penny is it?—knows what I eat for every meal. My 
wife’s a great one for clipping recipes. 


“Fact is we like the whole paper. It sort of reflects things 
the way my wife and I think. 


“If you want to sell families like mine in Detroit (‘cause we 
read the advertising, too) remember, you can reach us through 
no other newspaper but the DETROIT TIMES.” 


Richest metropolitan market in the U.S. in terms of average 
income per family. National family average, $4,100 . . . Detroit 
average, $5,100. Total number of families in the Detroit trading 
area, one million. 


By advertising in the DETROIT TIMES you reach about half 
the families in the Detroit Trading Area, the heart of the Michi- 
gan market. 
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FASTER 


Warren L. Smith, President of 
The M. W. Kellogg Company, 
Tells How Business Magazines Help 


“In designing and building petro- 
leum refining and _ petrochemical 
plants, one of our primary aims is to 
get ‘on stream’ as rapidly as possible. 
During all stages, from first talks to 
completion of construction, we con- 
stantly draw on our knowledge of 
new technical developments and en- 


gineering advances in many related 
fields. 

“In this, business magazines are an 
important source of information to 
our engineers and executives. From 
their regular reading, they currently 
receive new and important ideas and 
information.” 


At The M. W. Kellogg Company, 629 Men 
Pay To Read One Or More McGraw-Hill Magazines 


Readers of McGraw-Hill magazines 
control the specifying and buying 
practices for markets measured in 
billions of dollars. Your advertising, 
concentrated in these magazines, is 
advertising at work. It augments and 
strengthens your salesmen’s efforts 


... both before and between calls. 

Whatever products or services 
you sell to business and industry, you 
will find that one or more of the 33 
McGraw-Hill magazines can help 
make your sales program more pro- 
ductive and profitable. 


McGraw-Hill Magazines 


McGraw-Hill Publishing Company, Incorporated 
330 West 42nd Street, New York 36, N. Y. 


THIS COMPLEX SCALE MODEL shows a fluid “cat” 


cracker being engi- 


neered and constructed by The M. W. Kellogg Company. The model, built by 
Kellogg engineers as the plant is designed, furnishes a concurrent, color- 


coded, three-dimensional picture. This clarifies working drawings, results in 


savings of engineering and construction time as well as improved design quality. 
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Advertising Age's 


New York, April 3—In 1956, 20 | 
companies invested more than $1,- 
000,000 each in business paper ad- 
vertising, according to Associated 
Business Publications’ “Sixth An- 
nual Study of Leading Advertis- 
ers,” released today. In 1955 the 


10th Aunual y 


total was 16 companies. In 1954, 
17 companies qualified in this cate- 
gory, and in 1953 there were only 
13 companies. 

General Electric Co. led the list, 
as it has in previous studies, with 
an investment of $4,566,000. In 1955 
it spent $3,793,000. 

General Motors Corp. was the 


to be published 
APRIL 29, 1957 


second largest business paper ad- 
| vertiser with $2,510,500. In 1955 it 
spent $2,276,100. 

Third place again was taken by 
Allis-Chalmers Mfg. Co., with $2,- 
146,300. In ’55 it spent $1,945,900. 


E. I. du Pont de Nemours & Co. 
| took fourth place again with $2,- 
117,400. In °55 its investment was 
| $1,919,700. 


Did 
Tschaikovsky have 
to put up with 
this nonsense. 


Statistics, 
statistics — your 
name is monotony. 


Its coverage of metropolitan Des Moines, 


Your name is 
monotony . 

good, | must 
remember that 


2 OUT OF EVERY 3 
PURCHASERS ? 


No pied piper needed to lure Iowans with their $4% billion income 
to your products. The Des Moines Sunday Register charms 2 out of 3 Iowa families, is read by 1,310. 


P.S. 86.8% get the Sunday Register delivered to their homes. 


7 
1 lowuh you say. I've always | Hello, hello... get me the Sunday | 
1 pronounced that Ohio. $4-1/4 ¢ Register . . . no, not a copy, you bubble- ; 
; billion, 2 out of 3, you say. ai brained ballerina, an advertising ' 
incesenneneniie aaunen | representative. 


More than 2% million people with $4% billion effective buying income live in Iowa. 


population 226,000 is 100%. Two out of every three purchasers in lowa are Des Moines Sunday Register readers. 


ee en ee ee ee 


,000 Iowa adults. Covers a 
whole state better than most metropolitan newspapers cover their city of publication. 


Gardner Cowles, President 


Circulation: Daily 364,744, Sunday 525,147 


Represented by: Scolaro, Meeker and Scott; New York, Chicago, Detroit, Philadelphia 
Doyle and Hawley; Los Angeles and San Francisco 


‘DEs MOINES REGISTER anv TRIBUNE 


Advertising Age, April 8, 1957 


Four ‘56 Additions Bring $1,000,000-Plus 
Business Paper Users to 20, ABP Reports 


American Cyanamid Co. moved 
into fifth place with $1,973,500 
(from 14th position in ’55, when it 
spent $1,015,500), displacing Al- 
lied Chemical & Dye Corp., which 
dropped to sixth place, with $1,- 
875,100. 


s This year’s study lists 274 ad- 
vertisers—60 more than in 1955— 
that invested $175,000 or more in 
business paper advertising during 
1956. Collectively they invested 
$121,978,200, or about 27.7% of the 
estimated $440,000,000 spent for 
business paper space in 1956. 

ABP will have the complete re- 
sults available by the end of April, 
in a booklet listing 1,520 companies 
alphabetically and their invest- 
ments in business paper advertis- 
ing. The 1,520 companies invested 
$213,846,266. This amount, ABP 
estimates, is 48.6% of the total 
1956 investment in business paper 
advertising. 

The current study received the 
active support of the American 
Assn. of Advertising Agencies and 
the National Industrial Advertisers 
Assn., which urged their members 
to support and cooperate in the 
study. 

The complete survey, according 
to William K. Beard Jr., ABP pres- 
ident, consisted of two mailings to 
a selected list of 2,500 companies, 
their divisions and _ subsidiaries. 
Each was asked to submit its 1956 
business paper advertising expen- 
diture, excluding production costs. 
Business papers were defined as 
those listed exclusively in the busi- 
ness publications section of Stand- 
ard Rate & Data, and respondents 
were specifically asked to exclude 
advertising in business-news pub- 
lications, such as Business Week, 
Fortune, Wall Street Journal, etc. 


s “Evidence that these studies 
have become established as a help- 
ful advertising tool,” Mr. Beard 
said, “is the fact that advertising 
agencies have indicated that they 
are using them in four different 
ways: (1) Charting a company’s 
relative position in the field, (2) 
formulating advertising budgets, 
(3) as an aid in selling manage- 
ment on proposed advertising in- 
vestment and (4) in comparing in- 
vestments in different media.” 

Following are the 20 companies 
which invested $1,000,000 or more 
in business publications in 1956, 
according to the study: 


Company Amount 

1. General Electric Co. .......... $4,566,000 
2. General Motors Corp. ........ 2,510,500* 
3. Allis-Chalmers Mfg. Co. .... 2,146,300* 
4, E. |. du Pont de Nemours 

SUI -citduilectsathisinlteipastulanitediaiesee 2,117,400* 
5. American Cyanamid Co. .... 1,973,500 
6. Allied Chemical & Dye 

GINS. nistibidlinsnineneneisaaaiaes 1,875,100" 
Fo CB. Saeed GTN: hieteersicerncas 1,744,000 
8. Union Carbide & Carbon 

GOD, nesesashcasaimesbeettniadinndias 1,375,000* 
9. Eastman Kodak Co. ............ 1,250,000 
10. Johns-Manville Corp. ........ 1,224,200* 
11. Republic Steel Corp. ........ 1,193,200* 


12. Caterpillar Tractor Co. ...... 1,149,100* 
13. Minneapolis-Honeywell 

Regulator Co. ....cccccccsesseeees 1,125,600* 
14. Colorado Fuel & Iron 

TRI cicnantenstiecccsecnsntenessinenes 1,083,800 
15. Abbott Laboratories .......... 1,061,000 
16. B. F. Goodrich Co. ............ 1,058,900* 
17. Westinghouse Electric 

SNA, . Sikinaapeadilisinsnaseeinccteses 1,045,000 
18. Bendix Aviation Corp. ...... 1,035,500* 
19. Cibo Pharmaceutical 

EE a 1,000,000 
20. Westinghouse Air Brake 

RR AN a 1,000,000 


* Estimates furnished by ABP to make list 
as representative as possible. All invest- 
ments by divisions and subsidiaries are 
included in the parent company totals. 


Verst Names Thompson 

Verst Publishing Co., Chicago, 
has appointed Jules E. Thompson 
Co., San Francisco, western adver- 
tising representative for Wholesale 


Grocer News. 
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Osmosis in action... 


Same driver, same poster copy ...all over town. Here he is, driving down 
accustomed streets and seeing your OUTDOOR sales message over 
and over. 

Matter of fact, he sees it 22 times per month! * And as knowing folks 
know, it takes repetition—constant repetition—to get any message planted. 
Outdoor has the highest repetition of any medium. 


Add flexibility and the lowest cost per M—OUTDOOR adds up to 
a remarkable buy, locally or nationally. For further information, and 
some interesting success stories, call or write your local General Outdoor 
Advertising office. Or, write us in Chicago. 


*Traffic Audit Bureau 


515 South Loomis Street, Chicago 7, Illinois 
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General Outdoor Advertising Co. 
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IF YOU HAVE 
A STORY TO TELL— 
AND WISH TO EXPRESS IT 
IN COMIC BOOK FORM— 

MOST INEXPENSIVELY— 
CONTACT JOE SHORE, 


BRYANT 9-0382, (Dept. E) 
1472 BROADWAY, 
NEW YORK CITY, 36. 


Cunningham & Walsh Names 3 

Cunningham & Walsh, New 
York, has appointed Val Ritter to 
its media department as head time 
buyer on Folger coffee and has 
promoted Gary Pranzo to time 
buyer on Brisk toothpaste and 
Super Suds. Mr. Ritter formerly 
was with N. W. Ayer & Son. The 
agency also has named Michael 
Ziegler, previously with Filosa 
Publications, an assistant account 
executive on the Texas Co. ac- 
count. 


Kieffer-Nolde Names Two 
Kieffer-Nolde Engraving Co., 
Chicago, has named Russell Roh- 
mann, formerly with Jahn & Ol- 
lier Engraving Co. and Electro- 
matic Engraving Co., service man- 
ager and has elected Hyman I. 
London, general manager, a vp and 
director of business administration. 


Drewrys Gained 8,888 Bbls. 

In reporting 1955-56 sales fig- 
ures of leading brewers, ADVERTIS- 
ING AGE inadvertently reported 


that Drewrys Ltd., South Bend, 
Ind., had a decrease of 8,888 bbls. 
in sales in 1956 from 1955 (AA, 
Feb. 25). The figures reported 
(1,434,353 bbls. in ’56 and 1,425,- 
465 in ’55) were correct, and an 
increase of 8,888 bbls. or .99% 
should have been reported. 


McCall Corp. Elects Thorn 
Charles S. Thorn, advertising 

director of Redbook, New York, 

has been elected a vp of McCall 


| Corp. 


largely responsible. 


area, too. 


sidered.” , 


“Our organization has enjoyed continuous growth, 
particularly in the last six years, and further ex- 
pansion is being planned. 
creasing population plus sound merchandising is 


Lansing’s rapidly in- 


Our city zone has come up from 143,000 to over 
176,000 since 1950. We are drawing from a larger 


We use large space ads in The State Journal con- 
sistently to trigger our merchandising program, 
and it has gained for us a big share of the market's 
75 million dollar grocery budget. Naturally, we 
suggest that food manufacturers include The State 
Journal when newspaper advertising is being con- 


ALBERT F. SCHMIDT, Promotion Mer. 
Schmidts Super Food Markets 


$75,000,000 Food Sales Spur Super Market 


Building In Lansing, Hub of Michigan’s Wealthy Capitaland 


f 


Expansion is the order of the day in Lansing, and com- 
mercial construction is setting a new record. This glow- 
ing picture of growth and prosperity extends to every 
corner of Capitaland and includes every faction of busi- 
ness and industry. The result—Lansing’s income and 
retail sales are highest in the state, among the highest 
in the country. The State Journal and only The State 
Journal delivers this rich central Michigan market. 


REPRESENTED NATIONALLY BY 


SAWYER-FERGUSON-WALKER COMPANY 
Member of Federated Publications 
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Tobacco Industry 
Not Stirred by 
Latest ‘Lung Scare’ 


New York, April 2—Executives 
of major tobacco companies de- 
clined comment at this time on 
what effect, if any, the so-called 
new scare, relating cigaret smoking 
to cancer, may have on cigaret 
sales. Apparently, no new adver- 
tising plans are being made be- 
cause of the latest publicity. 

At the office of the Tobacco In- 
dustry Research Committee, it was 
said that the group has nothing to 
add to the statement released by 
Timothy V. Hartnett, chairman. 
This stressed that the report pub- 
lished in the Atlanta Constitution 
“adds no new information to 
knowledge of the complex origin of 
lung cancer.” 


Lr 


(SR Mets pe ae 


oe 


@ It points out, (1) that the study 
group “does not claim to have con- 
ducted research that contributes 
new knowledge to the problem”; 
(2) that the study group has mere- 
ly “presented a review and in- 
terpretation of existing research 
work,” and (3) that the group calls 
for additional research into the 
subject. 

The sole purpose of the tobacco 
research group, Mr. Hartnett em- 
phasizes, “is to encourage and sup- 
port qualified research scientists 
in their efforts to learn more about 
these complex problems” (cancer 
and heart disease). “Perhaps the 
most important thing we have 
learned so far,” he says, “is how 
much more must be done before 
definitive answers can be given.” 


® The Tobacco Industry Research 
Committee, which was founded in 
1954, is currently sponsoring work 
being conducted by 56 scientific 
groups in 38 medical schools and 
research centers in 18 states. 
Grants of $1,200,000 have been 
made to these investigators. The 
committee has appropriated $1,- 
500,000 for research and has 
pledged more funds as needed. 

In a report released last summer 
(AA, Aug. 6), Dr. Clarence Cook 
Little, chairman of the committee’s 
scientific board, who is also presi- 
dent of the Roscoe B. Jackson 
Memorial Laboratory at Bar Har- 
bor, Me., pointed out that “any 
possible role of smoking in the 
etiology (cause) of lung cancer re- 
mains an unresolved question. 

“It cannot be said that smoking 
has been absolved of suspicion,” 
he said, “but neither have the 
charges that smoking has a role in 
lung cancer causation been proved. 
So many unkowns still obscure the 
whole field of cancer causation that 
it is not possible at this stage to 
say either, ‘This is it’ or “This is not 
it’ about any single factor.” ° 


Book Traces Advertising Art 

“Advertising and the Artist,” by 
Ashley Havinden, British indus- 
trial designer, has been published 
by Studio Publications, London, 
and Studio Crowell, New York. 
The impact of the artist on the 
life of his times is traced through 
the Victorian period to contempo- 
rary society. Examples of advertis- 
ing art from the turn of the cen- 
tury to contemporary advertising 
design are reproduced. Price of the 
48-page book is $2.95. 


Espy Opens Own Shop 

Willard R. Espy, for 16 years 
with the Reader’s Digest, more 
recently as public relations man- 
ager, has opened his own pr com- 
pany at 420 Lexington Ave., New 
York. 


Holt Promotes Betty Ringler 
Betty Ringler, a member of the 
advertising and publicity depart- 
ment of Henry Holt & Co., New 
York, book publisher, for two 
years, has been appointed adver- 


tising manager. 
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prominent advertisers 


ell you how... 


(Rec mn GD Aye en, ee ae) ts ks te oe ES oie : : si Sage LG Fe, | ah a a ee _ ee view ag Ae 
Lee eas SR Ni Eat ee rer nner arora se te ie be ee eat ere. race oer oo tet ees a Ga E eo,” Aes: ee eae Saal ee ee | AO eal a ae ie Ie 
ile EEN Os ERC aie ck Se RE Mt et ee ice ey Wee coe! OE ale RN kh ee ed ‘ae eet oe tener eae ‘ees oS a a Z a: Pe i” Bee: Cae oy é 
perme pen PE eda PN ee SS A eee NR eee | eRe i Pea a iG eee ee Bee es ghee ig 5 in) a Maa 2 aa ca eee Oe 
a = sof ae ao ee EE ee Ledigicamenialy - ne ae. ae ano iy oid a 7 bl age Ra = os ey asad | args em ge et ve 
8 aie CO eee? S poniees See, ee = : Be at es RP ys al a 5 ee cee ee ge all Seba ie ree tA 2 Tae, eae ic UY ae eg ee fee ot ag 
Daw eee war = Seon ey gio. ee a. ie Ne ee 5 Seen eee er eee et ee : ppliek pet SLURS SS RR i a ae a mak, hk 7 i ‘ 
og te a aie ‘ ¥ z * - : . 
i ; : * : 
- - : 6 s s ape mt Ie ee ‘ i < Nae : ¥ so 
: ee. aa : = ~. 
coke. j 
: — ae ae a : 
fas a ees at ee ea —e , oie Ban's epee oe ae et ais 
Sy Pa | ie een i oy ie NM age Poo ee ae % 
: ice . oF PE ee eS, Eee eee ee ed oe ee S Saeae  e wy: guctammnlliel) #5. = y 
ee ae Cha ee es aa a 4 beetle Ree oto Sea eee oe Se ek “Seagal 2 
is Bhi nuk sea See eat Lh pains Cabra mE ce eee Cua) ae a ee ee ea = eg vo re ar i eS Se cae ging Ce 2 Sele pinnae. citi a 
: as 2 ke oie aaa jee ieee qi Sh aA acer, i te eed ers 2 .. ee ‘oie ages ee ae ee eS oe ae es ee ere Set ee ee Pert 
SE ny Se oS eee ed. ee he) eee ee ee Cet aps, ae >, ae ‘Saenz vent Seale na IR ace } cok UE ae aa my elie ae as 
ee we {ice ae a, ee ee ee ee : a eee : i ee ks ay ie eee ida 
Se eI is ee” See. ae a ee ee  — wg th 7 amt pa ee re . 
ieee oe Ree red See pe, Cee mas e. A, a. te oer fresnel et “pe Sag ta OC ee) eee. eee om #42 : 
ed a ae pe os oo 8 oo Mag a harps ig ae aero ie eae Saf ean DS etl ae a ae Leeann Lge ae 
tt es Be Sea sae Ae he ae pails ee aati: _ ge! svi a ae Sag 4 pea, : ee So ee : Spee ee oho eee" Se ee eye i 
eee 1 eS eo ie: Wire a cleats eee oe ae al - oe a ee ie: 
via ait + Ure ee emda ees: re ea 5 ec: en rs oT a: re. ie eee ek ys. ESO ak In code <4. he, Se 
ieee : ae foe Ce. a OR cia, pees Wenn ay on 7, 3. Pon) aera tala ee : 
MR na he 3 re a —— FS on 3 SMe; Se te = SY Pe CCl aie 2 i 
; eth Ae. : i te ae, | Se nara hin fe  # hese. od oa 
ae Be ae ae Bare Ne a RE Te ge oon ea eae 
Br a Cee - oe er fee iii Sec gee st Ree we ae rs 
RT) gr By ae E ; oer, i 4 2; 
: 4 - 9 a e ae er “ 
ned, pbs Ss ¥ 7 ‘ lee we 
ae Ae ; : = 
es ‘ 
t ata os - = 7 
or anne We ce coal - 
fi 
ary SE Gn) 
lias A Se ieee Pra s Be 7 ar ee r ie ita case 
- oe / . Bmea gt ee a me) 
: ro stat ote fener. i Pee = < eee TeX eee . Bi. ‘ 2: 
Sal eR 2 7) as eee Sa oe es e ee of ate Lok) ee Sie: eos 
Ee Bo ee fe eee ere ee ss 
- aes Bie i ee ee Di osc is eles ; ae cr sla “Soles eae an 
= rae Rc a, 9 ata <3 Coa wef 7 
; . Bc 7 
& . a < a 
: 7 a ae . eeicatanlee 
a : a9 i , . i ee. tee » * Sa ela ‘ , 
: fo ae ee ee een ee Te!” ae rane 
s eee ee ee ee ae eee ee pee nn ake Ae ‘ia eee , é il ae a ee ee Te ee : ere eet : : 
: ners ae eer ee ee ees, ee RL eee er rT 7 ; 
, : : 2 = ; ae ven ) c coe Nase ae bys Baek ene is xp Pes Gs Saad 
2 cae 7 2 he ee us aoe cede 
; a ead te ee mee oe 
' oo ei ae lias Sai a i ta me pre ‘ | eats Ete 0S ot ie oo ie — ? ic, ie 
z via eo EF aa a eee oo | rae Beat cae wee ie 3 — ~ 7 eee an at 2. 8a 
ie EN El eter eer wD Game fie eatin | Sa (as ee oat aa 
Ca oe a ee ee Solon et Nana ee ee be 
; : Maa SEAL Ce mew -- Ue: Pas Ae. ae Pre att 
a Ce = Dae Roe ages | | sal es SES ee pare mes 
r Cle Pt et coe hoi ae i FI Ce 
. , ae be wee nei aes a 
i : : SR A A TT | : y ergs BE ee oe ee 
. ; . : : ae a ae i “a RN eee Baie tates ky cea ee a Be ret 
2 om aa i a he ee eee Oe ee eo ee er a ee eta pe er ar eee a ee Eg iS ee 
7 fect ee oe ee a eee ae eee 2 he : eee Re eA eae <a ee: : ; 
: - i 2 * ee ee am Me Re ie, eae mar 1S) ~ gt ong aa . tab eee es 6 es = ae eo 
Be Fees : eee ee - bg ag iy oe ite _ = ras me eee ae e wie i Sa oa eer ES Mo eee ircaee 5 ’ ee + oe ; ~ 
ey oe s ee a i i pa hat eee FA i 4 4 ‘ites ‘i ee on Se ca oe ** Ree at! 2 oe s Bee ee AS See 4) f tan ge: 
ere ae ee a > ori " ae Dee Pte ioe ie aN 383" | hc Li eae ae 1 A PORE Depo ae a au bao - er Page eh “ 
Pe a aes Ce rey SE ele ae ae oo oS ann ~ ee oe ee es ee Riles OS ee = | ee ore ee, Satan : 
= SP gir oar tie ye Se my AL cis oe) a CAR LS re ee: i NRE ca oo Fae haiti gt een’ ee a a ve ee RS a oes a 
” Re ar et ng ee em rg Mn PE 2 RE EE Sa EE TE, ime eee or oh — ae te ROC Bae: ite OO 6 elena i) en oe tel. rn b 
ss a Bee iM ie aa eran Wieck Seem EOS ast iia gh he rr : et ee Se - Tees ee Re eat. ‘a : ee se J oo See pn ~ Si ee ee ecg a Cane . 
4 ; 
" 4 
ie 2h 
se Bea 
cel - - Sa 
Ri: + én: rf 
4 “— 
ei 
a Vey 
eee 
ay eas 
i” we 
7 et 
, & 
a foe 
fie hig 
‘i ae 
RS a. 
a E 
. Sa, 
5 nia 
me ae 
oi 
aah St i 
ps q 
: ba 
x a “se 
‘ee —- 
as 
; wen 
wie 
: ae 
. a 
Sas : 
“ed a 
res per 
: ae 
fae 
a a 
Ae dies 
an Bice 
a exit 
# Le 
ar. oe 
= i. 
a) | i 
any os 
oe si: oe i ak aig ee i, = Pe ae “ lee gy . pea rae a 5s ae 
a cee on tle og Ce ae te ce eae Sn Sa < Gaede cms ee ee ag ek ee ene ee EI cia is z te ae! DI oe ils as rise ee ee ee 
he = ly ma 2 a sy , ST ae ep Cc ee oe ee <oew ee ae eat Pe eT rane ee AF ; Sart a ST Ap catty 7 J ial i he a Nay 8 SS SS oe ae é i ge tess ; we a Ryze “et B es eek Sn 
ct me Sk. oe, ee ee sean ld: tet eS Fae IRR gi i a RRS YS nef Soa re ents ee 
: i ey oa. eco ee es | Sarat etn ath ek Ske | thes ae Sg PE, Ee nd Cn - BEF eng Re OE aes | ee en tame od os ee eerie eae eee eS aires Shieh eI su, ae 9 
: eg o> eek pie ne Ed es os ee 2 Selena ET Sky ee ee ese en ee es ea SUR Be Tena of SR wee cis, BA i 2 pGe ee Se ey, # eee eee. = 
SS. i ee ence a ere CORIGMB aM 6S Nn Ss fails aT A Sees ae Tne ts he BE eS 
ee, a ne ia pe eae i Eres ic ee a RS Femina cy ime aro: ote Cor ae | = eek oe et 4 a Dot Re PS eee Byer t es te ee ee: Ege z s Een! te eee ne ie 
Se AS + eB ak se aaa SP ee. as Pee lies te hea ver om os pay ea Ai esi St rt ae . : . Me lt 
eae ae A Piaf al See —- <7 PME os Age cain ee 


34 


Lever’s Dove 
Bows in N.Y. 


New York, April 2—Dove, a 
toilet bar made by Lever Bros. 
which is part Soap, part detergent 
and one-quarter cleansing cream, 
is being introduced to this market 
this week. 

Put into test markets about two 
years ago, Dove now has distribu- 
tion in somewhat more than half 
the country and expects to have 
national coverage before the end of 
the year. 

“Makes soap old fashioned,” is 
the copy theme, and this will be 
plugged on local television spots 
and large space ads in the Journal- 


An extensive sampling opera- 
tion is also planned with Lever 
mailing more than 1,000,000 bars of 
Dove to homes in the area. 

Dove is expensive. It is priced at 
two for 39¢ in the regular size, two 
for 49¢, bath. Despite special lath- 
ering ingredients and cleansing 
cream contents, Dove lasts as long your skin while 
as soaps, Lever says. 

Among the big three soapmak- you bathe. 

ers, Lever is taking the biggest Ra. 
Strides in the detergent-type toilet 
bar field. Competitively, Procter & 
Gamble introduced Zest in Octo- 
ber, 1955, in Florida, since then has 
expanded to about a dozen States, 
including most of the Southwest 3 : = 
and Indiana, Kentucky and Geor- Seer 
gia. In all, according to P&G, Zest 


Sudd 


New bath and 
toilet bar creams 


DOVE i» ane quarter cleanmny 
otram, It leaves your akin wot 
and smooth — without the 
dry feelmg caused by Soap 


enly DOVE makes 


soap old-fashioned! 


American, News, World-Telegram 
& Sun, the Westchester group and 
other suburban newspapers in 
Long Island and northern New 
Jersey. Ogilvy, Benson & Mather 
is the Dove agency. 


is now on sale in roughly one-third 
of the country. 


® A combination soap and deter- 
gent, plus a deodorant ingredient, 
Zest is generally introduced with 


Seap driee your shin tut DOVE croams vor shin 


= Dove | 


fede vom bento 
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a sampling operation. Advertising 
copy emphasizes the soap’s deodor- 
ant protection qualities, no dulling 
film on the skin and no bathtub 
ring. Zest sells at two for 29¢ regu- 
lar, two for 39¢ bath-size. Benton 
& Bowles is the Zest agency. 

In a third place is Colgate- 
Palmolive Co.’s Vel beauty bar, a 
combination soap and detergent 
selling at 25¢ for the regular size. 
Using copy themes such as no sting 
to the eyes and no ring in the tub,| 

| Vel beauty bar is on sale in the 
Kansas City area. Carl Brown Co. 
is the agency. 


= Plotkin, Barnes Merge 

ee Alvin Plotkin Advertising Agen- 
cy, Milwaukee, has merged with 
Barnes Advertising Agency, Mil- 
waukee. Mr. Plotkin has been 
named a vp of the Barnes agency 
and his staff also will join Bernes| 
at 312 E. Wisconsin Ave. John 
Barnes is president. 


Richardson, Beatrice Merge 

Thomas D. Richardson Co., Phil- 
adelphia, mint candy manufactur- 
er, has merged with Beatrice Foods 
Co., Chicago, to operate as a 
separate division within Beatrice’s 
non-foods and service operation. 
Richardson’s management, prod- 
ucts, brand names and processes 
remain the same. Chew, Harvey & 
Thomas, Philadelphia, continues as 
Richardson’s agency. 


Pickering Adds Five Accounts 
e Pickering Advertising Agency, 

Oakland, has been appointed to 
handle advertising for five new 
accounts. They are Metro Over- 
land Mfg. Co., Berkeley, producer 
of oils and oil additive; Pioneers 
Inc., East Bay battery manufac- 
turer; Electro-Capacitor Co., San 
Leandro; North American Steel 
Buildings and Protex Wax Co., 
both of Oakland. 


Lewis V. Aronson (Founder! 1600-1008 


Ronson 


Ronson Corporation * 31 Fulton Street + Newark 2, New Jersey » Executive and Sales Offices 


Mr. Edward M. Pratt Janvory 22, 1957 
The Wall Street Journal 

44 Broad Street 

New York 4, New York 


Dear Mr. Pratt: 


ime, | thought newspapers had a relatively short 
= gy eda a coupon clipped from one of our oe 
gift advertisements that ran in The Wall Street Journal in ; 
February, 1956 was just mailed in to us last month request 
ing our representative to call. 


Of course, this delayed reaction is not typical, as in most 
cases our advertisements in your paper result in ae. 
calls the day of insertion as well as an immediate = 2 
stantial coupon response. | am hoppy to report om oo 
panies responding represent a diversified and highly r 
cross-section of American industry. 


Cordially yours, 

RO N ” ot 
BD:jo 

Bernard Dwortzan 


*.¢ 
Worlds Creeten Lighter! Worlds Greatest Shaver! Advertising Manager a 
* Remsen Corporation of Pranslvanse Delewere © ser Cap. Pe + The Ronson Electric Shaver Corporanen, Seamjord. 
2 Art Metal © orks (( anada! Lid. Toronse + Ronson Products Lid. London, England 
° oncom 


ACTION BOTH PROMPT AND LASTING 


Many an advertiser has learned that The Wall Street Journal 


is unique. Can a daily publication pull over a long period? The 
Journal can and does. Can a national publication bring over- 
night inquiries? The Journal can and does. Can one publication 
sell just about everything? The Journal can and does. Reason: 
The Wall Street Journal brings you by 


siness! 


(BAUNING) 


CHARLES BRUMING COMPANY © INC 
* MICASO 41, LINOTS 


4700 MONTEOSE AVENUE 


7 
orrme Coureuce 
SOT SUFFERER OF EMGINEERING 240 OF 

ae 
auwerica # uA 


OPrices im PRIMCIPAL CrTE® 
February 5, 1957 
. Bill Rose 
The Wall Street Journal 
711 West Monroe Street 
Chicago 6, Illinois 


Dear Bill: 


llent 
to compliment you for the exce 
semble pear publication has given us. 


tity 

ed not only with the large quan 

ot ene have received, but ty &, eir 

Inquiries ve receive are from influentiad execu- 
receiv 

<ttee af tap business concerns throughout the 

country. 


treet 
tant, we've found the Wall S 
quiet te ie an of the lowest ay ey 
"business executive" publications on a 
ule. We maintain accurate statistics on 

factor, so we know whereof we speak. 


f the 
all, we consider the Journal one o 
aaah efteniate media in our progran. 


Euk 5 soak 


Emil G. Best 
Advertising Manager 


EGB/ jc 


erourr ranon NATION WIOE SALES AND SEAWICE 
oare ove ° 


WHEN YOU WANT LOW COST, HIGH CALIBRE 


The Wall Street Journal gives you “‘class-in-mass” readership. 
This takes you off the hook. You don’t have to choose between 
quality and quantity. You can get both from The Journal. Here’s 
a medium which fills the bill completely for the advertiser who 


wants big returns. . . from big men. 
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Information for Advertisers 


American Home’s families’ pref- 
erence for white and colored bath- 
room fixtures is evenly divided— 
46.8% prefer the white fixtures 
and 46.1% the color fixtures. This 
is one of the interesting facts con- 
tained in “American Home’s Read- 
er Consumer Panel Report #50.” It 
also covers questions on horticul- 
ture, air conditioning, aluminum 
Siding, awnings, home ownership 
and remodeling, income data, tel- 
evision and nursery and seed cata- 
logs. The report is available from 
the reader consumer panel direc- 
tor, American Home, 300 Park 
Ave., New York 22. 


e Answers to questions about the 


| movement and change in our na- 
tion’s population, and in particular 
families with children, are con- 
tained in a new 40-page book, 
“Parents’ Magazine Data Book on 
Families with Children.” Copies 
may be had by writing Allison R. 


| Leininger, exec vp, Parents’ Mag- 
azine, 52 Vanderbilt Ave., New! 
| York 17. 


e The combined back-to-high | 
school and off-to-college market | 
spends almost three-quarters of a| 
billion dollars on their annual fall | 
wardrobe. Two reports, “The Back 
to High School Market” 


College Freshman Story, 


published by Seventeen, 


ORANGE & APRICOT—D. E. Winebre 
outdoor, magazines and car cards 
Breakfast Cocktail which was test 
is the first in a series of posters sc 

William B. Kamp 


nner Co., Hanover, Pa., will use 
in the 1957 campaign for its new 
-marketed last year. Shown here 


heduled for 19 eastern markets. 
Co. is the agency. 


and “The | that high school girls 
1957,” just | freshmen spent a combined total of 
reveal | $725,991,890 on apparel alone dur- 


and college; ing a 60-day fall buying period in 


1956. Copies of both reports are 
available on request from Aaron 
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Cohen, research director, Seven- 
teen, 488 Madison Ave., New York 
22. ° 


Nabisco Sets Special Drive 
National Biscuit Co. will run a 
special four-week promotion in 
May for several Nabisco prod- 
ucts, using spot tv in 35 top mar- 
kets, spot radio in six markets and 
newspapers in some areas. The 
campaign, through McCann-Erick- 


son, is in addition to the company’s 


year-long spot tv promotion. 


Continental Sets Big Push 
Continental Oil Co., Houston, 
will launch a $1,000,000 advertis- 
ing campaign in April to introduce 
its new Conoco Royal gasoline. 
Newspapers, tv spots and outdoor 
will be used. Conoco Royal will re- 
place Conoco Super as the com- 
any’s premium gas. Benton & 
Bowles, New York, is the agency. 


j advertise in The Wall Street Journal 


Mr. F. X. Timmons 
44 Broad Street 


Dear Mr. Timmons: 


the National Edition 
Coast Edition. 


it has produced live 


HSP/bp 


It’s okay to tell... but better to sell! 


If you think impressions 


better, take a lead from this happy Wal 
In company with many other adverti 


ing Company and its agency know The Journal produces 
you can count. Something really ha 


results 


Journal's dynamic executive audien 
You're closer to the sale! 


THE MCCARTY COMPANY 


er Waeutneter 
MEDICAL ARTS BUILOING . SEATTLE! WASHINGTON. MUOSES 


leading industrials all over the country. 
from dn inquiries, a direct response to our advertising. 


fled our appropriation for adver- 
This response more than justified our 
tising in The Wall Street Journal . 


‘a Haoeitsing 


February 20, 1957 


The Wall Street Journal 
New York 4, New York 


Il Street Journal 
This is the fourth year in The Wa 

for # sane eg The Ederer Engineering Company. At 
the present time, we' 


i 12-month schedule in 
ahoaia schedule in the Pacific 


bockbone 

| Street Journal is, and has been, the 

oer campeign We reach te levels of management od 
operation personne! in tndatty cho teituanse Bo ae 
of overhead bridge cranes. The campaign has gone ‘or 
beyond our original objective of "conditioning" our market; 


ts for tions from 


Inquiries -- et sonteed 


Very truly yours, 


THE ated 
OF WASHI 


ParM—> 


HARRY S. PEARSON 
Vice-President & 
General Manager 


are okay, 


but making sales is even 
I Street Journal advertiser. 
sers, the Ederer Engineer- 


ppens when The 
ce'sees your selling message. 


Wall Street Journal 
44 Broad Street 
New York, New York 


Gentlemen: 


double job for Union Electric Company. 


of the region we serve. 


Because of its unique 
newspaper serving «ot only 


Sincerely yours, 


J. W. McAfee 
President 


gram in The 


e 


Union ELECTRIC COMPANY 
31S NORTH TWELFTH BOULEVARD 
Saint Lowuts 1, MIssOwURI 


February 6, 1957 


The Wall Street Journal, we believe, is doing a 


t 

eager to promote industrial develonmen 

hy k because yy — yt gy 
usiness. Then, we a 

oh of investors and potential oe 

informed of our own company progress and t 


ition as a national daily 

*the ee 
country but also the wide fie ° 

fed oo a E industry generally, The Wall Street 

Journal seems ideal for our double purpose. 


ch 

lized the measurable results from su 
epsnetiaten would not be as great as the at 
values, but we have been pleasantly puree te : 

number of direct inquiries dealing with = see 
location and the number of times your publica 

is mentioned in stockholder correspondence. 


ith 
° to tell you of our satisfaction 
the fell Street Seureale Our recent renewal of our 
contract for a third year is ample evidence. 


a Maximum return in direct selling and in addition 

Create Corporate prestige where it counts. An advertising pro- 

Journal is a program for the sales department, 

ii public relations, financial relations and dealer relations. You get 
more from The Journal because it has more to give. 


GET MORE THAN YOU BARGAIN FOR 


The bonus benefits 
tising add up toa sizeable plus. Here is a medium that produces 


you get from Wall Street Journal adver. 


helps you 
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Merchandising Ideas 


e The 6,000 IGA food stores in the 


“one of the greatest man hunts in 
history,” seeking an unknown to 
play the role of Jack Dempsey in 
the forthcoming motion picture, 


Chicago, III. 


R. Grimes, president of the Inde- 
pendent Grocers’ Alliance, has 
made arrangements with Sam 
Wiesenthal, producer of the movie, 
to make IGA the official source for 
the search. Ads in 2,970 newspa- 
pers, scheduled to break May 2, 
will urge IGA customers to place 


stores. Object of the quest is a man 
between 19 and 25, 6’ 1” tall and 


weighing about 185 Ibs. Contest 
U.S. and Canada will be centers of | closes May 30. Nominations also 


may be mailed to P. O. Box 1420 


All of the nominations submitted 
will be sent to Hollywood. Mr. 
“The Jack Dempsey Story.” Don Wiesenthal will select one nominee, 
who will be flown to Hollywood 
and tested for the role. The promo- 
tion is part of IGA’s 1957 “Com- 
munity Builder” program, which 
urges IGA “neighbors” to brighten 
their community with such induce- 
ments as free Vaughan seeds and 
Sherwin-Williams paint price re- 
photos and vital statistics of their | ductions obtained in the stores. 
nominees in ballot boxes in the! The newspaper ads for the man- 
hunt will run each week for three 


|through the Reynolds Wrap Alu- 


| 
| 


28 local and sectional tv programs 
and 57 radio shows, plus store dis- 
plays, Orville W. Johler, IGA ad- 
vertising vp, said. George F. Florey 
Inc., Chicago, is the IGA agency. 


e The unremitting continuity of 
Reynolds Wrap advertising and 
promotion during 1956 is empha- 
sized in a diverting “Almanac” 
prepared by the advertising de- 
partment of Reynolds Metals Co., 
Louisville. In the style of the “Old 


Farmer’s Almanac,” the booklet 
reviews some 50 promotions or ad- 
vertising stunts of the past year 
and hints that an even more inten- 
sive program is in the works for 


1957. The “Almanac” also demon- 
strates how Reynolds Wrap— 


minum Packaging Seal and a vari- 
ety of promotional and advertising 
tie-ins—helps sell additional prod- 
ucts- Brightening the pages is the 


NO-CHANGE Betty 


Boreain Merrie (rons the ctreet 


ange Revty hon et meat 


\e< A ae 
Lot CHARACTERS EVERY GRocerp 


o> Sb? 


—e EVERY GR > 
KNOWS P"l4 CHARACTERS OCER knows 


CHARACTERS EVERY GROCER KNOWS—Illustrations like these are used to 


give a light touch to the “Almanac” put out by Reynolds Metals Co. 
to merchandise its advertising and promotions, 


Something ceally happens when you 


weeks, supported by plugs on the 


face of Fernandel, French film 


"Never had such 


FRIDEN CALCULATING MACHINE CO INC 
SAN LEANORO, CALIFORNIA 


THE MUTUAL BENEFIT LIFE INSURANCE COMPANY 


300 BROADWAY 


i. wz A tow Qusey 
. LAWRENCE B. TAYLOR February 27, 1957 TE ——yt—y— On 
wee retsioemt 
; January 29, 1957 
Mr. George Dupee Mr. Edward Pratt 
a Advertising Manager Tho fall street Journal 
= r 
: THE WALL STREET JOURNAL ty + 
he Pacific Coast Edition ea: 
e 415 Bush Street Deas 4 lts 
‘ou to date on the resu 
San Francisco 8, California oof he ee Srens Teint peearen in The Wall 
12 Street Journal. luan 
‘ Che insite Sea" pixtcee inches oop, on varius bust= 
" an . 
a » pension, and estate planni 
“i We recently ran a two-page advertisement, the nese life insurance, pessic les pasture oF @ dilter- 
46 first | recall ever having seen in The JOURNAL , and never ent General Agent. se aie 
4 have we had such a satisfactory return on an advertising Almost without exception, these men--actually, 
“fl 


investment. It accomplished everything we had in mind. 

We did not expect too many direct sales from it, but it 

has directly resulted in many —__ re 
impetus to the enthusiasm of our sales 

rp raen ante ges and has opened the door 

to many important accounts. The inquiries have come from 

all over the country, and from the "Blue Book" of business 

enterprises. Some were from other countries. 


rted that many clients, pros- 
pects and friends ccanenses = seeing the ad and 
nice to s abou : 

tatitional y> =. invited these selected General 
Agents to submit a list of 100 centers of influence 
: and important clients. To these we sent a he pe 
building letter, signed by our President, enclosing 
a reprint of the ad. To be quite honest, the . 
response was no surprise to me, but it was mos P 
amazing to the General Agents, to see the — ° 
people who took the trouble to reply and say how 

leased they were to see "their insurance gan" so 

nored. 
% our Wall Street Journal program 
R oslellie eal ame entire national advertising effort 
: to a most important segment of our field representa- 
tives, more than any single other thing we have done 
: t several years. 
; "ack sautianion our program in your fine publica- 
‘ tion, with great enthusiass. 


Sincerely, 


Abril hott 


ers--re 


Our congratulations to you. 


*wv 


HOW TO GET THE SURPRISE OF YOUR LIFE 


Be one of The Wall Street Journal’s many readers. Develop 
a lot of respect for this Only National Business Daily as an 
information medium. Then—plant an ad or two to test The 
Journal's selling power. Wow! Suddenly you discover that all 
over the U. S. fellow businessmen are never too busy to buy a 
good business item. 


USE IT EVERY WHICH-WAY: IT WORKS! 


The Wall Street Journal is a 7-bladed jack knife. . . rugged 
as an ax, sharp as a razor and as flexible as a fine sword. Use it to 
sell your customers . . . your salesmen . . . dealers . . . distributors. 
Use it to move products, ideas, services. No one is more re- 
Sponsive to every facet of your business than the men who have 
such wide responsibilities in their business. 
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comic, in a series of photos drama- 
tizing good-humored relations be- 


tween salesmen and their custom- 
ers. 


e Reynolds Associates, New York 
consultant on photographic public 
relations, has distributed gratis to 
pr directors and account executives 
copies of its new “Going-To-Press” 
schedule. In addition to a listing of 
desk personnel, edition times and 
picture deadlines of all New York 
City dailies and major wire serv- 
ices, the brochure contains a series 
of comments by four top-level 
photo editors, each from a different 
newspaper or news agency. These 
editors have set down in detail 
their particular reactions to the lia- 
ison practices employed by some 


practitioners in the public relations | 


field. While such copy might tend 
to step on a few toes, it neverthe- 


less makes for entertaining read- 
ing. 


|@ A Reading, Pa., brewer and a 
Philadelphia sign manufacturer 
have teamed up to create a new 
method of merchandising beer ad- 
vertising. Mulholland-Harper Co. 
has just put the finishing touches 
on a sign which it hopes will put 
extra push behind beer sales for 
Sunshine Brewing Co. by utilizing 
reprints of newspaper ads. The ads, 
ranging in size from 600 to 2,000 
lines, are reprinted and water- 
proofed on heavy paper stock, then 
slipped into special aluminum 
frames which are mounted on the 
sides of the Sunshine beer trucks. 
Lithographed messages and art 
work in color used with the ads 
give a poster effect to the sign. 
Sunshine is getting additional 
mileage from the idea by adapting 
it to point of sale use in taverns 
and restaurants. One of the big 


TRUCK DISPLAY—This new Mulhol- 
land-Harper truck display holder 
is being used by Sunshine Brew- 
ing to reprint its newspaper ads. 


|advantages to the new sign, its | 
| manufacturer says, is that the ad | 
messages may be changed easily, 


‘mailed 10,000 introductory m 


we |berships in the Es 


|the company, was carried out in 


31 


quire Club, na-;on the carton, plus two can tops. 
| tional credit agency serving res-|He has the opportunity to choose 
taurants, night clubs and gift shops, | shrimp or pea soup. 


|to customers across the country. The multi-pack held two frozen 
The cards, valued at $5 each, en- - 


title the new members with estab- 
lished credit to all Esquire Club 
services and privileges. The mail- 
ing, largest ever undertaken by 


conjunction with a special cen- 
tennial sale. 
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CREAM OF 
POTATO 


sour 
— ontme: ~< 


Soup cans firmly in place with 
tight-locking recessed tabs. Cans 
were inserted in the package by 
can band loader machines leased 
from Container Corp. 


CABLE BUMANCO 
TELEPHONE Sinton 1.7400 


Mr. William Rose 

THE WALL STREET JOURNAL 
711 W. Monroe Street 
Chicago 1, Illinois 
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BUTLER MANUFACTURING COMPANY 


Facteras + KANSAS CITY, MO © GALESOUBG, AL + RICHMOND CALIF + BIRCAINGHAM ALA © HOUSTON TEA + MINNEAPOLIS mune 


ad 


7400 LAST 1dm STREET 
KANSAS CITY 26 sssOuRr 


February 20, 1957 


ORR & SEMBOWER inc. 
Fouoermasler 


PACKAGED AUTOMATIC BOILERS 


Mr. T. E. yr ae 
rtisi r 
fas Wall Street Journal 
Broad ree 
New York 4, New York 


Reading, Pennsylvania 


re merenance9-100 


March 5, 1957 


You will recall it wos just o year ago that Butler decided to pe 
the effectiveness of advertising over-the-road liquid transpor . 
ers and pre-engineered metal buildings in THE ppm y aes = ° 
i i whether we cou tect the in- 
t that time we seriously questioned : 4 
ted of The JOURNAL in an already extensive business magazine 
advertising program. 


isi i iti i dollars was largely 
final decision to invest additional advertising h 
eer the understanding that The JOURNAL reached t) — 
tion of the men who control Americo's businesses and industries. .. 
men who make decisions on capital purchases. 


The reaction to WALL STREET JOURNAL advertising from our ie 
Builders and Butler's salesmen proved thot our efforts in The aes 
were well received. Inquiries on the letterheads of Americe s le 

ing componies have given Butler ample reason for satisfaction with 
The JOURNAL. 


isi 957. This time not 
ill schedule JOURNAL advertising for | ; 
eet but with confidence in the value of the publication 


Cordially yours, 


ty Tae, 


Harold A. Edlund 


HAE vim General Sales Manager 


How to Trigger a Dynamic Reponse 


All over the country, business 
have time for the ordinary sales app 


up good ideas—and products. Your ad in The Journal triggers 
a dynamic response from the kind of men who normally are 
hardest to reach. They just “happen” to be the men you want 
most to reach. They're the ones who have the most Say.. the 
most buying power . . 

ernizing, improving, 


executives who just don’t 
roaches, find time to follow 


. the most interesting plans about mod. 
moving, growing. 


Dear Mr 


You ooetaie® 
our testimonia ao a a 
ingle Dryalator advertise 
wall Street “arery rooustee 20 = Lg nectes 
. This is a re 
cr one established boiler room products. 


ou might be interested to know 
PR ng By A arrived as oe oe 
three weeks after the ad sppeeees. 70 ca ng 
a consistently long life for your daily paper. 


Very truly yours, 
ORR & SEMBOWER, INC. 


SDDistelhorst: jp Jf L vet thored 


Sales Promo ——— 
o 33 inquiries. Another 


| _ better change that t 


one arrived 


. Callis: 


spDistelhorst 7 JP 


have our 
letter. 


after I wrote you. 


rmission to reproduce 
It refers to the fact 


ORR & SEMBOWER. INC. 


dp & 


Manager 
Sales Promotion 


A LONGER HARVEST FOR ADVERTISING? 


One reason 


long, is that there's s 


businessmen. 
another plant, 


re-equipping, moving, 


executives see 


Journal ad lives longer 


advertisements in The Wall Street Journal live 
© much life to 


Somebody's always breakin 
the old one, mod 
making, selling... and 
in The Journal sticks in thei 
because it’s planted 


enlarging 


The Journal audience of 
& new ground for 
ernizing, renovating, 
buying. What 
r fertile minds. A 
in the right place. 
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a hs 8 |by Container Corp. of America. 

—_ |Campbell chose the can band be- 
: @ Marking its 100th year of opera~ | cause the carton’s point of sale dis- | 
tion, Iwan Ries & Co., Chicago to- | play space was needed to sell the 
bacco retailer-manufacturer, has | free can offer. To get the free can, 
em-' the retail customer mails in a form 
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ming 
Conventions 


*Indicates first listing in this column. 

April 7-11. National Assn. of Radio and 
Television Broadcasters, annual conven- 
tion, Conrad Hilton Hotel, Chicago. 

*April 8-11. National Premium Buyers 
Exposition, Navy Pier, Chicago. 

*April 9. Premium Advertising Confer- 
ence, Navy Pier, Chicago. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, 11th annual symposium and 
exhibit, Palmer House, Chicago. 

April 13-18. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fla. 

April 14-16. National Assn. of Trans- 
portation Advertising, 16th annual meet- 
ing, Casa Blanca Inn, Scottsdale, Ariz. 

April 22-25. American Newspaper Pub- 
lishers Assn., annual convention, Waildorf- 
Astoria, New York. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 


April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind 

April 25-27. Advertising Federation of 
America, Ninth District, Hote! Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising 
Assn., Hotel Roosevelt, New York. 

May 3-4. Eighth annual Advertising In- 
stitute sponsored by the Atlantic Adver- 
tising Club, Dinkler-Plaza Hotel, Atlanta. 

May 5-7. Magazine Publishers Assn., 
The Greenbrier, White Sulphur Springs, 
W. Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Ni- 
agara Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16. Fourth annual advertising 
conference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 20-21. Chicago Tribune's 8th an- 
nual Forum on Distribution and Adver- 
tising, audience studio, Station WGN, 
Tribune Square. 

May 26-29. Associated Business Publi- 
cations, annual spring conference, The 


Homestead, Hot Springs, Va. 
June 5-7. National Sales Executives, 22nd 


annual international distribution congress, 
Biltmore Hotel, Los Angeles. 

June 6-11. National Advertising Agency 
Network, annual management conference, 
Sun Valley, Ida. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

June 19-22. Trans-America Advertising 
Agency Network, annual convention, San 
Diego, Cal. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

June 28-30. Northwest Daily Press Assn., 


summer meeting, Madden Lodge, Gull 
Lake, Brainerd, Minn. 

July 1-5. First Advertising Agency 
| Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

*Aug. 28-31. Affiliated Advertising 
Agencies Network, annual meeting, Jack- 
son, Miss. 


Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 28-31. National Industrial Packag- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


| tion, 3rd annual conference, Hotel Plaza, | 
|New York 


Nov. 14. Advertising Research Founda- 
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Diamond Crystal Introduces 
New Package Via Newspapers 

Diamond Crystal Salt Co., &t. 
Clair, Mich., will introduce its 
new red and white package via 
r.o.p. newspaper ads throughout 
its sales territory during April on 
a market-by-market basis as dis- 
tribution is achieved. The new la- 
bel pictures a salt shaker sprink- 
ling white salt stars over a broiled 
steak. This is the first time food 
has been pictured on a salt pack- 
age, according to the agency, 
Ogilvy, Benson & Mather, New 
York. 


GF Advances Thompson 
General Foods Corp., White 
Plains, N. Y., has appointed 
Thomas S. Thompson, formerly 
product manager for Instant Max- 
well House, advertising and mer- 
chandising manager for its Max- 


| well House division. 


Something really happens when you 
advertise in The Wall Street Journal § 


wae 


‘tetly 


lled any 


N.A. ROWE 


O-rector of Advertising 


Mr. T. &. Callis 


44 Broad Street 
New York, New York 


Dear Mr. Callis: 


single ad. 


the months ahead. 


Advertising Director 
The Wall Street Journal 


8 leasure to write 
what Denponed as a result of our ad in The 7. 
Street Journal on the subject of Launchers. ~ 
one ad outpulled any other ad in my nye 
the Eastern editions it pulled a tota : fe 
inquiries and in the Pacific Coast edition 


pulled 50 inquiries. 


ords across the whole country we had 
sna ecketeatias total of 111 inquiries out of a 


FRUEHAUF TRAILER COMPANY 
DETROIT 


March l, 1957 


and tell you about 


lings about the importance of using 
mo Wall Street Journal for this particular type 
of promotion are underlined by our determination 
to continue to place ads on a regular basis in 


Sincerely, 


. A. Rowe 
Director of Advertising 


ERN, 


re 


TEST THE JOURNAL—AND COUNT THE RESULTS 


Practically every 
Journal out-reaches, 
the men who have the alertness to investigate, the influence to 
recommend, and the authority to approve. An inquiry from a 
Journal reader means somebody's about to make a sale... 
because somebody's about to buy. 


test we've heard about shows that The 
out-pulls and out-sells. The Journal gets to 
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“RE OUR AD O 
RESPONSE TREMENDOUS. 


QuiRIeEs TO DATE DIRECTLY 


REL 
ON REVOL 


F FEBRUARY 26, 
378 IN- 


aATEO TO OUR ADVERTISEMENT 
UTIONARY NEW BUI LO- 


ING KAISER ALUMI NUM DOME -- 


AND MAIL STILL POURING 


YOUR M 
ATION UNDOUBT 
WALL STREET JOURN 
HELPED KAISER ALUMINUM 
TRODUCE THI 
TOP MANAGEMENT THR 
| NOUSTRY » REGARDS = 
AW DEGRASS| 


IN. 


ERCHANDIS! NG CO-OPER- 
EDLY HELPED. 
aL CERTAINLY 


IN- 


S NEW BUILDING TO 
OUGHOUT 


ADVERTISING MANAGER 


KAISER ALUMINUM AND 


CHEMI CAL CORP 
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The preceding pages wouldn’t be- 
gin to hold the testimonials Jour- 
nal advertisers have written in 
recent months ...and no wonder! 
The Wall Street Journal has 
438,160 subscribers. Just look at 
the typical products or services 
they continuously shop for: 
78,606 shop for BUILDING MATE- 
RIALS; 141,701 shop for ComPANY 


WALL STREET JOURNAL SUBSCRIBERS ARE MAJOR BUYING FACTORS 
FOR BUSINESS PRODUCTS AND SERVICES 


INSURANCE; 65,987 shop for MATE- 
RIALS HANDLING EQUIPMENT; 
170,006 shop for Orrice Egourr- 
MENT; 66,337 shop for PLANT 
MACcHINERY ; 75,714shop for Com- 
PANY TRUCKS AND Cars; 89,855 
shop for RETAIL OR WHOLESALE 
Lines; 147,046 shop for Apver- 
TISING SERVICES; 84,828 shop for 
ELectrRIC EQUIPMENT & SUPPLIES; 


62,043 shop for Air CONDITION- 
ING; 73,742 shop for REAL ESTATE 

.and the hundreds of other 
things these influential business 
leaders need and want to in- 
crease, expand and improve their 
businesses! Write for pin-pointed 
information about buying inter- 
est for your product! 


Enthusiastic businessmen testify: 


THE WALL STREET JOURNAL 
brings more direct, traceable results 


Here the shrewd buyers of adver- 
tising for 10 important companies 
voluntarily report on something of 
the highest interest: actual advertising 
results. They typify the many glow- 
ing reports constantly being added to 
Journal files from happy advertisers. 
The writers are men who keep 
close tab on what their advertising 
actually does. They include a broad 
variety of businesses, geographical 
locations and kinds of prospects. Note 
the three common facts found among 
these reports: 


1. The Wall Street Journal creates more leads. 


“It brings you business” 


Eastern Edition 
NEW YORK & WASHINGTON, D. C. 


44 Broad St. 1015-1 4th St., N.W. 


PUBLISHED AT: 


Midwest Edition 
CHICAGO 


711 W. Monroe St. 


2. The Wall Street Journal creates more concrete sales. 
3. The Wall Street Journal gives more additional benefits. 


Even if you were to use The Wall 
Street Journal only for management 
influence and prestige, you’d be mak- 
ing a shrewd, practical buy. But when 
these are merely the assured plus val- 
ues to traceable substantial sales from 
your advertising, then you're really 
way ahead. 

Have you tried The Journal yet? 
Whether you write us an enthusiastic 
testimonial doesn’t matter. What does 
matter is that your sales department 
writes enthusiastic letters to you. 


Lal 


Southwest Edition 
DALLAS SAN FRANCISCO 


Pacific Coast Edition 


911 Young St. 415 Bush St. 
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EL PASO 


leads ALL Texas Military installa- 
tions in payroll expenditures 
totaling $6.4 million monthly for 
Fort Bliss alone. 


This is a swell place to do busi- 
ness. 


El Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


The £1 Paso Times 


An Independent Newspaper 
Morning and Sunday 


TWO Separate Newspapers - 33° Line BUYS BOTH! 


Women Givers Like 
Decanters 7 to I, 
Schenley Reports 


New York, April 2—When it 
comes to buying or receiving liq- 
uor as a gift, men prefer decanters 
to standard bottles by a margin of 
four to one. Women favor decant- 
ers by a margin of seven to one. 

These figures are based on a 
poll of visitors to the Schenley 
Showcase, a public exhibit-on- 
wheels that Schenley Industries 
has been sponsoring here since the 
first of the year (AA, Dec. 3). 

The tally to March 15 shows 
that of the 1,001 men who voted, 
79.5% favored decanters. Of the 


nod. 

Decanters are favored princi- 
pally for their appearance and for 
their re-use value as lamp bases, 
vases, etc. 

Gift-wrapped standard bottles 


| were preferred by a minority be- 
|cause of their value as gifts for 


occasions other than Christmas. e 


‘Car Life’ Increases Rates 

Car Life, New York, whose cir- 
culation guarantee advances from 
150,000 to 165,000, will raise its 


effective with the October issue. 
Henry Scharf, publisher, said that 


'the over-all rate for the motor 
| group, which includes Car Life, 
Speed Age, Motor Guide and Rod 
|Builder & Customizer, would re- 


973 women, 87.2% gave them the |main the same. 


THE SOUTH’S favorite Sunday magazine 
is also a big favorite with advertisers. 
Their linage investments rate 

The Atlanta Journal and Constitution 
Magazine among the nation’s top four. 
The locally-edited Journal and 
Constitution Magazine reaches four 
out of five urban families in Georgia 
No other magazine so completely 

sells the Georgia market. Only nine 
cities in the United States have a 
Sunday newspaper with a larger 
cirulation than Atlanta’s. 

None of these are Southern. 


s 


Constitution ssn 


j anak 
eases 


The Atlanta Zournal 


Covers Dixie Like the Dew 


THE ATLANTA CONSTITUTION 


The South’s Standard Newspaper 


Represented by Kelly-Smith Co. 


Circulation: 452,667 daily— 504,759 Sunday «*< »%» %) 


b&w page rate from $560 to $620, | 


| 
| 


Try this experiment in your 
junior high science classes 


eragteatiy Muerte Eat 5 cata! toy Om 


EDUCATIONAL ADS FOR EDUCATORS— 
These ads in teacher publications 
cost $400 to produce and produced 
8,363 inquiries from teachers. They 
were prepared by Lawrence Pes- 
kin Inc., New York, for the Better 
Light Better Sight Bureau. 


Revised Copy Slant 


Increases Inquiries 


from Teachers 500% 


| New York, April 2—Educa- 
tional ads for educators brought 
unusual results at low cost, plus 
an advertising award, to the Bet- 


ter Light Better Sight Bureau, an 
arm of Edison Electric Institute. 
The bureau is set up and sup- 
ported by electric cornpanies all 
over the country. 

The objective of the bureau’s 
|campaign last fall was to get the 
|sponsoring electric companies to 
|participate more actively in the 
bureau’s program. It was hoped 
that the advertising in teacher 
publications would accomplish this 
by provoking teacher inquiries 
about the bureau's material. 

In 1955, with an advertising 
budget of $2,500, the advertiser 
lereated its own ads. These pro- 
'duced 1,618 inquiries from four 
teacher publications, Grade Teach- 
er Magazine, School Shop, Science 
Teacher Magazine, and Forecast 
for Home Economics. 
| In 1956, with an advertising 
|budget of $3,000, the advertiser 
appointed an agency, Lawrence 
Peskin Inc. The same number of 
ads as were used in 1955 were in- 
serted in the same publications 
\from September through Novem- 
ber, in ‘56. They produced 8,363 
inquiries. 


s This 500% increase is explained 
in part by the fact that the ads, 
jas well as the literature offered, 
were written from the teacher's 
point of view. 

A recent article in the Saturday 
|'Review stressed the fact that 
teachers welcome industrial liter- 
ature of the sort offered by the 
bureau, with the qualification 
that the literature offered must 
be of an educational nature, not 
of an advertising character. 

As Mr. Peskin explains, “Each 
headline was based on a teacher 
problem obtained through talks 
| with teachers, reading teacher 
publications and generally study- 
|ing the field. The copy under each 
|head was a projection of the head 
/and delivered what the headline 
| promised.” 
| The actual production cost of 
|the ads, Mr. Peskin says, was 
|$400. The illustrations used were 
simple snapshots. 

The ads received the League of 
Advertising Agencies 1956 trade 
print media award for outstanding 
excellence. . 


KHON Appoints Weed 

Weed & Co., radio-tv representa- 
tive, has been appointed to repre- 
sent KHON, Honolulu. The station 
was formerly handled by Bolling 
Co. 
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MEANS BUSINESS 


on-the-spot retailers use 
THE NEWS for “money” reasons! 


When you want to know which newspaper pulls best in a market, just check with 
the local retailers. In Detroit, retailers’ overwhelming preference for THE NEWS, 
year in and year out, leaves no doubt of its greater pulling power. 


To keep you current on retailers’ thinking, Media Records for January-February 
show that the lead of The Detroit News over the other two newspapers is 
widening. The News carried 51% of all retail advertising during that period... 
and The News’ gain over January-February 1956 is more than the gain of both 
other newspapers combined. 


Detroit’s retailers know, too, that The News delivers the largest circulation of all 
three newspapers in the trading area where 98% of Detroit’s retail business is 
done! In Detroit, do as Detroiters do, USE THE NEWS. 


The Detroit News 


WEEKDAY CIRCULATION 453,579 * SUNDAY CIRCULATION 566,471 


Eastern Office .. 260 Madison Ave., New York Chicago Office .. 435 N. Michigan Ave., Tribune Tower 
Pacific Office ... 785 Market St., San Francisco Miami Beach ... The Leonard Co., 311 Lincoln Road 
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best dramatic series” of the year 


(HAS ROOM FOR ONE MORE ADVERTISER) 
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PLAYHOUSE 90 set out to do 
something that had never before 


been tried in television: 


To offer a nationwide audience the 
important dramatic entertainment 
that can be achieved only by using 
sufficient time to develop the full 


potentialities of plot and character. 


To contribute a new dimension to the 
medium by presenting an hour and a 
half of this full-scale drama every 


week on a regularly scheduled basis. 


The achievement proved even more 


exciting than the idea. 


It won the sustained applause of the 
nation’s critics, who continue to give 


serious attention to each production. 


It captured the enthusiasm of the 
nation’s best writers and performers, 
anxious to take part in an adventure 


that gave full scope to their talents. 


Its unique accomplishments were 


recognized for the 18th time this 
season with the announcement of the 


“Emmy” awards the other day. 


But the most important reward is the 
enthusiasm of 25 million intensely 
loyal viewers who return week after 


week for the next production. 


The advertiser who sponsors the only 
remaining segment of Playhouse 90 
will inherit all the extra values of a 
program that each week generates 


new excitement as it continues to make 


history on CBS TELEVISION 
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Richard Slocum, 55, 
ANPA Leader, Exec 
of ‘Bulletin,’ Dies 


PHILADELPHIA, April 2—Rich- 
ard W. Slocum, 55, exec vp of the 
Philadelphia Bulletin and former 
president of the American News- 


paper Publishers Assn., died of | 


cancer in University Hospital 
March 31. 

One of the nation’s most prom- 
inent newspaper executives and 
a director of 
WCAU radio and 
television sta- 
tions, Mr. Slo- 
cum would have 
been 56 April 10. 
He lived in Bryn 
Mawr. 

Mr. Slocum 
underwent an op- 
eration in De- 
cember, 1955, for 
removal of a pep- 
tic ulcer. He re- 
turned to his desk early in 1956 but 
never fully recovered his health. 
He entered University Hospital on 
March 4, after a vacation in Ari- 
zona. 


Richard Slocum 


newsprint supply situation. 

In spite of his many duties, he 
served on many city, state and 
national civic and _ charitable 
boards. During World War II he 
was a member of the War Pro- 
duction Board’s newspaper indus- 
try advisory committee. He has 
served as general chairman of the 
United War Chest campaign in 
Philadelphia. 

Mr. Slocum had been named re- 
cipient of the 1957 award of the 


uled for presentation on April 
13. 


® Mr. Slocum occupied many im- 
portant posts in the newspaper in- 
dustry from 1942, when he was 
chairman of a nationwide wartime 
newspaper scrap metal drive that 
resulted in the collection of 6,000,- 
000 tons of metal. 

An outspoken defender of free- 
dom of the press and a critic of 
government restriction and sup- 


clared, “Censorship is a drug. Once 
used it has the sinister power of 
letting you believe it is indispen- 
sable.” 

In 1955, the year Mr. Slocum 
was re-elected president of ANPA, 
the civil anti-trust suit was 
brought against that organization 
and several other groups by the 
Justice Department. He criticized 
the suit as an attempt “to saddle 
the press with a continuing in- 
junction” (AA, May 16, ’55). 
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and eventually got an agreement 
from ANPA, American Assn. of 
Advertising Agencies, Associated 
Business Publications, Agricultural 
Publishers Assn., Periodical Pub- 
lishers Assn. and the Publishers 
Assn. of New York to do six things: 
(1) Drop their recognition sys- 
tems, (2) eliminate joint action in 
denying credit or commissions to 
any agency, (3) abandon group 
policies on fee splitting, (4) end 
|adherence to published rates, (5) 


Mary Bailey Foundation, sched-| pression of information, he de- 


The Justice Department sought |stop frowning on speculative pre- 


= He was born in Reading and | 
won his bachelor of arts degree 
from Swarthmore College. In 1925 | 
he was graduated from Harvard | 
law school and was admitted to | 
the Philadelphia bar the same | 
year. His first connection was 
with Roberts & Montgomery, 
headed by the late Supreme Court 
Justice Owen J. Roberts. He later 
formed a partnership with Wil- 
liam C. Ferguson and became 
known as a tax and labor rela- 
tions expert. 

His first connection with the 
Bulletin was in 1937, when he was 
called in by Robert McLean, pres- 


ident and publisher, as counsel in 
a labor relations situation. He 
joined the Bulletin in 1938 and | 
later became its first general | 
manager. He was advanced to 
exec vp in 1954. 

From the beginning of his news- 
paper work, Mr. Slocum was at- 
tracted to the work of the ANPA, 
and particularly its Bureau of Ad- 
vertising. He became a member 
of the BofA’s board in 1941, vice- 
chairman in 1945 and chairman 
two years later. 


® As a result of his leadership, 
the BofA was expanded and in- 
corporated. In the ANPA itself he 
served as director, secretary and 
vp before being elected president 
in 1954. He served for two years. 

In July, 1945, he was a member 
of a special mission of newspaper 
publishers which went to Europe 
to obtain information on _ the 


Since 1950 the Morning 
EAGLE has gained 


16,903 


subscribers in the 
CITY ZONE 


Beacon gain — 6,046 


Based on 9/30/56 ABC Publisher statements 


WICHITA 
EAGLE 


A member of the Metro Sunday Comics Network 


WICHITA, KANSAS — 


REPRESENTED BY O'MAKA & ORMSBEE 


Good selling, like good planning 


can build a “Profit-Parade” for you, too! 


“I saw them turn an impossible land-planning problem 
into a booming building opportunity!” exclaimed Amer- 
ican Builder Editor Walter Browder, after he saw North 
Palm Beach. 


1,350 acres of raw Florida land turned into a modern town 
in a year—complete with water and sewage plant, a city 
hall, city manager, police and fire department, a country 
club... before a single home was built! 


The first section was just christened with a “Parade of 
Homes,” to be followed by 300 more this year, 500 next. 
Here’s the kind of big thinking that creates building busi- 
ness for you— whether you make heavy road machinery or 
the littlest door latch. The vital thing is to meet the builder’s 
big planning with your own, in your selling and advertising. 


And the only place to do it is in the big book. For what it 
takes at least two other building magazines to deliver, 
American Builder gives the reader each month in a 
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single package. Its exclusive editorial content is dedi- 
cated to both sides of the builder’s dollar—*WHAT to 
build” and “HOW to build it”—and right through every 
step of the way... Planning, Buying, Building, Selling. 


No wonder more builder-subscribers reach for it, swear 
by it. The most recent full-scope independent reader study 
in the field proves it again. Have you seen it? It’s further 
confirmation of your growing conviction that when AB's 
editors take your prospect two giant “WHAT-HOW” steps 
toward your sale, you can use every penny of your dollar 
for the final push, your answer to “WHO makes it?” 
Think big, plan big, do your job BIG right here in... 
AMERICAN BUILDER, Simmons-Boardman, New York 7. 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


(ABC-ABP) 
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sentations and (6) let competition;ment made a major concession to 


determine the rate of agency com- | 


mission. 


® In April, 1956, ANPA and the 
other associations took a consent 
decree ending the government’s 
anti-trust action. Mr. Slocum, then 
an ex-president of the ANPA, was 
credited with having been instru- 
mental in effecting a more satis- 
factory settlement of the case than 
was originally contemplated by the 
Justice Department. The govern- 


lance clause. 


ANPA by eliminating a surveil- 
. 


Christenberry to Guild, Bascom 

C. W. Christenberry Jr., former- 
ly radio-ty producer-director of 
N. W. Ayer & Son, has joined the 
New York office of Guild, Bascom 
& Bonfigli as executive producer 
of the Galen Drake show (ABC- 
TV), which is sponsored by Nu- 
coa margarine and Skippy peanut 


butter. 


Washer-Dryer Will | 
Displace Dryer. Says 
Easy’s Ericksen 


New York, April 2—During 
1957, some $10,000,000 to $12,000,- 
000 will be invested in advertising 
for combination washer-dryer 
units, and this sum will multiply | 
fast in each succeeding year, Par- 
ker H. Ericksen, vp of Murray 
Corp. of America’s Easy Laundry 


Appliances division, Chicago, said 
at a press conference here last 
week. 

Mr. Ericksen also expects sales 


,of combination units will pick up 
| 500,000 each year between now and 


1960. In that year, he expects, 
washer-dryer units will handle the 
entire family laundry in one out of | 
ten households. 

By 1963, he anticipates, the com- | 
bination units will outsell both the | 
automatic washer and the refrig- | 
erator. 


WHAT TO BUILD 


HOW TO BUILD IT 
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Sales of dryer units will lag 
behind the washer-dryer, Mr. 
Ericksen believes, because home 
owners realize that to buy a new 
dryer to mate with a dated washer 
is patently poor economy. 

More than 2,000,000 automatic 
and semi-automatic washers now 
in use are more than seven years 
old, he points out. “I believe their 
owners will not buy dryers but 
will switch instead to the new two- 
in-one as a sounder long-term in- 
vestment.” e 


Warner Bros. Names Two 

Joseph D. Lamneck, formerly 
executive producer and produc- 
tion supervisor of McCann-Erick- 
son, has been named general man- 
ager of the Warner Bros. tv and 
industrial film department, New 
York. Burton A. Neuburger, for- 
merly vp of Roland Reed TV, was 
named to head the new Warner 
Bros. tv and industrial film de- 
partment office at 1307 S. Wa- 
bash Ave., Chicago. 
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HUNTINGTON-CHARLESTON, W. VA. 


W.3.c. NETWORE 


Aftiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 


| LAWRENCE H. ROGERS, PRESIDENT 


Represented by The Katz Agency 
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© 28,000,000 GROSS DOLLAR VOLUME...1952-1956 
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The American Weekly—moving up steadily since 1952 
now hits a new and faster stride in progress... 


Nine great newspopers (underscored) joined our distinguished distributor family since the beginning of 1952: 


ALBANY TIMES-UNION © BALTIMORE AMERICAN ©¢ BOSTON ADVERTISER © BUFFALO COURIER-EXPRESS * CHICAGO AMERICAN «© CINCINNATI ENQUIRER © CLEVELAND PLAIN DEALER * COLUMBIA. S.C. STATE 
CORPUS CHRIST! CALLER TIMES * DALLAS TIMES HERALD « (DENVER) ROCKY MOUNTAIN NEWS ¢ DETROIT TIMES * HOUSTON CHRONICLE « HUNTINGTON. W. VA.. HERALD-ADVERTISER * KNOXVILLE JOURNAL « LOS ANGELES EXAMINER 
MIAMI HERALD « MILWAUKEE SENTINEL * NEW ORLEANS ITEM «© NEW YORK JOURNAL-AMERICAN © PHILADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH * PORTLAND OREGONIAN «¢ ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS * SAN ANTONIO LIGHT © SAN FRANCISCO EXAMINER © SEATTLE POST-INTELLIGENCER © SYRACUSE HERALD-AMERICAN © TAMPA TRIBUNE * WASHINGTON POST & TIMES-HERALD * WICHITA BEACON 
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N MAY of 1952, The American Weekly underwent a complete 
overhaul . . . changing editorial attitude and expression, 
switching from letterpress printing to brilliant Dultgen roto- 
gravure. Since then, The American Weekly has been on the 
upbeat in every department — with readers, publishers, 
advertisers. 


We have just closed our books on the biggest revenue-bearing 
first quarter in our entire history. And for the first three 
months of 1957, compared to the corresponding period of last 


‘ ee pe eg ee ee oe a 
PER CENT OF GAIN OR LOSS, lst sigs acts 1957 COMPARED TO SAME PERIOD 1956. 
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Source: First 2 months, Media Records, Inc. Third month, Publishers’ 
Estimates —Porade, This Week, The American Weekly. 
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year ... we set the pace amgng the three big Sunday maga- 
zines in advertising linage gained. 


The record reflects a sweeping advertiser trend to Sunday 
magazines in general... the one field combining deep pene- 
tration of key markets, productive magazine atmosphere, 
audience stability, faithful color reproduction — all at low cost. 
It demonstrates the growing advertiser conviction that The 
American Weekly, by itself or in combination with others, is 
the basic media buy. 


Tee K WERICAN WEEKLY 


63 VESEY STREET, NEW YORK 7, 
CLEVELAND 


BOSTON e« CHICAGO e« 


N. Y. 


DETROIT *« LOS ANGELES « 


SAN FRANCISCO 
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“atte wrownies to roles 

can project color sides 
Should you call about a particular job in our plant, you'll 
always find someone ready, willing and able to help you. 
Reliable customers never hear “he’s out” or “we'll call 
back.” Job information is quickly, efficiently handled — 


always! 


BIG AS LIFE AND TWICE AS 
NATURAL for only . 


‘39% 


DAY AND NIGHT SERVICE 


RELIABLE 


etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 


Re-live the best with a 
Stereo REALIST camera 


pant 


| when you're ready for 


REALIST 620 the best—buy a REALIST 620. 
2% x 2% PROJECTOR 2% x 2% PROJECTOR 
. for mm too! 


REALIST—A mountain climber relives his experiences and a little girl 
| offers a-lollypop in two new series for David White Instruments Co., 
| Realist 620 slide projector and Stereo Realist camera. The projector 

series starts in May, camera in April, in consumer and photography 
| publications. Calkins & Holden, Chicago, is the agency. 


Advertising Age, April 8, 1957 
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THE SALT LAKE INTERMOUNTAIN MARKET 
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Altogether bigger 
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million persons 
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4-state area designated as ONE BIG MARKET 
by U. S. Department of Commerce 


Salt Lake City is just 
the beginning of the 


Intermountain Market. 


/ 


Not just 
Salt Lake 


with 303,000 
persons 

Not just 

Utah 

with 768,000 
persons 


1% million persons make up a big market no. matter how wide an area 
they live in . . so long as they can be reached and sold effectively. . 


There is one metropolitan city in this market comprising all or parts of 

4 states . . . Salt Lake City. The entire region is stocked and serviced from this 
city located on the transcontinental route. It is isolated from all other big cities 
by the Rockies on the east and the Sierras on the west and by wide distances. 


Salt Lake's newspapers reach this entire region with 
carrier delivery .. . and sell it effectively. 


But... 
the entire 
4-state market 
with 1% mil- 


Remember, in the West people's needs are the same, but marketing is different. lion persons 


Think bigger about Salt Lake . . . It'll grow on you. 


Che Salt Lake Tribune <GT): DESERET NEWS mo 
(MORNING & SUNDAY) xs ey (EVENING) 
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COLOR IM WEWSPAPER ADS ADDS EXTRA SALES 
Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 


| Parade, The Saturday Evening Post 
‘and This Week Magazine, spot tv 


$750,000 Drive 
to Promote May as 
Metal Awning Month 


PittsBpuRGH, April 2—More than 
$750,000 in multi-media advertis- 
ing will be spent this spring to 
promote May as National Metal 
Awning Month. 
The industry’s three big basic 
suppliers—Alcoa, Kaiser and Rey- 
nolds—will back the campaign 
with an aggregate of about $500,- 
000 in tv, newspaper and maga- 
zine advertising of their own, 
wile aluminum awning dealers 
are expected to spend about $250,- 
000 in local tie-in efforts. 
Major objective of this year’s 
campaign is to boost 1957 volume 
above the record $200,000,000 in 
retail sales chalked up in 1956, 
according to the National Metal 
Awning Assn., sponsor of the Na- 
tional Metal Awning Month and 
coordinator of the May campaign. 
Alcoa’s part of the push will be- 
gin April 28 with 1,000-line ads in 
dailies in 52 cities. On May 19 
“The Alcoa Hour” (NBC-TV) will 
plug local aluminum awning deal- 
ers. 


® Kaiser’s participation begins 
May 5 with 1,000-line ads in 
dailies in 28 cities. These ads will 
also announce a free trip to Ha- 
waii contest (25 words or less on 
“I prefer aluminum awnings be- 
cause..."). The “Kaiser Alumi- 
num Hour” (NBC-TV) will fea- 
ture aluminum awnings twice, 
May 7 and May 21. 

Reynolds’ program opens with 
part of a page in the May 13 Life, 
followed by a color page in the 
June American Home and a three- 
quarter page in the June Better 
Homes & Gardens. 

Dealers in about 200 cities are 
expected to tie in with the sup- 
pliers’ ads with pages of coopera- 
tive ads in local dailies. 

Dubin, Feldman & Kahn, Pitts- 
burgh, is the advertising and pr 
counsel for the National Metal 
Awning Assn. . 


Vitamin Corp. Repeats Drive 
Vitamin Corp. of America will 
repeat its successful summer pro- 
motion of last year in which Rybu- 
tol 250’s, regularly selling for 
$13.50, will be featured at $9.95. 
The promotion, to run May 15 
through Aug. 15, will be supported 
by ads in Family Weekly, Life, 


and radio and local newspapers. 
Batten, Barton, Durstine & Osborn, 
Los Angeles, is the agency. 


Lloyd Advertising Moves 


Lloyd Advertising, Boston, has 
| moved to larger offices at 9 New- 
| bury St. 
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ONE RIOT, 
ONE RANGER! 


You know about the Texas town 
with a big riot. The Mayor sent a 
hurry call to the Governor asking 
for Texas’ own army, the Rangers, 
to come and put it down. One 
Ranger appeared. When the frantic 
Mayor asked where the others 
were, the Ranger drawled, 


“You got 
only one riot, 
ain’t you?’’ 


Similarly, when you have one 
piece of color copy to run nation- 
ally in letterpress and gravure, you 
need only one source: C M & H. 


We specialize in fine photoengrav- 
ing reproduction for national ad- 
vertising by letterpress and gra- 
vure. The same know-how, skill, 
and standards are applied in mak- 
ing, finishing, and proving letter- 
press plates on copper and gravure 
positives on glass. In both cases, 
the photoengraving is proved on 
actual publication stocks to assure 
the finest reproduction. 


The next time you have national 
color copy to run letterpress and 
gravure, make life safe and simple 
by ordering plates and positives 
from 


Fri" a 


Collins, Miller & 


| Hutchings Inc. 


America’s Finest Photoengraving Plant For 
Letterpress and Gravure—Now Celebrating a 
Quarter-Century of Service to American 
Advertisers and Their Agencies 


333 WEST LAKE STREET, CHICAGO 6, ILLINOIS 
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‘DAVENPORT 
NEWSPAPERS 


© MORNING ° 
; © SUNDAY 
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Circulation 50,000 Daily — 53,000 Sunday. For the 
tenth consecutive year — first in lineage in all lowa 


and the Big O . . . a $486,894,000 market! 


CIRCULATING DAVENPORT, IOWA; ROCK ISLAND, MOLINE AND EAST MOLINE, ILL. 


Represented by Jann & Kelley 


7 

Lorillard Tests 
Newport Brand 
s s a. 
in California 

(Continued from Page 3) 
ADVERTISING AGE last year estimat- 
ed Lorillard’s 1956 advertising at 
| $14,000,000, and its 1955 expendi- 
ture at $13,907,242 (AA, Dec. 24, 
56). 


There are still some people, Mr. 
Gruber said, who believe that ad- 


vertising is an extravagance and 
that such money should be applied 
| to dividends. But the purpose of 
| advertising, he said, is to “sell more 
|goods to an increasing number of 
users, so as to improve earnings 
and to help maintain a dividend 
rate commensurate with sound 
business principles.” 

The company’s management, Mr. 
Gruber said, “is determined to re- 


Louisville’s 


BEST KNOWN FIGURE 


The WHAS-TV Channel 11 figure drives swiftly across viewers’ 
screens many times each week with a reminder to watch 


Shell Oil’s 6:15 pm WHAS-TV News with the exclusive daily 


newsreel. With his camera, on other slides, he heralds the 


every-night 10:30 News for Greater Louisville First Federal 
Savings and Loan Association. 


Whenever they see the Channel 11 figure, viewers are 
reminded they are tuned to WHAS-T'V where superior 


programming is the rule. 


He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 


programming PAYS OFF! 


Are you participating ? 


Advertising Age, April 8, 1957 


store Lorillard to a more influen- 
tial position in the industry and 
our products to a more favorable 
place in the market.” 


s New advertising programs, he 
said, include (1) Old Gold spon- 
sorship of outstanding Hollywood 
films, shown over 133 key televi- 
sion stations, (2) large numbers of 
new Old Gold and Kent radio and 
tv spots, (3) a saturation campaign 
for Kent through radio network 
participation commercials on more 
than 800 stations and (4) use of 
Sunday newspaper programs, the 
Jackie Gleason show (CBS-TV) 
for Old Gold and “The $64,000 
Challenge” (CBS-TV) for Kent. 
Lennen & Newell handles Old 
Gold and Young & Rubicam Kent 
and Newport cigarets. * 


Prentice-Hall Publishes 
New Mangan Selling Book 

Starting with the proposition 
that a salesman must sell himself 
before he can sell his product, 
James T. Mangan has written a 
new how-to book for salesmen— 
this one on “How to Win Self- 
Confidence for Selling.” He starts 
off his opening chapter, “12 Tech- 
niques to Support Self-Confi- 
dence,” by saying, “No matter how 
much or how little self-confidence 
you have, it is necessary to main- 
tain a constant program for re- 
plenishing and increasing your 
supply.” 

Sections cover “Fears and 
Weaknesses—How to Capitalize on 
Them,” “How to Build Courage for 
Confidence,” “How to Apply Self- 
Confidence to Sales,” and “Using 
Your ‘You’ to Sell Confidently.” 
Prentice-Hall is the publisher. The 
book, including index, has 214 
pages, sells for $4.95. 


‘Contractor’ Increases Rates 

The Contractor, New York, semi- 
monthly news-tabloid in the 
plumbing, heating and air condi- 
tioning field, has raised its adver- 
tising rates. The b&w page rate, 
one time, moves up 16.7%, from 
$480 to $560. Its controlled circu- 
lation of 25,000 remains the same. 
The increase was attributed to ris- 
ing production costs. 


Lever Names Collett Adviser 

Lever Bros. Ltd., Toronto, has 
appointed R. B. Collett advertising 
advisor to its marketing divi- 
sion. He has been a vp of Young 
& Rubicam Ltd. and manager of 
the agency’s Toronto office for the 
‘aa three years. 


* 


AUTOMOTIVE 
WORLD 


) YEARS 


of Service to 
Exporters Promoting 
American Products 
in World Markets 


With the April 1957 issue 
Automotive World cele- 
brates its 5th anniversary. 


31% Increase 
The largest advertising 
volume in its history... 
31% increase over the big- 


gest issue in 1956. 


VICTOR A. SHOLIS, Director 89 pages of advertising 


NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter & Parsons 


Editions in English and 
Associated with The Courier-Journal and Lovisville Times 


Spanish 40,000 monthly 
circulation worldwide. 


AMERICAN EXPORTER 
PUBLICATIONS 
NEW YORK, N, Y. 


ee es ee cee at a i ge ME reg. ee oe Me ei em 
eee meee” See I? Oe ee ee eee. A tM a I NN 5 RN a SF)! gl cetemmsmoraten oa (1a eel eer 
ee ee ae a a Sn ae a i ee ne er eel mane SM ren Lees og 
ceo tae RA ef i i oe Re: oa ol a ee ee ae : ‘ a . is era ace! le lata lea eal eek ac : te Ns een oe 
: Re ao ‘deg Pais 3 ; eee jae scien = Ea OO ae has dake , F ee am : aoa ; : : = i BOE) ang ee 
a il 
ea Po 
A 
E ee 
[ow Sach SD, ware Ge Sic ou A SS seamen . 
Sn 2) SS eared se tee wemmaction Each) oe ee ee t 
7 oo coun eoneene|ae 2 Ot ened lat eee hy A 
> a | tall ’ ‘oe © & é 
: ° et ee i 
i eee moses a = q 
a alton ‘aut oe toe seme) = “4 
6 25 Chee tomer Meee / = 7 
- Comemanity Cothege payer ute 7 rot 
rf reo) Davenport, lowa ot 
‘A es meh : 
re ies ~~ : 
is Te EG. Cite sans, ssi, ees 7 
re eo ot at sree te tent 3 
ai eeeeeeeeeeee | em Cueg. Oe Ge Geeton East Moline, Iilinois Gams som ane ; 
si es bag : - a 
rey ey Se =n 508 ee a 
ie ‘= ty Berets Bremeae ant am ter casse Unwrecing Gas On} i 
" 5 ele - Pa 
« aa\a, ous 6 tam 0 ery : 
= + ot met te Ge) Ae | mowmers come out of thew ‘74 
= ee sett calleguate game vou! Ges ‘ant ond e ie 
fy "ate ets ae co let ie Magnet. 5S gAD ‘2 
& * cant by Wesle atheers 0 Gren play ter er! yd | tabewrn piays! 
a “sedity te bet) The Owe tenga voted We =. inge and see how much time We lterrewed © be 
ee quested 0 waner tengen plan to conschtete test wctanging the pimp O\eume a \ , 
ay 2 hee cmmasl mertings ond hevelcourse the releree thinks be can thin sean Whe zt 
is “Sash + me net te tiem se Uh bet thew cotage Be 
ee ~ — ced te call tone ot leet back oe per wi Pr a 
ae 2 SES oe | 
ied we y 
=~ “ene game ammng em Devenger ‘ 
Nene sere tre 
r through Davenport Newspapers .. . : 
a s I ‘ 
a Res eS : 
. : 
2. ee 4 
he 4, 2 
oo “4 a : 
my ' 
o ie 
re, —— eee SS... 
oa | ig 
rah | 
| 
ae | fe 
Vas } me 
i tS 2 . 
ae z r e 
Ey : | 
: ; 4 3 
f i, 
hoe se ; 
a ai, 
is » | : 
4 ‘ 
. 2 | i 
. a7 * & % : | = 
q 2 , : + 3 
iy 5 
je * ; 
: < * A . : F: a 
: f : 
— ¥ Ps 
ae 4 a 
Be ~ wt ; ‘ ¥ 
sae ; 7 
a J 
‘a eS. y 
ibs 3 - a 
Pee O . ay hi, a 
i » wv eo 4 t 
3 % 3 7 ef ‘ 
te ———— x ie ‘. 
: , . 4 ‘ 
hy ‘ ; F i i 
P, a + 
fe F y 
ae bh ie 7 
ie a a : 
ets 
id. § 
< : 
Bs Pe 
ager . 
a he 
” ” ee | oe 
2 
+" | 
ee | 
ae 
ie Be | 
ha a w. ? 
ae 
ce pf >» 
Bie) 
¥ ts - ’ , —_ F a 
pes 2 U K 
a ISViLiE KENTUCS 
i 
ea : 
a bye : ; BA oe da pus . = =a" _ — a pr ‘i ae oe ee eager hn ‘ eit) 
Ligh, Ce Fade 2 = 7 alt! ox ale 4 Jb aye) a eee eh ed ss teh eres a oe nee fates eee oe at ae cds Ps a eee Te 
ey See 4 - : Ce ae * po a ‘ - es yt Cok Se aitalex. ee ee, eed ee Rees eet rat +4 een 7 ee 5 ae. a ety Fees Pee * y + * 
cali. otis By I ce nae mam aremeentit we, Nt i ze gael, “yr 44 une - et ae TE aes ii a ee a ee ae era Sesh tes te ha Pees ing ee eet en 
peaerge ee ne e < as geay 8 al ds oa Deron Meet) oe Ep ae Peay 3 Bi ec | A i ee a Re a Bek 
. aes vip ee Ves el 0 nS ie Ra a Sek eee 7 ae, gt ee oe 3" ee pr oie. ee 
‘i =f ae a * Pies.e er ae Se es a | bly aul ll co ah, ae eer . gy Sug haa tems cs: eo eae tt ce ats ae ee ae Se tee ee | a 
Er eT ies) ARMM ee ae NE RS le Pk? RR a ORES 
a7 eae Bilge oe Pee tee ' PE Tig 8, MBs oy ee fs Dee cf > bs i 


This is an eye-witness view 
of a massive threat. 


A Look team brings you the first 


American picture report from 


Inside Red China. 


Red China has one out of every third child in the world, a rigidly disci- 
plined political system, growing industrial might. Does its mounting Look photographer Phil Harrington is modern photo-journalism at 


This 17-page report by LooK Moscow correspondent Ed Stevens and 


strength inevitably mean war? Is American influence still felt? its best. It’s a vivid example of how LOOK, issue after issue, produces a 


sper und di f le, and of th Id live i 
Now, through the current LOOK, you travel inside Red China with the Coepet CREASE Oe e reee ee 


first U.S. newsmen to visit there since Chiang Kai-shek fled the main- Here, again, is the exciting story of people. Here is mews. Here’s the 
land. You talk to and see peasants, “block chairmen,” Premier Chou reason why over 20,000,000 people read LooK . . . why, since 1946, 


En-lai. You visit the steel mills, nurseries, rice fields, the bustling cities. Look has become America’s fastest-growing major magazine in both 
You get a first-hand report on the Chinese political system, its economic circulation and advertising revenue —and such a big, convincing sales- 
growth, the people’s attitude toward Russia and toward ourselves. man for the products of American industry. 


CIRCULATION NOW MORE THAN 5,000,000 LL O O kK the excitin g st ory of peopl ¢ 
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The Saturday Evening 


ALL YOU HAVE TO DO IS GUESS THE TOTAL MINUTES ALL READERS 
WILL SPEND WITH A SINGLE ISSUE OF THE SATURDAY EVENING POST. 


, . “a: 1 2nd PRIZE: $1,000 WORTH OF READING-TIME 
Ist PRIZE: A two-week trip to Tahiti for two! eet aly nen Bieta mg Bam tn 


; . . P For the VIP’s reading-time pleasure, we offer $1,000 worth of 
Think of it! We'll whisk you to the South Seas — to books of your own choosing as the big second prize. This may 


be your greatest chance to start, continue or finish the library 


Tahiti, island’paradise that’s as exotic and richly color- collection you've always wanted! 

ful as a Gauguin canvas, where you’ll spend time in 3rd PRIZE: A $1,000 TIMEPIECE 

wonderful ease and contentment! If it so happens that —B*. our guest > © he fe as eel om — 
you don’t go for Tahiti (perish the thought!), we'll send —Pleasurable with a unique timepiece such as this! 

you off in equally plush style to London. You can spend 25 RUNNERS-UP WIN DISTINCTIVE PRIZES 


25 runners-up will be the winners of other valuable prizes: fine 
Wrist Watches, Stop Watches, Travel Clocks, Conversation 
Timers and Hourglasses! 


your time there gazing at Big Ben, or whatever best 
pleases you. That just proves how easy we are to get 
along with. Remember now, two splendid, enchanting WATS HORE... EVERTON WEES 


You can’t lose! Every person who submits his or her entry will 


weeks abroad may be yours, all yours! be awarded a special prize! 
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CLUES: 


1. Time-Spent Potential: The average issue of the Post contains 8 articles, 


4 short stories, 2 serials and other features. In all, some 81,000 words of editorial 
material alone, plus all of the advertising. 


2. Readers: An average copy of the Post is read by at least 3.8 persons. 


3. Circulation: Post circulation is now averaging about 5,200,000 copies per 


issue. Base your answer on your estimate of the circulation of the April 13, 
1957, issue of the Post. 


Let’s go through a test run to show you how easy it is. You guess the circulation 
of the April 13 issue is maybe 5,200,100. Multiplied by the number of readers 
for each copy (say 3.8), it works out to 19,760,380 readers. 


Now, say, you decide that the average Post reader spends—um—178 minutes 
with each issue. So you multiply 19,760,380 by 178 and you get three billion, 
five hundred seventeen million, three hundred forty-seven thousand, six hun- 
dred and forty as the total of minutes spent reading the issue. Now 178 is not 
necessarily your number. It might be 59, 118, 231 or some other figure. Now 
guess! Mail your coupon today! 


RULES OF THE CONTEST: 


1. First-prize winner will be the person coming closest to the median of all the 
total-time-spent figures submitted by the contestants on the basis of the formula 
below. Other prizes will be awarded for the next-closest estimates. 

2. Who may enter: If you are employed by an advertising agency or are a 
member of the advertising or marketing departments of any company that 
advertises nationally —you are eligible. (Employees of The Curtis Publishing 
Company or its subsidiaries and Batten, Barton, Durstine & Osborn are 
ineligible.) 

3. All entries must be received before the close of this contest at midnight, 
May 8, 1957. 

4. Each contestant is limited to one entry. No entries will be returned. 

5. Circulation estimate, readers-per-copy estimate and time-spent estimate 
must appear individually on coupon below. 

6. In the event of ties, further contest material may be required. 

7. Decision of judges is final. 
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To: “Time-Spent” Contest 
The Saturday Evening Post 
380 Madison Avenue, New York 17, New York 


Multiply: 
x x - 
(Circulation (Readers (Minutes) (Answer) 
estimate per issue) 


April 13 issue) 
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requests for data 
prove it the most 
looked-to-source 
of information 
on media 
markets 


‘ 


i 


f 


Advertising Age, April 8, 1957 


'Ad Council Needs Fewer, More ‘Important’ 


(Continued from Page 3) 
pact and prestige of mass media 
“may even produce a situation in 
which the sale becomes too easy 
from the point of view of the pub- 
lic good. Some people, for exam- | 
ple, have maintained that in com- | 
parison with the needs of other | 
health problems, the March of | 
Dimes has collected a dispropor- 
tionately large sum of money each 
year.” 

Mr. Ludlam hastily left this 
ground, acknowledging that it is 
“dangerous and controversial,” but 
he paid tribute to the March of 
Dimes’ use of mass media. 


® The multiplicity of funds is a 
|grave problem, he said, arising 
|from the fund-raisers’ observation 
of how mass media successfully 
helped in wartime problems. The 
Advertising Council gets about 140 
applications for help a year. Reel- 


CHAMPION Sets the Pace in Papermaking 


Rewinders in the coating mill of Champion’s Ohio Division 


As you like it... Champion quality paper 
to meet your specifications 


Combined with Champion’s high standard of product is the con- 
stant effort to serve you better. One such service is performed on 
the rewinders equipped with a slitting device and guided by an 
electric eye. Here roll paper is precisely trimmed to your speci- 
fications and further inspected to assure you of uniform quality. 
In service as in quality, Champion maintains its leadership of the 
papermaking industry. 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas and San Francisco. Distributors in every major city. 


d’ Arazien 


Causes, Better Local Backing, Ludlam Finds 


ing off the list of available na- 
tional causes, he quipped that “if 
that’s all we did, and used the 
mass media for those ends, there’d 
be a very real danger that we 
would turn the country into a na- 
tion of hypochondriacs.” 

The council has a set of stand- 

ards, and he enumerated them, to 
decide on whether a cause may be 
supported: (1) It must keep to a 
high level in promotion and ac- 
counting methods (here he cited 
the work of the National Infor- 
mation Bureau); (2) the enter- 
prise shall not be for profit, po- 
litically partisan or connected with 
lobbying; (3) it must be genuinely 
national in scope, and (4) it must 
be of sufficient importance to war- 
rant the use of national advertis- 
ing. 
Later the council was compelled 
to add the requirement that in a 
health campaign the disease be 
“important”—or the numbers of 
people afflicted substantial—be- 
fore support is given, “since the 
practice had developed of organi- 
zations forming themselves around 
the most obscure ailments and 
asking that they be called to the 
attention of the public for the pur- 
pose of raising money for re- 
search.” 


s Sometimes, he said, the argu- 
ment is advanced that while few 
people know they have it, more 
would recognize it if doctors diag- 
nosed it correctly. When the coun- 
cil suggests publicizing the disease 
to the medical profession, the an- 
swer comes, “Oh, we have done 
that but the doctors don’t pay any 
attention to a disease unless they 
hear about it on radio and televi- 
sion.” 

“The suggestion seems almost 
inescapable,” Mr. Ludlam summed 
up, “that we are being asked to 
use advertising in order to induce 
more customers to contract a dis- 
ease.” 

The problem of weeding out the 
substandard organization is one 
thing, he confessed, but the real 
ye is that of choosing among a 
growing number of good causes. As 
for a solution, he mentioned the 
possibility of grouping campaigns, 
emphasizing that the council could 
take no position on the advisabil- 
ity of federating campaigns. 

Finally, he said soberly that 
“these times make many demands, 
not the least of which is the de- 
mand on the individual citizen to 
give his dollar, to devote his hour, 
to causes which will make his own 
life more meaningful or the world 
of his family and his neighbors a 
better place. 

“No one would end such de- 
mands—the decision to work, to 
give, to bring our influence to bear, 
must be based on sober judgment, 
wisely informed. To act otherwise 
is to shrink from a choice which 
year by year grows more urgent 
for us all.” + 


Sears, Roebuck Reports 
Record Sales, Profit Up 3.8% 

Sears, Roebuck & Co., Chicago, 
enjoyed net sales of $3,555,684,148 
in 1956—an alltime high—up 
7.53% from net sales of $3,306,- 
826,181 in 1955, the annual report 
to stockholders shows. Net profit 
for the fiscal year ended Jan. 31, 
1957, was $164,816,293, or $2.20 
per share, an increase of 3.81% 
over net profit of $158,766,665, or 
$2.13 in 1955. 

In discussing accomplishments 
of the past year, the report said 26 
new stores were opened, account- 
ing for approximately 2.5% of to- 
tal 56 sales. In communities where 
Sears does not have retail stores, 
81 catalog sales offices were 
opened during the year. Sears also 


reported that 38% of total sales 
were made on an instalment basis 
and 6% under its revolving charge 
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How Hard is Easy? 


Easy money and easy sales are hard to come by. But hard sell is easy as 
falling off a log. Just pick the right Pittsburgh newspaper or newspaper 
combination to carry the product message you poured so much thought, work, 
effort and money into. Our trusty trio—Brod Coverage, Hi Acceptance and 
Lo Cost make the Post-Gazette the right paper for you in Pittsburgh! Linage 
is at an all time high, 3 million lines ahead of Pittsburgh's third daily. 
Circulation in '56 was up 14,956 over a fabulous '55. No wonder we say... 


Genel, HAS Hayao in, Peaheege 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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IN 1949 the Number 1 
in all radio reached 7.8 MILLION 
with 23.6 MILLION m 
IN 1957, the new CBS Radio I 
8 MILLION different fa 
minutes of commercial mess 
lower cost per t: 
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lielsen-rated half-hour program 
different families 
linutes of commercial message. 
MPACT plan reaches over 
nilies with more than 25.5 MILLION 
mage—at 65 percent 
Shousand commercial minutes! 


The 
CBS Radio 
Network 
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New Sales Units 


been regional manager of major 
appliances for Wesco; M. E. Lan- 
ning, southeastern regional man- 
ager, who had been sales promo- 


Stretch Manpower ‘e227, fo: 2h, sptance 


at Westinghouse 


(Continued from Page 2) 


division’s “southwestern district; 
James E. Hugo, central region 
manager, who had been manager 
of distribution for portable appli- 
lances; William R. Cooney, north- 
| western region manager, had been 


; Manager, had been sales manager 
|of packaged products for the air 
|conditioning division; and Walter 
/T. Baker, Pacific Coast manager, 
|who held a similar job for major 
appliances. 


Specialty Products. General sales 
manager is Robert W. Stewart, 
who has been general sales man- 
ager of Wesco’s consumer prod- 


sumer products divisions, pointed| regional manager of portable ap-j|ucts. Alfred D. Burke, recently 
out that appliances-television-ra-|pliances in San Francisco; Robert 


|consumer products branch manag- 


| 
| 


ager. District sales managers will 
be named in each of the 13 Wesco 
district offices. 


WESTINGHOUSE SPLITS 
INDUSTRIAL AD SETUP 

PITTSBURGH, April 4—Westing- 
house Electric Corp. has formed 
two new headquarters advertising 
departments which will take the 
place of the former industrial ad- 
vertising department. 

The new departments are (1) 


dio sales for the industry grew 
from $2.2 billions in 1946 to $8.4 
billions in 1956, and that 14 new! 
appliances introduced since World | 
War II ended now account for 
more than half of the appliance 
industry’s volume. 

Similarly, Richard J. Sargent, | 
marketing and distribution gener- | 
al manager of consumer products, | 
pointed out that the major appli-| 
ance and portable appliance in- 
dustries now turn out 70 products | 
(Westinghouse makes 37), and 
that otherwise competent men} 
couldn’t be authoritative about a) 
line ranging from a $12.95 iron to 
a $600 built-in refrigerator. 


s The new marketing organiza-| 
ions entailed these personnel re-| 
assignments: 


Westinghouse Appliance Sales. 
Louis G. Berger will be general 
manager (he joined Wesco in 1924, 
and late in °56 was named sales 
manager of the corporation’s con- 
sumer products group). Under him 
are Leo M. Cronson, manager of 
the eastern and Middle Atlantic 
region, who previously was Wes- 
co’s Middle Atlantic region man- 
ager; L. G. Hardy, who will head 
the southeastern region (he had 
been regional consumer products 
manager in Atlanta since 1953); 
Jess W. Haynes, central region 
manager, who had been Wesco’s 
regional manager in Cleveland 
since 1954; William A. Douglass, 
manager of the northwestern re- 
gion, who had been major appli- 
ance regional sales manager in 
Cleveland; James J. Eagan, manag- 
er of the southwestern region, and 
previously manager for Wesco in a 
similar capacity on consumer prod- 
ucts, and Martin B. Sauer, Pacific 
Coast regional manager, who held 
a similar job with the consumer 
products division. 


Factory Field Sales. George H. 
Meilinger will be general manager; 
he previously was manager of dis- 
tribution for major appliances and 
joined the company in 1936 after 
having been a sales supervisor for 
General Electric Co. Under Mr. 
Meilinger are: William H. Loeber, 
eastern regional manager, who had 
a similar job for major appliances 
in Wesco; Elmer M. Binns, Middle 
Atlantic region manager, who had 


In 1956 
the EAGLE had 


94.1% 


of all New Passenger Car 
advertising linage 
Source: Media Records 


Based on 9/30/56 ABC Publisher statements 


WICHITA 
EAGLE 


A member of the Metro Sunday Comics Network 


WICHITA, KANSAS 


REPRESENTED BY O'MARA & ORMSBEE 


J. Moore, southwestern regional|er in St. Paul, will be sales man- 


general products advertising, 
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which will be responsible for the 
advertising and promotion of gen- 
eral product divisions as well as 
for the agency and construction de- 
partment, and (2) the apparatus 
and defense advertising depart- 
ments, which will handle adver- 
tising and promotion of all divi- 
sions dealing with defense and 
apparatus products and atomic 
power. 

W. T. Rush, formerly sales pro- 
motion manager of the northeast- 
ern region, has been appointed 


“We know trade and ind 


Q Mr. Gunder—before we get into a 
general discussion would you tell me 
something about Hamilton's new elec- 
tric wrist watch? It certainly intrigues me! 


A it seems to have intrigued a lot of 


anuary with trade and consumer pub- 
icity, and subsequently with publication 
advertising to both audiences. It enjoyed 
an instantaneous response. Our Produc- 
tion Division is still trying to catch up 
with the orders. 


inte We announced it early in 


Q Were you the first company to de- 
velop and introduce an electric wrist 
watch? 


A Yes, we were the first. And we expect 
the electric wrist watch to remain 
exclusive with Hamilton, for a while, at 
least. We have about 50 patents pending. 


Q That's very interesting. Now, would 
you tell me about the background of the 
Hamilton Watch Company? 


A it comes asa surprise to most people 
that although the name Hamilton is 
widely known, we are actually one of the 
youngest American watch companies. 
The first watch enterprise on this site 
started in 1874, Difhculties were en- 
countered, however. After several re- 
organizations, our firm first went into 
business as the Hamilton Watch Com- 
pany in 1892, 


ustrial publications 


Hamilton Watch Company’s Robert J. Gunder 
began his business career in the most highly re- 
garded American tradition—as a newsboy during 
his grammar school days. Mr. Gunder majored in 
drama at Carnegie Tech and has written a number 
of plays and radio scripts. After a short stint with a 
Little Theater group in Gloucester, Mass., he 
sensed that the advertising field would prove both 
more dramatic and challenging. He joined Hamilton 
in 1928 as an advertising copywriter, and today is 
the company’s Director of Advertising and Sales 
Promotion. He is a member of the Management 
Committee of the Association of National Adver- 
tisers. We interviewed Mr. Gunder on the subject 
of advertising in general, and on trade and indus- 
trial publications in particular. We think you'll be 
interestgd in his views. 


Q Did you specialize in any particular 
type of timepiece that gave you a com- 
petitive advantage? 


A We certainly did—the first objective 
of those who founded the company was 
to produce a quality railroad watch. 
Along about the early °90’s a series of 
disastrous railroad wrecks occurred— 
many, if not most of which were caused 
by engineers’ watches that could not 
keep accurate time. For the first several 
years our entire production was in 
railroad watches. That gave us the repu- 
tation, which we still enjoy today, of 
manufacturing “the wes. of railroad 
accuracy.” 


Q Are railroad watches still your big- 
gest item? 


A No, they are not. They are still one of 
our vitally important products, but they 
represent only a mall percentage of our 
watch volume. Except with railroad 
people, pocket watches are no longer 
popular, in spite of the fact their rela- 
tively large diameter movements can be 
made to insure an extremely high degree 
of accuracy. No, our largest volume is in 
wrist watches—men’s and women’s. The 
public wants wrist watches, and we make 
a wide variety of styles to choose from. 
The public also wants more than one 
type of watch. For those who want a 
manually wound watch, we have it. For 
those who want an automatic watch 
that’s self-winding, we have that, too. 
And we have the new electric watch. 


Q When did Hamilton first advertise? 


A Oh, we have always advertised . . . at 
least our records show advertising as far 
back as 1893. In the early days, we con- 
centrated largely on testimonial adver- 
tising. It’s interesting that we never 
solicited or paid for a testimonial—we 
had files full of them from railroad people 
all over the country who volunteered to 
testify to the quality of the Hamilton 
watch. | guess our company is as good an 
example as any of the value of advertis- 
ing. I would say that if you ask people at 
random who makes railroad watches, 
9 out of 10 will name Hamilton. 


Q When did you first use the trade and 
industrial press? 


A We've advertised to the jewelry trade 
ever since we started in business. We 
feel we are a leader in the jewelry indus- 
try, and as a leader we must be repre- 
sented in the publications which serve 
our industry. There are two national 
publications in the general jewelry field 
and two horological. We use all four, and 
also several regional magazines. 


Q What would you say your advertis- 
ing philosophy is? 


A Well, we have a very definite objective 
in our advertising. In essence, it’s to 
maintain—and continue to build—the 
public’s concept of Hamilton as the 
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manager of the new general prod- terday at the Hotel Pierre. |same number of listings. The 1957! precepts of low-pressure “educa- 
ucts ad department, and C. «| Harv ey Thomas, 86, | Born in —- Pa., Po Thomas | edition contains more than 9,000 tional” selling. 
Boyles will be assistant manager. 2 2 |was a descendant of a Quaker! pages, 11,859 advertisers and. 

R. F. Gomber and T. J. Farrahy, Business Register ‘family that came to this country | 45,100 ads. It weighs more than|" Mr. Thomas was an ultra-con- 
formerly manager and assistant Dyblisher, ls Dead ‘in the 17th century. As a young | 50 Ibs. During its first five years, | 5°TV@tive and unusually — 
manager, respectively, of industrial | - 'man he worked on his father’s| Thomas Register got all of its sub-|™@", whose major interest was 
advertising, have been named to| New York, April 3—Harvey | farm and then became a newspa-| scriptions and advertising by mail. centered in his publishing busi- 
these same positions in apparatus| Mark Thomas, 86, founder and|per reporter in Philadelphia and | Then, in 1910, Mr. Thomas bought | "€5s- He had what his friends de- 
and defense advertising. ‘president of Thomas Publishing |New York. In 1898 he started his| out the rival register of Samuel E. scribe as “a passion for anonym- 

Mr. Rush also will supervise ad |Co., publisher of Industrial Equip- | grocery register. Hendricks and acquired its sales | 'tY- F ; ; 
and promotional activities for five| ment News, Thomas Register of| In 1905 Thomas Register of | force. He remained active until about 
general product divisions and one| American Manufacturers, and the | American Manufacturers made its| Today, most of the company’s|®, Year 480, when a circulatory 


subsidiary company which have|Thomas Wholesale Grocery &|appearance as a 25-oz. publica-| 60 salesmen are independent con- | 4isorder made it increasingly dif- 
tion with 81 advertisers and the! tractors, who follow Mr. Thomas’ | ficult for him to move about. His 


their own ad departments. 


e Kindred Trades Register, died yes- | 


son-in-law, Olaf Holst-Knudsen, 


maker of fine quality merchandise. We 
consider ourselves a somewhat con- 
servative company, and as a result, our 
advertising must reflect the prestige, 
quality and reputation we have built up 
over the years. We stress good taste 
and style that will stay in style. 


Th i. this your objective in both your 
consumer and trade advertising? 


- - Re | paid for the rights to a food proc- 
- ' : precision gages and highly specialized that a director of advertising has to face. essing system. Postum later 

A Nc: exac tly. We do merchandise alloys; we also sell our fabrication service We are strongly against fixed budgetin adopted the name General Foods 

our ~oxamer advertising to dealers by —miniature assemblies which must be At Hamilton we ait etal a nil Corp. 

reprixi.icing consumer ads in the trade made with a great deal of accuracy. Here | 


pubhcations, thus reminding the jeweler 
of our reputation for quality and style. 
But we have a message for him as a 
dealer. When he sees our ads in con- 
sumer magazines he tends to view them 
as a consumer himself. But when he 
reads about our company and its prod- 
ucts he wants information that will help 
him as a businessman. Our advertising in 
the trade press stresses ideas that will 
further cement our dealer-manufacturer 
relationship. | think that a man who 
picks up a trade publication has in 
essence said to himself, “This is the time 
I have allotted to my business, and 
everything that is connected with my 
business 1s of interest to me.’ That's 
why we feel it is the most favorable 
climate in which to make our presenta- 
tion within the business area. 


Q You feel, then, that you couldn't do 
without trade publication advertising? 


A Well, of course you can do without a 
lot of things if you have to, but I'd say 
they were a mighty important part of the 
whole process of selling. We know trade 
and industrial publications deliver the 
audience we must reach. And I'll say 
this—I’m sure there are a few retail 
jewelers who don’t read jewelry trade 
publications, but I'm sure there are no 
important ones who don’t! 


Q Do you use any other trade or indus- 
trial publications? 


A Oh, yes indeed. You see we make many 
products beside watches, and we use 
the trade or industrial publications in 
their respective fields to promote them. 
But even in our watch business we use 
more than jewelry magazines. For in- 
stance, we have a Presentation Sales 
Division in which watches are offered— 
through jewelers—to industry. Business 
organizations of all types are potential 
customers for Hamilton watches as 
awards—for outstanding achievement, 
years of service, et cetera. Naturally, in a 
program of that kind you must reach 
corporation officials, purchasing agents, 
personnel directors who are directly 
concerned with choosing such awards. 


eae CEE 


So we use the general business publica- 
tions and industrial media they read. 


Q What about your products other than 
watches? 


A Our Allied Products Division, through 
which we sell products other than 
watches, uses trade and industrial publi- 
cations, too. For instance, we make 


again, to reach the buying influences 
concerned with these products, we use 
the business publications in their fields. 
We also have an electronics division—the 
Hathaway Instrument Division, in Den- 
ver, which advertises regularly in the 
trade press. 


sdeliver the audience we must reach” 


Q How many trade and industrial 
magazines would you say you use 


altogether? 


A About 20. 


Q What method do you use for deter- 
mining your advertising budget? 


A That is the most important question 


considered forecast of business. We then 
try to appraise the size and type of prob- 
lems we anticipate for the coming year. 
Experience then tells us approximately 
what weight we must put in different 
areas, what must be done in those areas 
and how much it will cost to produce the 
sales we feel we should expect. We can 
then make a firm budget recommenda- 
tion. In other words, we employ the 
task method. 


Q One last question—do you feel that 
trade and industrial publications satis- 
factorily serve the purposes they're 
intended to serve? 


A By and large, yes. The ones I see do 
an excellent job of reporting the latest 
news and ideas in their respective fields 
on both the editorial al advertising 
pages. In fact, that’s the major difference 
between these publications and con- 
sumer magazines; trade advertising is 
often as important to the reader as the 
editorial pages, 


Through the use of trade and industrial publications you are able to com- 


municate with your customers and prospective customers in an atmosphere that 


is natural to them and most productive for you. Today’s reliable business press 


serves a purpose unduplicated by any other selling force. 


Chilton publications cover their chosen fields with an editorial excellence and 


a strict control of circulation that assure confidence on the part of readers 


and advertisers. With such acceptance goes a proportionate selling power. 


= 
;% 


= = Gas « Electronic Industries 


Chilton 


COMPANY 


Chestnut and 56th Streets +» Philadelphia 39, Pennsylvania 


== r= CHILTON PUBLICATIONS: Department Store Economist « Hardware Age 
The Iron Age + Jewelers’ Circular-Keystone + Distribution Age « Motor Age 
Automotive Industries * Optical Journal and Review of Optometry + Spectator 


: Commercial Car Journal + Boot and Shoe Recorder + Hardware World 
Butane-Propane News + Book Division 


|is exec vp and treasurer of the 
company. 


Wetmore Hodges, 
Financier of Frozen 
Foods, Dies at 69 


| Pato Arto, April 3—Wetmore 
Hodges, 69, who backed the late 
Clarence Birdseye in launching 
the frozen foods business, died 
here today. 

Mr. Hodges was one of a small 
group that backed Mr. Birdseye in 
|organizing the General Seafoods 
Corp. in 1924, and, not long after 
that, General Foods Corp. In 1929, 
as president of General Foods, Mr. 
Hodges played a major part in ne- 
gotiating the sale of the two 
| Birdseye companies to the Postum 
Co. for $22,000,000. At the time, 
|that was the largest sum ever 


| 
|® Graduated from Harvard Col- 
lege in 1911, Mr. Hodges, before 
World War I, was active in adver- 
tising and investment banking in 
| Detroit and in airplane manufac- 
|turing at Grand Rapids, Mich. 
|During the war he served in the 
coast artillery. Afterwards he be- 
came vp and secretary of the 
| American Radiator Co., New York, 
but resigned to become an asso- 
ciate professor of research at 
the Harvard University graduate 
school of business administration. 
Following World War II, Mr. 
| Hodges moved to Redwood City, 
Cal., and established two research 
|and development companies, the 
Hodges Research and Development 
Co. and Wetmore Hodges & Asso- 
ciates. - 


COMPATIBLE 


Here's a merchandising 
service that makes for 
a perfectly integrated 
space-and-direct-mail 

campaign, saves you 
enough money on direct 
mail production costs 
to pay for a powerful 
businesspaper campaign. 


Get the facts! 


TRAFEIC 
Ww onrnRi.D 
515 Madison Ave., N.Y. 


| 
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Penick & Ford Names Three _— Two Agencies Join Ad League 
Penick & Ford Ltd., New York, | S. R. Leon Co. and William G. 
has elected M. J. Martin, in charge | Seidenbaum Agency, both New 
of sales for the packaged grocery | York, have been elected to mem- 
department, to the additional, and| bership in the League of Adver- 
newly-created, position of exec) tising Agencies, New York. 
vp. O.H. Tousey, formerly western 
manager of bulk product sales,| Shapiro Heads MPA Committee 
has been elected vp in charge of S. O. Shapiro, vp and director 
ik product sales. Mr. Tousey | of circulation for Look, has been 
eds D. P. O’Connor, who be- 
omes vp in charge of public re- 
lations, also a new position. 


succe 
committee of the Magazine Pub- | 
| lishers Assn., New York. 


aS *e., 


DAY and NIGHT 
Agency Serice 
712 FEDERAL ST., CHICAGO © WAbash 2-8816 


named chairman of the circulation | 


Bristol-Myers 
Sales Rose 18%, 
Net 14% in ‘56 


New York, April 3—Bristol- 
Myers Co. reports that in its 69th 
| year, 1956, the company had the 


_ | highest sales and second highest 


| earnings in the company’s history. 
| The company’s annual report 
|shows sales of $89,403,544 
| year, up 18% and almost $14,000,- 
| 000 from 1955 sales of $75,746,827. 
Net earnings for 1956 were $5,- 
| 586,168, or $1.75 per common share. 
|In 1955 earnings were $4,865,752, 
| or $1.50 per common share. 

In his letter to stockholders, the 
company’s president, Lee H. Bris- 


penditures in 1956 were at the) 


|highest level in the company’s 
| history. While we use virtually all 
major media, our greatest 


accounts for 52% of the total.” 


and its subsidiaries in 1956 totaled 
| $17,898,468, of which $7,246,296 is 
|reflected in total sales for the 
| year. Foreign income included in 
|reported earnings amounted to 
$785,228. 


|@ Major share of the 1956 sales 


| increase is attributed to the com-| 


|pany’s products division, which 
|}makes all proprietary products. 
| Mr. Bristol reported the division’s 
sales 32% greater than the pre- 
vious year and representing 63% of 
the company’s total volume. 
“Two products were outstand- 
ing in this connection—Bufferin 
and Ban—both of which registered 
sharp advances over 1955,” the 
' stockholder letter continues. “Vi- 


last | 


tol, reported that “advertising ex- | 


em- | 
phasis is on television, which now | 


Foreign sales of Bristol-Myers | 


except 


weve greghing Hof man Or ang: 


~~ Hoffman 


Natural Flavor Beverages 


talis and Ipana showed good gains 
too. Indeed, almost every product 
was ahead of the preceding year.” 

Mr. Bristol noted that “about 
60% of the 1956 sales of Bristol- 
Myers products division snd Bris- 
tol Laboratories came from prod- 
ucts which did not exist ten years 
ago and were developed through 
their own research programs.” 

In line with this, Mr. Bristol 
continued, the products division 
started market testing three new 
products in the latter part of 1956: 
Theradan, for the specific treat- 
ment of dandruff; Biogels, a new 


Advertising Age, April 8, 1957 


Every Hoffman beverage 
has Happy Taste... 


NEGATIVE APPEAL—- 
Hoffman Bever- 
age Co., Newark, 
N. J., a subsidiary 
of Pabst Brewing 
Co., has launched 
a new newspaper 
campaign in the 
New York area. 
The ads list rea- 


sons for “happy 
taste” in eight 
Hoffman flavors. 
The account 


is handled by 
Grey Advertising 
Agency. 


kind of bulk laxative, and Analoze, 
an alkalizing analgesic. , 

“We expect to begin marketing 
one or more of these new products 
nationally in 1957. On the basis of 
other new products now in various 
stages of development, our out- 
look for additional introductions in 
the months ahead is most promis- 
ing.” 7 


Warwick Advances Edens 
Robert L. Edens, formerly copy 


group supervisor of Warwick & 
Legler, New York, has been 


named copy chief of the agency. 


Faribo FLIGHT-LITE 


@ fashion-right colors 


@ attractively boxed 


‘cau od = ae eae 


Co 


fluff-loomed blankets and robes + 


the one and only—the feather- 
weight, virgin wool* blanket for 
cooler nights or air conditioned 
sleeping comfort. Delicate shades 
of carnation pink, dusk rose, blue, 
yellow, sahara beige, green and 
white. Twin or full sizes. 


Faribo SIESTA ROBE/THROW 


a wonderful, 


aged for gift-giving. 


* Remember—W ool is better by Nature—BEST by Faribo 


FARIBO BLANKETS - Faribault, Minnesota 


extensive collection of sparkling, new styles in a wide range of ide and prices. 


comfort accessory-gift—finely woven 
virgin wool*, deeply fringed. New plaids of coral, 
brown, beige; brown, blue, gray; brown, yellow, 
beige; or charcoal, green, gray. Altractively pack- 


the ideal ansner to your sales-incentive 


and business-gift problems... 


@ extensive collection of all-season weights 


to suit every decor 


@ luxurious acetate and nylon bindings 


to use for gift giving 


Faribo PAK-A-ROBE 


the family-gift for travel and 
sports enthusiasts. Tartan plaids in 
bold red, brown, gold or green. 
Soft, virgin wool*, deeply fringed, 
with carrying case that doubles as 
a cushion for stadium-events. 


BLANKETS and ROBES 


FARIBO CHALKS UP THE POINTS THAT 
YOUR CLIENTS WILL APPRECIATE... 


gu anenanenananasam 
| | 

For FurTHER | Please send me com- | 
INFORMATION » plete information on: 
; C] FLUGHT-LITE  [] PAK-A-ROBE [J SIESTA 

Name 

| | 

| Address | 

| | 

| City State | 

| | 
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WDAU-TV 
makes “ONE MARKET” 
of SCRANTON... : 
WILKES-BARRE and 
the 52 communities 
of NORTHEAST 
PENNSYLVANIA 
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On April Ist, WGBI-TV, Scranton, became the new WDAU-TV, Channel 22, 
an affiliate of WCAU-TV, Philadelphia. 


Everything's new on the new WDAU-TV! 


@ NEW! Power upped to one million watts. 
@ NEW! Doubled antenna height...the highest in the area. 


e@ NEW! Transmitting equipment is the latest advancement in the field of 
electronic transmission, increasing power nearly sixfold. 


@ NEW! Doubled coverage area...reaching 1% million people in 19 counties. 


@ NEW! Sharper, brighter, consistently clearer picture, over the entire area. 


In the past, WGBI-TV surpassed all competition in Scranton and Wilkes-Barre, both day and night. Now, the 


combined advantages of WDAU-TV’s new facilities, plus the seasoned skills of WCAU-TV, guarantee the 
LARGEST AUDIENCE IN THE AREA AT THE LOWEST COST! Phone H-R TELEVISION for the complete story! 


w/D| alu} © CBS Television Network in Northeast Pennsylvania 


Scranton 
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Edsel Is ‘Trade-Up’ 
Car for Ford, Says Fox 


(Continued from Page 2) 
market. 

But with Ford, he said, Ford 
owners have only the Mercury to 
trade up to in the Ford family, 
and only 26% do so. The remaining 
74°. go elsewhere to trade up. 


« ‘Ford, through its Ford divi- 
sion, is simply growing customers 
for our competition—at a ratio of 
three for the other fellow to one 
for ourselves,” he said. 

In developing the Edsel to hold 
on to more up-trading Ford own- 


ers, Mr. Fox continued, Ford has | 


every confidence that the total 
U.S. car market can easily sustain 
another manufacturer. He said 
that the general outlook for auto 
makers is very bright and pre- 
dicted that by 1960 total auto reg- 
istrations in the country will rise 
to 60,000,000. Present registration 
is about 50,000,000. 

In preparing its marketing 
plans, Edsel has had a difficult 
handicap in being unable to test 
market the car in any way, said 
Mr. Fox. Edsel, he said, has had to 
rely very heavily on research of 
all kinds to provide its marketing 
facts—about what the public 
thinks it wants and what the pub- 
lic actually wants. 

On the other hand, he said that 
Edsel has the unique opportunity 
of starting from scratch in devel- 
oping an image of the car in the 
public mind. 


s “The thing that makes Edsel 
advertising unique,” he said, “is 
the sheer magnitude of its total 
job. Other auto advertising in the 
fall of 1957 will have as its sole 
burden helping to maintain or in- 


crease established shares of 
market. 
“Edsel advertising,” he said, 


“must establish a share of mind 
which must precede a share of 
market. Share of mind for the Ed- 
sel will begin with awareness of 
the Edsel and its dealers. 

“In the case of the new mod- 
els,” he continued, “each appeal 
that is made will be added to a 
more or less firmly fixéd social 
image ... in the case of the Ed- 
sel, there will be no image. We 
must establish this—as we want it 
to be—in almost no time at all.” 


®s In another talk at the direct 
mail conference, Wesley I. Nunn, 
ad director of Standard Oil Co. 


(Indiana), told the delegates how 


| direct mail aided in accelerating 
| the expansion of Standard’s home 
oil service contract business. 

| Until about two years ago, he 
| said, Standard was offering home 
owners one-year agreements for 
oil delivery service. The trouble 
|with this, he explained, was that 
|company agents had to call on 
|customers every year to keep 
them sold on Standard and to get 
the contracts renewed. 

Standard decided to make the 
agreements self-renewing so that 
|agents could spend less time sell- 
ing “sold” customers and more 
time getting new accounts. Direct 
mail’s role under the new setup, 
Mr. Nunn explained, was to keep 
the customer informed and sold 
on a year-round basis. 


Tests of this new system have 
proven so good, he said, that 
Standard is abandoning its annual 
contract and adopting perennial 
agreements throughout the com- 
pany. 


® “Direct mail takes its place in 
this sales picture by helping to 
make up for some of the customer 
contact we lose by not having 
agents and salesmen call,” Mr. 
Nunn said. 

“None of these [mailing pieces] 
contains any inquiry-producing 
feature,” he emphasized, “but all 
of them are integrated into our 
over-all sales objective. They help 
| keep the company and agent in 
touch with the customer.” 


® Another direct mailing success 
story came from Arthur E. Thode, 
ad manager of Allis-Chalmers 
Mfg. Co.’s construction machinery 
division. 

Use of a direct mail house was 
the key to the story, according to 
| Mr. Thode. In 1951, he said, Allis- 


Chalmers found that an alarming, 


percentage of its dealers had no 
particular direct mail programs or 


| were not actively following their 


programs through. To some ex- 
tent, he acknowledged, Allis- 
Chalmers was not supplying the 
right kind of mailing pieces. But 
at the same time, he said, much 


of what the company did send)! 


gathered dust in dealers’ stock- 
rooms. 

Working with a direct mail 
house, Allis-Chalmers set up a 
two-part program to take the de- 
tail and drudgery of sending di- 
rect mail pieces out of the dealers’ 
hands. 


# One plan for dealers desiring 
complete direct mail service sim- 
ply required that the dealer fur- 
nish his mailing list to the direct 
mail house, which then would put 
the list on plates. The direct mail 
house sent out A-C-supplied mail- 
ing pieces six times a year at a 
cost to the dealer of 18.6¢ a name 
for the year. 


| 
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A second plan involved the 
dealer keeping his own list and 
mailing equipment. Allis-Chal- 
mers supplied six mailing pieces a 
year to the direct mail house, 
which put the dealer’s imprint on 
them and forwarded them to the 
dealer for final mailing. The an- 
nual cost to the dealer under this 
system is 6.9¢ a year per name. 

The two plans together boosted 
total circulation of Allis-Chalmers’ 
direct mailing pieces so tremen- 
dously by 1954, Mr. Thode said, 
that the company was awarded a 
Direct Mail Advertising Institute 
award. ° 


Kehl to Daley Agency 

Harold C. Kehl, formerly art di- 
rector of Arndt, Preston, Chapin, 
Lamb & Keen and Ivey & Elling- 
ton, has joined Joseph R. Daley 
Advertising, Philadelphia, as vp in 
charge of creative services. He 
previously was director of art and 
production for the London and 


| Detroit offices of N. W. Ayer & 


Son. 


THE CASE OF THE 65013 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
and over 6000 weekly news- 
papers. We've been doing it 

\ quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED ‘'',, 


LLIPPING BURCAUS 
431 SOUTH DEARBORN STREET, DEPT. 12 
CHICACO 5, ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, WN. Y. 


is 


‘ 2 wR Ta ws ‘s sti ag Ss ‘ Be Bera 5 ne eee at eo oe 
oY \\ 


ee 


oeeeeeert tees 


KSTP-TV . . Minneapolis-St. Paul 


Keune on Milwaukee 


éxe anrwe Wace Nashville 


eeeeeeeeeee 


eee eee eee et tone 


ee ee 


wert Flint-Bay City ere rre 
WOOPET cccccess Fort Wayne WY oc ctec cus Shreveport 
_. Gre Houston WNDU ... .South Bend-Elkhart 
WHIN-TV .......-.- Huntington Pree Spokane 
a Jacksonville 0 ....Tulsa 
KARK-TV ...... Little Rock ee . Wichita 
Se Kew occ s ened Los Angeles 


= , Bs eae aan a — r: he jan ae aad Be si ea - a 2 ie ee : Call tee ess, in Fe yee a cel Seer oe ag ” a 
| 
; ee 
. ae a _ 
" ‘ ee 
" = 
ta | Ce 
J 
\ 
AK 
4 Ay en 
eee . 7 
. ® “ag 4 §) 
‘ a SS ‘ay. 
aN F “ with a een — ies 8 ‘ >. . 4 {¥ 
he 2%. er a SEES, = ? 
‘ 3 . S 
} ; Je CI ‘5 : 
| | oo 
jj xf ; fe 7 | 
P , ar m 
, s Dy 5 CI Pat 
@y eo 
: =e L A 
a Nae e6 = 
: iL toy : 
a I\\ | Pro | 
4 
i ae \\ {hi We ff a 
oe —_ wt 
i oy j is : 1 Po j P 
J \ 
* : ; WSB-TV . qs Atlanta WISN-TV [i 
CP C-B ‘e ’ KERO-TV .........Bokersfield 
gcceneey f, WBAL-TV .......... Baltimore WSM-TV 
Mm “A \\ WGN-TV............Chicago = WTAR-TV ______ Norfolk | 
' » , 4 eee ll KMTV nes Om oho j 
s PO WESH-TV .....Daytona Beach WTVH ns. . . Peoria | 
oe WTVD —....Durham-Raleigh KCRA-TV ......... Sacramento 
= WE ccccecevesvsconnqoue WOAI-TV ........San Antonio | 
2 a oy ee 
| 
; 
} 
i, re ue" Noe oem ” ane ig bes pty a ite et 4 ra ieee " iat ere ne ial ea gt wiiaie oy = soi he oe ‘: yee ie si oe ee a ey, . 3 : 
3 ae 4 re hose | ag GR 2 hig Fe asi Bre assis ee ade PERE nwa Sieg come pt ala Be Boe = ade a eee 
ORR): PRE, el Me! ieee Ne: 


Advertising Age, April 8, 1957 


Department Store Sales... 


Week Ending March 30 8% Behind ‘56 


WASHINGTON, April 4—Depart- 
ment store sales in the U.S. during 
the week ending March 30 ran 8% 
behind tne similar week of 1956, 
the Federal Reserve Board report- 
ed today. 

For the four weeks ending that 
late, sales were 4% behind the pre- 
vious year, and for the year to) 
date, there was no change. 


® Of the 12 FRB districts, only one 
reported a gain: Minneapolis, 5%. | 
Philadelphia reported no change. 
The rest reported losses as follows: | 
Boston, 19%; New York, 6%; 
Cleveland, 9%; Richmond, 7%; At- 
lanta, 9%; Chicago, 2%; St. Louis, 
10%; Kansas City, 13%; Dallas, 
17%, and San Francisco, 14%. 
Detailed breakdown of sales for 
these districts will be available | 
next week. For the prior two} 
weeks, sales were as follows: 


Philadelphia r+ 7 
Reading + 49 D ~~ 
Scranton . +12 
Wilkes-Barre-Hazelton r+15 epartment Store 
Cleveland District r+ 
Metropolitan Areas 
Lexington ee Sales Barometer 
% Change from ‘56 Akron 4 
Week Ending Cincinnati 5 
Federal Reserve Mar. Mar. Cleveland . 0 16 Change from 1956 
District, Area, and City 16 23 Columbus 5 oS 
UNITED STATES ... +2 +1 Springfield +2 — 9 
Beston District .......... +19 27 Toledo .. 18 —13 
Metropolitan Areas * Erie 11 4 8», Week Ended 
Boston na asi +16 4.28 Pittsburgh +12 — = = ’ 
Downtown Boston +11 +19 Wheeling-Steubenville 4.26 » SI 0 March 30, 57 
Suburban Boston +27 +52/| Richmond District -& © — 4) | 
Cambridge +11 4-45 Metropolitan Areas ' 
) i, ee 6 +30 Washington .......... r+ 3 —-§ 
See +15 + 46 Downtown Washington . r— 3 —11 P No 
Lowell +18 +50 Baltimore leieiead r+ 1 » 2 Jan. 1, ‘57 to 
Cities Downtown Baltimore 14 17 March 30 ' Change 
Springfield ............. +39 i) Richmond 12 + 1} 3 
Providence .............. +11 448) Atlanta District fan 4 = § 
New York District ...... r+ 7 +15 Metropolitan Areas 
Metropolitan Areas Birmingham +1 12) a ae Ar 4 
| + 9 7 Jacksonville 6 * | Milwaukee ....... 7 
New York-N.E. Atlanta 1 + 1) St. Louis District —_—s¢ = 
New Jersey ...... +7 +21 Augusta r—18 20| Metropolitan Areas 
a +1 +18 New Orleans . 13 7 Little Rock .. i 
New York ...... 2 +11 Knoxville ..... 12 ° | Louisville ..... : ie ‘ =! 
Rochester ........... r+ 5 | Nashville .. +40 —i OE, RIND scscccncttititincssicsttihaniin +2 
EE : 423 7 City Memphis ie +6 
Philadelphia District +i +7 TaMPpa oe. 8 + 5| Minneapolis District .............. = 9 
Metropolitan Areas Chicago District — 3 +2 Metropolitan Areas 
Wilmington ...... r+10 + 1 Metropolitan Areas Mpils.-St. Paul .................. —13 — 1 
, r+ 9 +24 Chicago 3 + 7 Mpls. and Suburbs .......... —il 0 
Lancaster r+38 5 Indianapolis 4 : GR. Peek anicesine —15 — § 


FILE DRAWERS... 


(Or HOW Petry’s Plus Services 
Help Spot TV Advertisers) 


As an advertising executive, you know it’s 

the planning behind the buying that pays 

off in sales. The most successful Spot TV-buying 
requires extensive research and depth of market 
information—information which Petry salesmen 


are amply equipped to give you. 


For behind every Petry salesman is the largest 
TV Promotion staff of any independent representative 
firm—a staff that is constantly replenishing the 
650 file drawers in the seven Petry offices with up-to- 
the-minute Spot TV facts to help assure sales 


success for your Spot TV campaign. 


Whether you require detailed descriptions on local 
programs, data sheets, audience-impact facts 
on special time segments, full information on 
ID requirements—or a complete station-market 
presentation for a specific product or problem—let the 
Petry salesman give you the full story. He’s the 


best informed man in the business. 


Television Division 


Edward Petry & Co., Inc. 


THE ORIGINAL STATION REPRESENTATIVE 


NEW YORK + CHICAGO 


* ATLANTA - 


DETROIT - LOS ANGELES + SAN FRANCISCO ~ ST. LOUIS 


, Cities 
| Duluth-Superior ................. 
Kansas City District 
Metropolitan Areas 

Denver 
Topeka 

Wichita 

St. Joseph .. 

Albuquerque Aitumaininets 

Oklahoma City ............... 

Tulsa onan 
Cities 

Joplin 

Kansas City 
Dallas District 
Metropolitan Areas 


Dallas +6 — 6 
El Paso . +12 —17 
Fort Worth ..... +9 — 5§ 
Houston ‘ + 5 +3 
San Antonio .... a ae +24 
San Francisco District ........ — 3 —-7 
Metropolitan Areas 
| Los Angeles-Long Beach +2 — 6 
Downtown Los Angeles 4 —8 
Westside Los Angeles... + 1 — 8 
| Sacramento mes Ow | —1l 
San Diego masoennemnentaiesnn - 7 -_ § 
| San Francisco-Oakland .. 6 —12 
San Francisco City .......... — § ~15 
SE — 8 - 6 
Portland .............. — § 
| Salt Lake City .. -il 
SE — § 
Spokane +1 
OED ccnccmpinarssinsitlanentaiuagadie — § 
r—Revised. 
*—Data not available. 


Marvin Gordon Adds Regula 
Marvin Gordon & Associates, 
Chicago, has been appointed to 
handle advertising, merchandising 
and sales promotion for a new 
line of Regula 35mm _ cameras 
manufactured by Kamerawerk 
|King KG, Bad Liebenzell, West 
|Germany. Introductory page ads 
for the new cameras will appear in 
|Modern Photography and U.S. 
|Camera, with ads in consumer 
|publications such as Life and The 
|Saturday Evening Post to follow. 


Rocket Society Names Two 

Jet Propulsion, journal of the 
American Rocket Society, New 
York, has named William Cheno- 
weth advertising manager. He for- 
;merly was an account executive 
| with Wheelock Associates. In addi- 
|tion, Dean E. Roberts, previously 
l'on the public relations staff of 
|General Motors Corp., has been 
named to the new post of director 
of pubiic relations for the society. 


Clipper Craft Expanding 
| Trimount Clothing Co., Boston, 


| maker of Clipper Craft clothes for 
j}men, will have an expanded na- 
tional advertising program this 
fall and winter. Large space color 
units will be used in Esquire and 
Life. Silton Bros., Boston, is the 
agency. 


MERIDEN-WALLING FO2?D 


CONNECTICUT'S 
BULL'S-EYE MARKET 


Bull's-Eye on 
$18,600,000 
Automotive Sales! 


Only one newspaper gives 
you a sure hit at the rich 
Meriden & Wallingford mar- 
ket: THE RECORD & JOURNAL, 
with 97°% coverage. Hart- 
ford and New Haven news- 
papers won't take you 
anywhere near the bull's 
eye. 


Get the extra sales waiting 
for you here now. 


*SM '56 Survey 
The Meriden 
RECORD & JOURNAL 


MERIDEN, CONNECTICUT 
Notions! Representetives: 
Gilmen, Nicoll & Ruthmen 
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ABP WINNERS—Awards, made 


right starting at top): 


Division 3, advertising of operating 
Machinery 
Equipment Co., Benton Harbor (Marsteller, Rickard, Geb- 


equipment—Construction 


annually by 

Business Publications for the most effective 
advertising campaigns, were presented April 2 to 24 in- 
dustrial advertisers and their agencies. Shown here are the 
first award winners in the six divisions (reading left to 


ned 
2. yd. Michigan 


Associated 
industrial 


machinery and 
division, Clark 


Reid Advises at ABP Awards Meeting 


U. S. Steel and Its 
Steel & Wire Unit 
Win 2 of 6 Ist Awards 


Newark, N. J., April 3—The 
fundamentals of advertising are 
too often overlooked in the rush 
to meet appointed deadlines for 
advertising campaigns, Ralston B. 
Reid said yesterday. 

The NIAA board chairman and 
manager of advertising and sales 
promotion for General Electric ap- 
paratus sales division said, “The 
gap between knowing the fund- 
amentals and applying them is 
too often too wide.” 

He was speaker at the ABP in- 
dustrial advertising awards lunch- 
eon sponsored by the New Jersey 
NIAA chapter and the Advertis- 
ing Club of New Jersey, where 
ABP President William K. Beard 
Jr. cited 24 industrial advertisers 
and their agencies in six classifi- 
cations. 

“The need for integrating ad- 
vertising with the over-all mar- 
keting approach is obvious,” Mr. 
Reid said. “But advertising man- 
agers and agency account heads 
look upon it as an unattainable 
ideal, and embarrassed sales man- 
agers swear they will come up, 


|often put off until ‘next month’,” 


with a sales plan—next year.” 

Even when integrated with the 
sales plan, the advertising plan is | 
still vulnerable in times of tight! 
money, he said. It is too often 
treated as residual, tended to only 
after other budget requirements 
are met, and receives a grossly 
disproportionate share of the)! 
budget cut, he explained. 

| 
e “Its weakness in _ statistical 
measurement lays the advertising 
budget open to the arbitrary sur- 
gery of the budget cutter,” Mr. 
Reid explained. 

Motivation research and data| 
processing are some new hopes on} 
the horizon, but the first requisite 
is concentrated effort, he said. 

“In our peculiar world of hustle 
and deadlines, measurement is too 
he explained. “When it is used, it 
is too often designed to prove, 
rather than find out.” 


® Mr. Reid advised industrial pub- 
lishers to enlarge their scope. In- 
dustrial publishing has been re- 
sponsible for speeding many 
changes and innovations in the in- 
dustrial scene, but there are many 
new bidders for the industrial ad- 
vertising dollar, he said, mention- 


| featured 


hardt & Reed, Chicago). 
Division 1, advertising of construction materials—Az- 
rock Floor Products division, Uvalde Rock Asphalt Co., 
San Antonio (ad prepared by Rogers & Smith, Dallas; 
current agency is Glenn Advertising, San Antonio). 
Division 6, advertising of services and public relations 
advertising—McAllister Bros., New York (Goold & Tier- 
ney, New York). 
Division 2, advertising of maintenance and service 


Don't Just Know Ad Rules; Use ‘em, 


ing consumer magazines among 
others. 

Today the roles of the daily 
newspaper and the magazine, in- 
cluding industrial, are reversed, 
with the magazines taking over 
the functions of leadership and 
crusades for general or specific 
social goals, Mr. Reid said. 

“It is in the enlargement of the 
leadership responsibility that the | 
future of the industrial magazine 
rests,” he said. “It should spur 
reader opinion and progress, rath- 
er than just reflect it.” 


® Another feature of the Newark | 
session was an all-day marketing 
Plan-A-Rama, in which Black &| 
Decker Mfg. Co., Towson, Md., 
presented its integrated advertis- 
ing and marketing plan for three 
new heavy-duty drills. 

Participating in the presentation 
was the B&D agency, VanSant, 
Dugdale & Co., Baltimore. 

Advertiser and agency docu- 
mented and demonstrated how 
various marketing and advertising 
techniques are coordinated to pro- 
mote new products. 

B&D representatives were J. F. 
Apsey Jr., director of advertising 
and sales promotion; G. Harvey 
Porter, industrial-automotive ad- | 
vertising manager, and Max L. 
Palmer, sales promotion manager. 

VanSant, Dugdale was repre-| 
sented by J. David Marks, account 
exec. Three new heavy-duty drills, 
in a promotion called | 
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equipment—American Steel & Wire division, U. S. Steel 


Pittsburgh). 


Ross, New York). 


Corp., Cleveland (Batten, Barton, Durstine & Osborn, 


Division 4, advertising of primary and process materials 
—Hercules Powder Co., Wilmington (Fuller & Smith & 


Division 5, advertising of component parts and materials 


—U. S. Steel Corp., Pittsburgh (Batten, Barton, Durstine 


“Pace Setter,” are introduced to 
district sales managers in a meet- 
ing at headquarters, then to dis- 
tributors and their salesmen at a 
series of regional meetings. 

They are backed up with (1) 
national advertising, (2) direct 


mail for distributors to tie in with | 


national advertising, (3) a film 
and a sales promotion booklet 
wrapping up the entire program. 

The agency, said Mr. Marks, 
handles space advertising on a 15% 
and produces mar- 


other material at a fee based on a 
reasonable profit, with the books 
open to the client for inspection 
and review. 


In 1956, Black & Decker spent | 
| $1,800,000 to advertise 
name and to keep distributors and | 
said. | 
is | 


its brand 


customers sold, Mr. Apsey 
The “Pace Setter” campaign 
part of the total budget. 


|s The ABP awards were made for 


six different classifications of in- 
dustrial advertising as follows: 
Division 1 (Advertising of Construction 
Materials): First award: Azrock Floor 
Products Division, Uvalde Rock Asphalt 
Co., San Antonio. Awards of merit: Stan- 
ley Hardware Division, The Stanley 
Works, New Britain, Conn. (Wilson, 
Haight, Welch & Grover, Hartford); E. 
L. Bruce Co., Memphis (Greenhaw & 
Rush, Inc., Memphis); Pittsburgh Corn- 
ing Corp., Pittsburgh (Ketchum, Mac- 
Leod & Grove Inc., Pittsburgh) 
Division 2 (Advertising of Maintenance 
& Service Equipment): First award: 
American Steel & Wire Division, United 
States Steel Corp., Cleveland (Batten, 
Barton, Durstine & Osborn, Inc., Pitts- 


& Osborn, Pittsburgh). 


Plymouth 
(Fuller & 
New York); Westing- 
|} house Electric Corp., Elevator Division, 
| New York (Fuller & Smith & Ross, Inc., 
|New York); Mission Manufacturing Co., 
Houston (Rives, Dyke & Co., Houston). 

Division % (Advertising of Operating 
Machinery & Equipment): First award: 
Construction Machinery Division, Clark 
Equipment Co., Benton Harbor, Mich. 
(Marsteller, Rickard, Gebhardt & Reed, 
Inc., Chicago). Awards of merit: Sciaky 
Bros., Inc., Chicago (Russell T. Gray, 
| Inc., Chicago); The Ohio Crankshaft Co., 
Cieveland (Carr Liggett Advertising, Inc., 
Cleveland); Apparatus Sales Division, 
General Electric Co., Schenectady (G. M. 
Basford Co., New York). 

Division 4 (Advertising of Primary & 
Process Materials): First award: Hercules 
Powder Co., Wilmington, Del. (Fuller & 
Smith & Ross, Inc., New York). Awards 
of merit: H. J. Heinz Co., Pittsburgh 
(Ketchum, MacLeod & Grove, Inc., Pitts- 
burgh); The Glidden Co., Cleveland 
(Meldrum and Fewsmith, Inc., Cleve- 
land); Shawinigan Resins Corp., Spring- 
field, Mass. (Wilson, Haight, Welch & 
Grover, Inc., Hartford). 

Division 5 (Advertising of Component 
Parts & Materials): First award: United 
States Steel Corp., Pittsburgh (Batten, 
Barton, Durstine & Osborn, Pittsburgh). 
Awards of merit: The Borden Co., Resin- 
ite Department, Santa Barbara (Taggart 
& Young, Inc., Los Angeles); The Tim- 
ken Roller Bearing Co., Canton, Ohio 
(Batten, Barton, Durstine & Osborn, Inc., 
Cleveland); Hinde & Dauch, Sandusky, 
Ohio (Howard Swink Advertising Agen- 
cy, Inec., Marion, Ohio). 

Division 6 Advertising of Services & 
Public Relations Advertising): First 
award: McAllister Bros.. New York 
(Goold and Tierney, Inc., New York) 
Awards of merit: Metro Glass Co., Jer- 
sey City (Williams and London Advertis- 
ing, Newark); United Fruit Co., New 
York (Batten, Barton, Durstine & Osborn, 
Inc., New York); Otis Elevator Co., New 
| York (G. M. Basford Co., New York). 


burgh) Awards of merit: 
| Condage Co., Plymouth, Mass 
| Smith & Ross, Inc., 
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new 
records 
every day 


...in this age where we have come to 


expect the unexpected... 


...inthis age where last week’s new 
marketing volume achievements disap- 


pear with the speed of rockets... 


... propelled by the imagination and 


swift decisions of the 


Vien Who Live In This Advertising Age! 


1946 1956 More and more of the important men who make decisions in this swiftly 


expanding economy need and read Ad Age! 20% more—6,076—are paid sub- 


onver* scribers to Ad Age than to the next publication in the advertising-marketing 


field. Small wonder, then, that more and more media and suppliers serving 


them are selecting Advertising Age for advertising action. 


impotloul to importouit people — meted es 


AY =~ 
= G2. 


*Average total paid circulation, A.B.C. 200 EAST ILLINOIS STREET - CHICAGO ll, ILLINOIS 


ee Yl 400 LEXINGTON AVENUE - NEW YORK 17, NEW YORK 


1 Yeor (52 issues) $3 
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Product Conflicts 
(Their Own) Don't 


“Guiding Light,” there were two 
rotating products—Ivory and Duz 
—with each getting one commer- 
cial one day, the other two, and 
vice versa. 

The other two CBS P&G day- 
timers are 30-minute programs— 
“As the World Turns” and “Edge 
of Night.” In the BAR study week, 


| —Oxydol, Ivory Snow and Comet 
cleanser—were featured, sharing 
five commercials each day. 

“Edge of Night” is completely 
P&G backed. Tide is the standout 
name in the variegated product 
lineup, but there is enough variety 
to make it clear that the soap 
company isn’t particularly spon- 


|Spic & Span, Comet and Camay, 
|plus Tide and Norge washer, Tide 
land Maytag washer, Tide and 
Kenmore washer and Tide and GE 
washer. In some instances Tide 
and Dreft appeared on the show 
on the same day. 


® Apparently the company has no 


Advertising Age, April 8, 1957 


laundry, and Dreft, which makes 
its big pitch as a dishwashing de- 
tergent, are on the show on alter- 
nate days. 

For P&G’s 15 minutes daily on 
the “Queen” telecast, Dash, Ivory 
Snow and Gleem are the share 
holders. 


Bother Sponsors 


Rundown of Three Big 
Daytime TV Advertisers 
Fails to Yield Pattern 


By Maurine Christopher 

New York, April 2—Looking 
at daytime network television’s 
sponsor schedule is like looking at 
a small child’s drawing. 

There’s a pattern of some sort, 

no doubt, but who can say what it 
is. 
Take the case of Procter & 
Gamble, which has five soap op- 
eras on CBS, plus Tennessee Ernie 
Ford, “Matinee Theater” and 
“Queen for a Day” on NBC. 

This is how the picture shaped 
up for the week ending March 15, 
as reported by Broadcast Adver- 
tisers Reports. Both “Search for 


Tomorrow” and “Brighter Day” 
are offered in quarter-hour seg- 
ments. Each of these 15-minute 
shows carried three products, but 
in an irregular manner. For 
“Brighter Day” it was: 
Day Product Seconds 
BiemG@ay .... GROG ....e0e.- 30 
Ee a ag a 5% 75 
ots oe oy 60 
ae ee 60 
Serer 45 
Ee 75 
Wednesday . Cheer ......... 45 
EM eee 75 
ED Ln ea48 one 60 
A 60 
sw 9 aaa 75) 
Re 45 
ee SL oh et nee 45 
a 75 
ec ata i 60 
In the case of “Search for To- 
morrow,” the lineup was: 
Day Product Seconds 
Monday .... Gleem ......... 60 
i cavesteeks <5 60 
Spic & Span .... 60 
Tuesday .... Spic & Span.... 60 
Ee 60 
Be tekinws ck) 2 60 
Wednesday . Gleem ......... 60. 
Spic & Span .... 90) 
ge 30 
Thursday ... Spic& Span.... 60 
a ee 90 
a) ae 30 
ae a 35 ore a 60 
SE oa55 500m 60 
Spic & Span .... 60 


® For the third 15-minute day- 
time stanza on Columbia, there 
was a clearly defined pattern. On 


“As the World Turns” was pre- 
sented by the soap maker on a 


three-days-a-week basis; the oth- 


er two days it was sustaining. On 
the sponsored days, three products 


sor-identification-m inded 


any | hesitancy about pairing these two 
| more. 


detergents. They also turn up as 
The 25 commercials inserted in | co-sponsors of Tennessee Ernie on 
| the program during the week in- |NBC, though in this case, Tide, 
‘cluded mentions for Tide, Dreft,| which is pushed primarily for 


# Another big daytime spend- 
er—American Home Products 
—could well be the record holder 
in terms of getting the most prod- 
| ucts into the act on a single show. 


42% of all dishwashers |. 


are 


Reader’s Digest 
families 


_ A HOUSEWIFE to name her pet hate, and 


\ ‘ 


owned by 


They buy more home appliances, 
more detergents, more cleansers— 
more of every household product— 
than any other magazine audience 


families who can buy dishwashers and other ‘conven- 


In 1956 
the EAGLE had 


13.0% 


of all CLASSIFIED 
advertising linage 


Source: Media Records 


Bosed on 9/30/56 ABC Publisher statements 


WICHITA 


MORNING - EVENING » SUNDAY 


A member of the Metro Sunday Comics Network 


REPRESENTED BY O'MARA & ORMSBEE 


she'll probably say: “washing dishes.” No wonder, 
when this nasty chore comes up so relentlessly —three 
times every day—to the tune of 40 thousand dirty 
dishes in the average household each year. 

Today, automatic dishwashers have freed 3% million 
American women from dishwashing drudgery —and 
42% of those women are readers of Reader's Digest. 

Even so, 97% of American households are not yet 
enjoying the boon of automatic dishwashing! 

In the Digest, the opportunity to sell dishwashers 
and other high-ticket items is enormous, because the 
Digest’s audience includes a third of all American families 
of middle and upper income—the families with more 
“disposable income,” with extra buying power. 

More than 23 million Digest readers are in these 


iences. They buy a third of the country’s new cars, and a 
third, or more, of many other major family investments. 
For advertisers, this “thriving third” of the U. S. 
market represents the greatest concentration of buying 
power ever centered in the audience of a magazine. 


99 million opportunities to sell women 


The Digest’s circulation in the U. S. is 11 million copies 
a month—double that of any other magazine. More 
than 32 million Americans read every issue. 


However, a magazine’s strength is not limited to 
sheer numbers of readers alone; it gains extra power 
from the thoroughness with which it is read. 


A recent market study—one of the most extensive 
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In the 20 commercials on “Love of ; (analgesic liniment), Griffin shoe 
Life” (CBS) during the week end-| polish and Sani-Flush. 


ing March 15, there were plugs for 
13 different products. In this case, 
certainly, it would be most sur- 
prising if anybody could identify 
the sponsor of the show. 

There were sales messages for 
Kolynos toothpaste, Chef Boy-Ar- 
Dee spaghetti dinner and Chef 
Boy-Ar-Dee meat balls with gra- 
vy, Infra Rub, Freezone, Aerowax, 
Anacin, Neet depilatory, Wizard 


Another across-the-board day- 
time thriller, “Secret Storm” 
(CBS), carried commercials for 
eight different American Home 
products, including half a minute 
for something called Outgro, which 
is designed to relieve the pain of 
ingrown nails. 

The same type of product spread 
is evident in American Home 
Products’ use of its daytime spon- 


deodorizers, Bisodol powder, Heet | sorships on NBC. Everything from 


Black Flag insecticide to Wizard 
Wick deodorizer gets worked into 
the company’s segments of “It 
Could Be You,” “Queen for a Day” 
and “Today.” 


s Colgate-Palmolive obviously is 
another company which believes 
in getting a lot of products into 


the act on a single show. Some 11 
products got billing on the 30- 
minute, five-a-week “Strike It 
Rich” telecast (CBS), and there 
still was room to work in three 


tie-in commercials with the gas 
industry. 

Featured items ranged from 
Florient, an air deodorant, through 
Ajax, the foaming cleanser. Col- 
gate, like P&G, doesn’t seem to 
mind competing with itself on the 
same show. Palmolive and Cash- 
mere Bouquet battle it out for the 


|soap trade on this audience par- 


ticipation program, while Fab and 
Vel fight for the detergent busi- 
ness. 

Colgate’s other Columbia day- 


ever made—shows that the average reader picks up and 
reads his copy of the Digest on 5.3 different days. This 
gives the Digest 168 million “exposure days.” 


Among women, the Digest’s audience is substantially 
larger than that of any other magazine—including those 
edited expressly for women. Women alone read an 


average issue of the Digest 99,630,000 times. 


That gives you, as an advertiser, nearly 100 million 


opportunities to have your message seen and read by 


women in the Digest. In this respect, the Digest leads 
the next magazine measured by more than two-to-one. 


Send for ‘‘Study of Seven Publications” 


These figures are from a nationwide study conducted 


by Alfred Politz Research, Inc., and approved by the 
Advertising Research Foundation. 


The Digest’s 17 million women readers offer a prime 
market for dishwashers—and so do their husbands! 
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The study covers seven publications: Reader’s Digest, 
Life, Saturday Evening Post, Look, Good Housekeep- 
ing, McCall’s and This Week. It provides latest com- 
parative data on readers by sex, income, age, family 
status, educational levels, household possessions and 
purchases. 

Write for a copy of “A Study of Seven Publications,” 


Reader’s Digest, 230 Park Ave., New York 17, N. Y. 


People have faith in 


}Readers Dige st 


Largest magazine circulation in the U. S. 
11 million copies bought monthly 


HARRIS == BANK 


(00 en EY em a 


NEW TACK—Following its “most 
favorably received” series on tight 
money (AA, March 11), Harris 
Trust & Savings Bank has sched- 
uled a new campaign—to salute 
the business man—in Chicago 
dailies. Leo Burnett Co. is the 
agency. 


time strip, the “Big Payoff,” goes 
with a smaller number of products 
on the sponsor list—seven. But one 
day a week on this show is sus- 
taining. 

There is nothing scientific about 
this three-sponsor sample. It is 
intended merely as a demonstra- 
tion of how some big daytime tv 
spenders are using their money. e 


Brown Leaves Ramsey, Brown 
Don Brown has left Ramsey, 
Brown & Co., Los Angeles, to de- 
vote his time to projects outside 
the agency field. Mr. Brown, who 
was a founder of the agency in 
1954, had been a full partner until 
April, 1956, when John O. Ramsey 
became sole owner. Mr. Brown’s 
duties as production supervisor 
have been assumed by R. Nicholas 
Martin. No changes in account 
servicing are involved. 


Hasselblad Cameras to F&SE&R 

Fuller & Smith & Ross, New 
York, has been appointed to handle 
advertising for Swedish Hasselblad 
cameras, following a change in the 
U.S. distributor. Paillard Inc., an 
F&S&R client, has replaced Wil- 
loughby Camera Stores as distrib- 
utor of the Hasselblad line. 
Kameny Associates is the previous 
agency. 


7 
HE CAN HELP YOU 


If you're looking for fast 
Direct National Distribution 


Barney Kingston Merchandising Director 
Den't be fooled by the “outlet map” on 


your wall! It's one thing te put your 

im stores—it's quite ancther te 
move it. 

If your product or service lends itself 
te selling—whether in « home, 
office, store, institution, service station, 
ete.—it will pay you to imvestigate the 
booming 99% billion DIRECT SELLING 
FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 

modern 


through direct 
eountion of the 48 states and in the prev- 
inces of Canada. 

Let os analyse your product or service 
witheat obligation on your part. If your 
product has petential in our field, we sub- 
mit 34-year sales-tested plan for considera- 
tien; sample plan starts 50 new companies 
every month ... many of which new de 
from $250,000 to mere than $124 millien 
annually. 

Send factual data to our Merchandising 
Director, Barney Kingston, Dept. A-211, 


Salesman’s OPPORTUNITY Magazine, 850 
eer Dearbern Street, Chicage 10, Ti. 
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Use Ads to Build Share of Consumer's 
Dollar, K&E’s Lewis Tells Insurance Men 


New York, April 2—While ad-| “living insurance.” 
vertising may not be the sole Mr. Dodge, in his talk before the 
means of increasing the sale of life | association, said that research is an 
insurance, the required volume will indispensible part of advertising 
not “be written without advertis-|sales and promotion, “whether or 
ing,” according to William B. Lew-|not you employ the services of a 
president of Kenyon & Eck-| professional researcher.” 
harat. 

Mr. Lewis, with Sherwood 
Dodge, vp of Foote, Cone & Beld- 
ing, last week addressed the east- 


is, 


research, Mr. Dodge said, is to de- 


® One of the most difficult parts of | 


| fine the problem. To a large degree 
that is the advertiser’s responsibil- 
ity, not the research director’s, he 
said. 

“You cannot delegate the defini- 
tion of the problem, any more than 
you can ask a doctor for a diag- 
nosis without telling him in detail 
your symptoms,” he said. “The test 


your job is usually your grasp, in 
advance of the research, of how 
the findings will affect your choice 
|of decisions.” © 


of whether or not you have done! 


Safeway Stores Net Up 

Safeway Stores Inc., Oakland, 
Cal., reported 1956 sales of $1,- 
989,305,295 compared with $1,932,- | 
243,202 in 1955, and a net profit | 
in '56 of $25,406,140 compared 
with $13,621,803 in °55. Working | 
capital was increased more than) 
| 10% during ’56, from $95,584,766 to 
$105,963,556. The company opened | 
|93 stores in ’56, but closed others 
| to give it a year-end total of 1,981 
| compared with 1,988 at the end of 
1°55. Net store openings in 1957 
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are expected to be 100. Weekly 
sales per store showed a 2.66% gain 
in ’56. 


Marketscope Sues Hertz 

Marketscope Research Co., New- 
ark, has filed suit in New Jersey 
superior court against Joseph M. 
Jacobs of Stauffer & Jacobs and 
Hertz Washmobile System, charg- 
ing them with plagiarizing a re- 
search plan proposed by Market- 
scope. The charges have been 
denied by the defendants. 


ern round table of the Life Adver- 
tisers Assn. He said that even with 
the best agents in the insurance 
business, advertising would still be 
needed “to prepare the ground, 
drop the seed and nourish the 
growing idea. 

“More and more we are coming 
to view advertising as one of sev- 
eral necessary factors in the total 
marketing mix—certainly not the 
whole cast of the play, but, just 
as surely, one of the leading play- 
ers,” he said. 

Stating that insurance has done 
an effective advertising job, Mr. 
Lewis said this was no time to sit 


Fe: 
“4 


és eer yo 


‘News’ Circulation Up 


back and “rest on your laurels.” 

The life insurance business is 
faced with a considerable chal- 
lenge, he said, because Americans 
“at the richest point in their his- 
tory ...are putting prceportionate- 
ly a little less of their income into 
their policies than did the previous 
generation.” 


not the d 


® Looking at the record, Mr. Lewis 
said, the business has done an 
effective job in selling 106,000,000 


ary and February circulation figures 


News history! 
highest ever in Daily 
CAST: for all advertisers—lots of hot and 


COLD 


Winter’s weather may have been cold, but 
aily average circulation of the Chi- 
cago Daily News. November, December, Janu- 


were the 
FORE 


heavy results. 


CHICAGO DA 


600,000 Families .. - 


The Independent I 


Largest Evening Circulk 


Americans on insurance. But, he 
said, “It is not enough to secure 
new policy holders in proportion 
to the growth of the population. It 
is vital that new and old policy 
holders spend more, rather than 
less, of their income dollars for 
insurance”—in part, as a brake 
against inflation. 

Mr. Lewis discussed how the 
term “life insurance” has changed 
in meaning from the earlier defini- 
tion—exclusively insuring benefi- 
ciaries against financial hardship 
in the event of the policy holder’s 
death. 

The change has been so consid- 
erable, he said, that today “70% of 
all claims benefit living policy 
holders.” Mr. Lewis said the ad- 


vertising campaign of the Equita- | 
ble Life Assurance Society should 
be commended for using the term 


DAILY AVERAGE 
~ | OF ‘NEWS’ SETS| 


THIS WEEK MAGAZINE EXEC 


! 


William I. Nichol | 


Calls Newspapers — 
Most Modern Media 


Cites Effectiveness on Local | 
And Personal Levels 


aper Advertising Execu- 
illiam I, Nichols, editor | 
told those present 
plays in any given 


a recent address to the a 
tives Association here in Chicago, drags 
and publisher of This Week cramer’ 
just how important a role the newspape 


In 

Full color by Crocker 
now yours for 
2-color prices! 


> 
as modern as newspapers. By 
pers must adjust 
tomorrow's 


ad program. + ° 
The magic of the 
economical Crocker 
Colorform process, 
with exclusive Mirro- 
Screen plates, will 
give your advertising 
and sales material 
full color brilliance— 


to sell your products! — 
Dept. AA4 


H. S. CROCKER CO., INC. 


San Francisco, 720 Mission Chicago, 350 N. Clark 
Los Angeles, 2030 E.7th NewYork, 23 E. 26th St. 
Baltimore, 1600 S. Clinton 


. SRE 1S NOTHING 
pny f the business, newspa 
to tomorrow's news, 
said Nichols. 


the very mechanics 0 
their thinking each ap Bar Boe 
moods and tomorrow S s, 
r “Newspapers come into the home as i = 
friend. This means they have the agony = ecg | 
all of the people, and at the same —_. a4 Lge tan 
* reader feel that this is ‘his’ paper, om thy ayaa pi 
Nichols continued: “No other medium int a a —" 
: h breadth and depth of penetration as a ne - SS 
chia to focus sharply on those potential customers | 


the urban and suburban areas. 


Investigate Now! Write 
for this free booklet. 
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Two Pocket Books 
Execs Buy Field 


Canada. 
New York, April 2~—-Pocket 


Books, first mass-market produce 
of paper covered books, has 
changed hands for about $5,000,000. 

Buyers of the wholly owned sub- | 
sidiary of Field Enterprises were | 


Leon Shimkin, president of Pocket | ploye-owned and 
Books, and James M. Jacobson, | publishing house.” 


}exec vp. The two executives thus | 
obtained title to three publishing | more than 700,000,000 copies of its 
| imprints—Pocket Books, Cardinal | titles in 18 years, including 8,000,- 
| Editions and Permabooks. 


Unit for $5,000,000 ‘also take over Pocket 


Field Enterprises publishes the | inside cover of its 25¢, 35¢ and 50¢ 


Pocket Books, 


They | 000 copies of Dr. Spock’s “Baby & 
Books of |Child Care,” began accepting “se- 
lected general advertising” for the 


which has sold | Schuster, 


planned at Pocket Books, Mr. | Highlighted by the annual ban- 
T| Chicago Sun-Times, “World Book | books early in 1955. At the same | Shimkin said. quet at which several awards are 
Encyclopedia” and Parade, the| time, the company offered ad space made, the students spent the better 
Sunday supplement. in accordion-folded leaflets to be AAMW Hosts 59 Ad Students part of the week at tours, lectures, 
Mr. Shimkin said Pocket Books | inserted in the books, Rates were for ‘Inside Advertising’ luncheons and dinners tendered by 
'“in due course, will become an em- | put at about $3 a thousand for b&w | The seventh annual “Inside | 21 organizations which cooperated 

employe-run | and $4 for color. | Advertitine Week,” sponsored by | with the association. 

Mr. Shimkin joined Simon &/t 


he Assn. of Advertising Men & 


publishing house also 
owned by Field Enterprises, 
1924. He became a partner in 1937. 
Mr. Jacobson joined Pocket Books 
in 1940. He became exec vp in 1950. | who 

No personnel changes are 


| Women, New York, March 31- 
in | April 5, focused on 59 advertising 
honor students from zolleges and 
universities across the country 
spent the week learning 
about advertising’s basic processes. 


i 


84. Months 


ILY NEW 


Newspaper 


ation in Chicago and Suburbs 


NE 


lation figures. 


advertising gain. 


F CIRCULATION 
RECORDS 


February’s 625,788 Up 
25.973 Over 1956 Mark 


The daily average circulation of the Chicago Daily News ed 
February 1957 was 625,788. This was the highest February circula- 
e , 


ion in all Daily News history. a 
am tk marked the fourth straight month of record-breaking circu 


x~** 


AND THAT WASN’T ALL. For the first two months of 1957, 
i i in 

the Chicago Daily News led all other Chicago daily prey 

retail advertising gain, general advertising gain and total display 


In Chicago, only the Chicago Daily en boast of a 
i than a ‘ 
teady growth in circulation for more 
/ A corte circulation is just one of the reasons why the oe 
is any advertiser’s best buy in Chicago. It not only reaches pos Anal 
people; it reaches the largest “able-to-buy” market in the Chicag 
area No wonder its ads have a proven pulling power. 


‘st 
sf 


McNeilly to Wool Bureau 

Margaret M. McNeilly, pre- 
viously in charge of “women’s in- 
terest public relations” at Crow- 
ell-Collier Publishing Co., has 
joined the women’s wear publicity 
Staff of the Wool Bureau, New 
York. 


NBC Radio Names Graham 

George A. Graham Jr., formerly 
director of sales service for NBC 
Radio, New York, has been ap- 
pointed director of sales planning 
for the network, 


Sram ine 


Justin! | 
Seattle - San Diego 
_ San Francisco - 
OUTRATES ALL 
COMPETITION 
FIRST RATED 


22.3 KING, Pulse 2/6/57 
16.4 KPIX, Videodex 2/5/57 


| Starring 
| John HART 
_ Lon CHANEY 


Visit us 


NARTB 


Conrad Hilton Hotel 
Suite 532A-533A-534A 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 ¢ PLaza 5-2100 
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William Rankin, 79, 
First Adman to Buy 
Radio Time, Is Dead 


New York, April 2—William H. 
Rankin, 79, retired head of the for- 
mer advertising agency which bore 
his name and a pioneer in radio 
advertising, died March 30 at a 
hospital in Wingdale, N.Y. 

Born in New Albany, Ind., Mr. 
Rankin came to New York in 1921 
after having been associated with 
the Indianapolis Star. Among his 
associates on the Star were Kent 
Cooper, later executive director of 
the Associated Press, the late Ray 
Long, magazine editor, and Roy 
Howard, now board chairman of 
Scripps-Howard Newspapers. 

About 1914, Mr. Rankin joined 
the John Lee Mahin advertising 
agency, in Chicago, and two years 
later bought controlling interest in 
the company. It had offices in New 
York and San Francisco. 


s When Mr. Rankin started his 
own agency here in 1921, he con- 
solidated the Mahin agency with 
the new Rankin organization. At 
one time it handled some of the 
largest national advertising ac- 
counts in the country, including 
American Tobacco Co., Goodrich 
Rubber Co., General Cigar Co., | 
Lipton’s teas, Loft’s candies, and | 
Union Carbide & Carbon Corp. 

An early believer in the use of 
radio, Mr. Rankin was credited 
with having created the first spon- | 
sored radio program. In his auto- | 
biography, “I Looked and I Lis- 
tened,”” Ben Gross, veteran radio-tv 
editor of the New York Daily 
News, tells how the William H. 
Rankin Advertising Co. was the 
first agency to buy radio time)! 
(AA, Oct. 25, '54). 

Mr. Rankin’s son, Bill Jr., tuned 
in Roxy and the Capital Theater 
orchestra on his homemade crystal 
set. Struck with the advertising 
possibilities of the new medium, 
Mr. Rankin had a conference with 
George McClelland, AT&T’s sales 
manager. Mr. McClelland proposed 
that Rankin line up ten-minute 
programs at $100 a program for his 
agency’s clients. 


s Mr. Rankin, however, decided to 
test radio himself before he rec- 
ommended it to clients. On Dec. 
22, 1922, he bought 15 minutes on 
WEAF and gave a talk on “Adver- 
tising and Its Relation to the Pub- 
lic.” 

The next day he got 25 letters 
and phone calls. One resulted in a 
$500,000 contract to handle the | 
Mineralava account. 

Convinced, Mr. Rankin signed 
Marion Davies to deliver a 13- 
week series of talks for Minerala- 
va. A few weeks later, two other | 


~ 


SPARK EVERY PROMOTION 


GLOSSY PHOTOS 


| 


The PHOTOMATIC Co. 


53-59 E. Illinois St. * Chicago 11, tl, 
Phone WHiteholl 4-2930 


Rankin accounts, Goodrich and 
Union Carbide joined the sponsor 
parade to radio. 

Mr. Gross also credits Mr. Ran- 
kin with the pioneer work in net- 
work radio development. The book 
reports that the Rankin-placed 


Goodrich program was broadcast | 


on a network basis three years be- 
fore the first network (NBC) was 
officially established, in 1926. 

Mr. Rankin, the book says, “was 
the first one to see the possibilities 
of network broadcasting—indeed 
of any kind of broadcasting at all 
—for the major business and in- 
dustrial enterprises of America. 
He, and Mr. Mathes (J. M. Mathes, 


head of the agency which bears his 
name), and a few others were re- 
sponsible for channeling untold 
millions of dollars into the coffers 
of radio and then of television. 
Their actions helped to make these 


|media instruments of private en- 
terprise, rather than of govern-| 


ment, as in most foreign countries.” 


® In 1931 Mr. Rankin was ap- 
pointed a colonel in the Army spe- 
cialist reserve, by direction of 
President Hoover, in recognition of 
his work in advertising and pro- 
moting the selective service regis- 
tration in World War I. He also 
served as chairman of the New 


| York Advertising Committee for | 
| the National Recovery Act of 1933. | 

Highly regarded by others in the 
advertising field, Mr. Rankin for a 
/number of years carried in his| 
wallet a personal letter from the 
late Albert Lasker, president of 
Lord & Thomas, one of the most 
colorful and fabulous pioneers in 
advertising. The letter was a 
standing offer of $25,000 a year if 
Mr. Rankin would join Mr. Las- 
ker’s organization. 

In 1947 the Rankin agency was 
dissolved, and Mr. Rankin retired 
from business. At his death he was | 
jan honorary member of the Thirty | 
Club of London and a member of ' 


Advertising Age, April 8, 1957 


the Banshees, the Lotos Club and 
the Radio Pioneers of America. 


FREDERICK NODINE 

ALBANY, April 2—Frederick P. 
Nodine, 61, advertising salesman 
for the Albany Knickerbocker 
News, died March 27 at Albany 
Hospital. He had been with the 
newspaper and its predecessor for 
44 years, serving in both the classi- 
fied and display departments. 


HARRY BURDICK 

Datias, April 2—Harry Bur- 
dick, 49, a representative of Texas 
Harte-Hanks newspapers, died 
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here March 26 after a long illness. | 


He had lived in Dallas for the past 
seven years. He was formerly as- 
sociated with newspapers in Fort 
Smith, Ark., Oklahoma City, and 
South Bend. A native of New York, 
he worked on several eastern 
newspapers before coming West. 


GEORGE HAMILTON 


New York, April 2—George W. 
Hamilton, 56, director of sales for 
Evyan Perfums since 1949, died in 
his sleep of a heart attack March 
30 at his home here. Born in New- 
port, Vt., Mr. Hamilton was grad- 
uated from Dartmouth College. Be- 


'ber of years before joining Evyan. | 


| Sound council 


fore entering the cosmetic field, he 
was a composer and conductor of y 
popular music. One of his songs,|and Don Kraft, Honig-Cooper Co., 
“Bye Bye, Pretty Baby,” enjoyed | Seattle, secretary-treasurer. 
wide popularity several years ago. | 
He was a member of the American 
Society of Composers, Authors & 
Publishers. 

He was associated with Eliza- 
beth Arden Sales Corp. for a num- 


N. Stuart Nicholson, West-Marquis, 
Seattle, was elected vice-chairman, 


Plans Begun to Bring Foreign 
Admen to U. S. for Study 

Plans are being drafted to bring 
20 or more foreign admen to the} 
|U. S. each year to work in Amer- | 
ican advertising agencies and/| 
\study American marketing tech- 
niques. These plans are part of 
the “People-to-People” program 
tive, Condon Co., Tacoma, has been organized last year under the) 
elected chairman of the Puget|leadership of President Eisenhow- | 
of the American|er. 
Advertising Agencies. | 


4A‘s Council Elects Kaufman 


Victor Kaufman, account execu- | 


Assn. of The advertising phase of the | 


president of 


of the 


Advertising Agencies. 


AAW Opens Competition 
The Advertising aAssn. of the 
West has opened its annual all- 


western general magazine adver-| 
tising competition. Entries of mate-| 


rial prepared and produced in the 
|West may be submitted to Lee} 


Price, AAW director for Pes! 


magazines, Time Inc., 
San Francisco. 


100 Bush St., 


|program is being spearheaded by | 
|Theodore Repplier, 
|the Advertising Council. Mr. Rep-| 
|plier has proposed that the details | 
program be _ handled} 
through the American Assn. of| 
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* Easy pickings for some. 
where you are, and ev soled 


a serious step for others. Depends who, 
different. 


what and 


Of all national sales media, spot television is most effective at catering to local 


differences and adapting to local problems. Consider the recent experience of 
the Arkansas Rice Growers Cooperative Association. 


Short-grain rice was selling like hotcakes in eastern South Carolina, the nation’s 
second-largest rice consuming area, but—because of local tastes—long-grain 
rice was not. Until wBTw, Florence, came up with a summer schedule tailored 
to build a demand for the long-grain variety. Then, according to E. G. Wells, Jr., 
of W. H. Sydnor & Co., food brokers: “Sales of our Riceland Long-Grain Rice 
for the period of June through November 1956 showed an increase of 960% over 


In fact 


, WBBM-TV Chicago, KSL-TV Salt Lake City, KGUL-TV Galveston-Houston, KOIN 


wuct Hartford, KNxT Los Angeles and the CBS Television Pacific Network 


the same period in 1955. This gain is all the more remarkable because it was 
accomplished without losing ground in our strong short-grain rice business. 
, we had an increase there too.” Good spot to be in! 


Spot television’s adaptability to local tastes and customs is another reason why 


more and more advertisers are using the 13 stations and the regional network 
represented by... 


CRS TEL E’VIsiaon SPOT S 4 L ES Representing: wcss-tv New York, 


WCAU-TV Philadelphia, wrop-Tv Washington, wetv Charlotte, watw Florence, WMBR-TV Jacksonville, 
wxIx Milwaukee -TV Portland, 


\area residents to visit Miami. 


REVERSE TOURISM—Opening page of 
a three-page color ad in the March 
31 Hablemos invites Caribbean 
A 
fourth page promotes travel by Pan 
American Airways. Bishopic- 
Green-Fielden is the Maimi 
agency. Pan Am’s is J. Walter 
Thompson Co. 


| Ampex Enters Retail Field 


Ampex Corp., Redwood City, 
Cal., manufacturer of magnetic 
tape and sound equipment, has en- 
tered the retail field. Ground has 
been broken at Sunnyvale for a 
40,000 sq. ft. plant of Ampex Audio 
Inc., a new subsidiary, which will 
produce hi-fi equipment for the 
amateur. Until now Ampex has 
made recording devices for radio 
stations, professional engineers and 
the new tape recorder for tv. Phil- 
ip L. Gundy, vp of Ampex and 
president of the subsidiary, said 
occupance date is set for July 1. 


Hollywood Agency Formed 
Hollywood Advertising Agency 
has been formed in Seattle by Jack 


and Hazel Resnick, formerly of 
Hollywood Furniture Co., San 
|Francisco. Offices are at 1419 


Fourth Ave. N. Associated with the 
Resnicks is Jack Hite, formerly 
with MacKinnon’s, Seattle. 


Baker Succeeds Father 

Virginia Jones Baker, daughter 
of the late Robert E. Jones, has 
taken over the role of publisher of 
Western Dairy Foods Review, pub- 
lished by her father at San Fran- 
cisco. 
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| Names Ovesey & Straus 

| National Life & Health Corp., 
Boise, has appointed Ovesey & 
Straus, New York, to handle its 
advertising. A campaign on the 
company’s new Baby Guard in- 
isurance is scheduled for maga- 
zines and Sunday supplements. 


PLASTIC PRINTING PLATES 


From Your Metal Engravings 


yn (Continued from Page 2) 
quick acceptance. Easy to care for, 
it was well suited to the new care- 
less style of living. Simply styled, 
it blended well with modern inte- 
riors. And it was promoted at 
prices close to sterling, so that no 
one felt “cheap” in selecting stain- 
less rather than silver. 

Then the American silverware 
industry itself endorsed the new 
competitor by starting to turn out 
its own lines of quality stainless. 

Here is the industry situation 
as revealed in Census of Manu- 
factures wholesale figures, avail- 
able only for the years 1954 and 


1947: 
1947 1954 
(000) (000) 
- g Flatware: 
VWWeans duenrtising la Aftantse eee ee $ 61,516 $ 42,170 
Silverplote ..............0.+. 72,567 52,979 
Other plated, stainless 

and other metal ...... 15433 25,719 


THE DENTSU SERVICE 


Oy $149,716 $120,868 
Holloware: 
: Re 20,074 15,17 
* Stands on a base of comprehensive research Silverplate ....c...ccce..ee-. 17,362 18,219 
- ~ Other plated 
«x Includes eye-catching art and design and stainless ............ 6,056 11,129 
7 Embraces all phases of advertising Total enrorececcccoccesccoss $ 43,492 $ 44,765 


The entire industry, however, 
fell off from $193,208,000 to $165,- 
633,000—a 1442% decline in seven 
years. 

As for what happened after '54, 
there are no official figures. Here’s 
how International Silver Co., Mer- 
iden, Conn., the largest silverware 
manufacturer in the world, esti- 
mates total retail sales in the U.S. 
for the past three years: 


x Results in campaigns that sell 


Dentsu 


Nishi-Ginza, Tokyo 


ey 


HEAD OFFICE: 


— MAIN BRANCHES: Osaka * Nagoya « Fukuoka oan nd ain 
Sapporo * Yokohama « Kyoto * Kobe © Sendai § | Fictware: 
Hiroshima * Nagasaki Sterling ..$95,000 $100,000 $100,000 
Plated ...... 96,000 96,000 90,000 
Stainless .. 30,000 50,000* 66,000** 
Holloware: 
Sterling .. 38,000 41,000 44,000 


What a premium! 


PREMIUM SALES DEPT. A-48 
POLAROID CORP., CAMBRIDGE 39, MASS. 


The fun and excitement of taking a picture 
one minute and seeing it the next has made 
the Polaroid* Land Camera one of the world’s 
most wanted gifts. 


' 
1 
. . . 
1 Please send me information, prices, and case histories 
' 
1 
! 

Used as an incentive for salesmen and dis- ; 
! 
1 
' 
' 
' 
' 


on the Polaroid Land Camera used as a premium. 


COMPANY 


tributors, as a dealer loader, as an award for 
display placement, as a consumer contest 
prize—the Polaroid Land Camera really gets 
action! Top companies have used this camera 
as a premium with tremendous success. 


ADDRESS 


city STATE 


POLAROID CORP., CAMBRIDGE, MASS 


Silver Companies Try New Ad Motifs, 
Broaden Lines to Meet Market Shifts 


Plated 36,000 43,000 47,000 
Total $295,000 $300,000 $347,000 
* Includes $10,000,000 in imports. ** In- 
cludes $18,000,000 in imports. 


® Sales of stainless are expected 
to continue upward despite grow- 
ing competition from cheaper for- 
eign products, especially Japanese 
imports. According to one adman, 
Japanese stainless flatware can be 
brought into the country duty 
paid, for less than a U.S. manu- 
facturer pays for the raw metal. 

The industry spends about $5,- 
000,000 yearly on advertising. More 
than $4,000,000 of this is spent by 
the six largest companies; the re- 
mainder is spent by about 16 
smaller ones. 

Almost all of the ads are placed 
on a year-round basis in maga- 
zines with an occasional sally into 
Sunday supplements. About half 
of the ads are for sterling; one- 
third goes for silverplate, and one- 
sixth for stainless. 

Most sterling ads are slanted 
toward the bride-to-be, her fam- 
ily and friends, since most manu- 
facturers believe that about two- 
thirds of all silverware purchases 
are prompted by weddings. 

Majority of the other purchases 
are made by older married cou- 
ples who didn’t get sterling when 
they were married, or who started 
out with a pattern that no longer 
suits them. Several observers be- 
lieve this “comeback” market is 


| the great latent market of the in- 


dustry. 


® Some manufacturers are becom- 
ing increasingly solicitous of the 
young teen-age girls also, in the 
belief that she has her silver pat- 
tern picked out long before she 
has a husband. 

Here’s how the six largest ad- 
vertisers are investing their mon- 
ey this spring, discussed in the or- 
der of their ad expenditures: 


e International Silver Co. is be- 
ginning its second year of concen- 
trating its advertising in Life, on 
a 52-week basis. Last year, ac- 
cording to gross figures reported 
by Publishers Information Bu- 
reau, the company spent $1,734,- 
169 on advertising, dividing this 
sum among its products in this 
way: $648,669 for sterling, $549,- 
226 for 1847 Rogers Bros. silver- 
plate, $285,877 for Holmes & Ed- 
wards silverplate, $218,639 for 
| stainless steel and $31,758 for gen- 
eral company promotion. 

For its sterling campaign, Inter- 
national uses an “emotional situ- 
ation” ad. The company has used 
this type of ad several times in the 
past and reports that it tests bet- 
|ter than any other type for its 
sterling. The ads are in three col- 
ors and run about once a month. 

A special sterling campaign of 
four-color pages also runs in Sev- 
enteen. 


s International’s silverplate line, 
1841 Rogers Bros., has two cam- 
|paigns, both four-color, running 


Springtime pattern; the other is a 
continuation of the “room-setting” 
ads started last year. These ads 
run a little more frequently than 
once a month. 

The regular ad series shows ta- 
bles set with 1841 Rogers Bros. in 
a wide variety of rooms—Early 
American, Empire, modern or even 
a country terrace—to show that 
silverplate is at home anywhere. 

International’s line of stainless 
steel is promoted in b&w ads 
which show stainless patterns su- 
perimposed over a table setting. 
Copy stresses that it is American- 
made by “master silversmiths” 
and that it is readily available. 
“Don’t run the risk of finding your 


this spring. One introduces its new | 


“ELEGANT’—Oneida Ltd. is running 

b&w Community silverplate ads 

like the one partly shown here, in 

six magazines. The ads consist of 

a page, plus the outside column on 

the opposite page, with editorial 
matter between. 


pattern out-of-stock as so often 
can happen with imported stain- 
less,” the copy warns. 

International’s sterling, plate 
and stainless advertising is han- 
dled by Young & Rubicam, New 
York. 

For its Holmes & Edwards 
“DeepSilver” line, International is 
running four vividly colored ads in 
Life and one b&w in Look. Mc- 
Cann-Erickson, New York, is han- 
dling. 


e Oneida Ltd. Silversmiths, Onei- 
da, N.Y., which two years ago was 
advertising primarily in Life, 
/moved out of that weekly just as 
International moved in. Now Onei- 
|da is scheduling in the women’s 
jand shelter magazines, and ac- 
jcording to the PIB gross figures, 
divided its budget this way in 

1956: $617,288 for Community sil- 
| verplate; $323,078 for Heirloom 
| sterling and $53,528 for 1881 Rog- 
ers Bros. silverplate. 

Oneida’s campaign for Commu- 
nity silverplate this spring is 
called the “Silver Showcase Se- 
ries” and “epitomizes the age of 
elegance.” 

These ads are running in Amer- 

ican Home, Better Homes & Gar- 
|dens, Bride’s Magazine, Ladies’ 
|Home Journal, McCall’s, Modern 
| Bride, and Seventeen. Batten, Bar- 
ton, Durstine & Osborn, New York, 
| is the agency. 
Oneida’s Heirloom sterling cam- 
|paign is again featuring product 
endorsements by famous fathers 
|and their daughters, a campaign 
| started last fall. In May, the com- 
jpany will introduce its new 
|“Flower Lane” pattern with two 
ads: one picturing Bob Hope and 
| daughter Linda; the other featur- 
ing producer Richard Halliday and 
daughter Heller. 


® The Heirloom ads run in Better 
Homes & Gardens, Bride’s Maga- 
zine, Glamour, Ladies’ Home Jour- 
nal, McCall’s, Modern Bride and 
Seventeen. A dealer promotion 
with Ladies’ Home Journal has 
been set up, and McCall’s is con- 
ducting a merchandising drive for 
the new pattern. 

The spring campaign for 1881 
Rogers division of Oneida will be 
built around a “Roll back the 
prices” theme in a page ad in the 
May 28 issue of Look. Prices 
quoted, according to the ad, are 
the lowest since early 1952, offer- 
ing a 71-piece service for eight for 
$69.75, a saving of $33. J. Walter 
Thompson Co., New York, is the 
agency for Heirloom and 1881. 

Oneida does no advertising for 
its stainless steel, although it has 
several patterns, including a new 
line called Premier which is about 
|twice as expensive as its Deluxe 
| line. 


e Gorham Co., Providence, R. I., 
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has divided the purchasers of sil- 
verware into five groups and has 
slanted its advertising according- | 
ly. These groups include (1) teen- | 
agers (from ten years on up), (2) 


engaged girls and brides, (3) | 
young marrieds and young unmar- 
ried working girls, (4) the older 
marrieds with marrying-age chil- 
dren, and (5) wealthy gift givers. 

For the teen-agers, Gorham is 
running ads in American Girl, Co- 
Ed and Seventeen showing such 
situations as a teen-ager slipping 
a Gorham ad in her father’s morn- 
ing newspaper. “One time it pays 
to hint like mad,” says the head- 
line. 

Ads aimed at brides and brides- 
to-be run in Bride’s Magazine, 
Guide for the Bride and Modern 4 
Bride. w ¥ w* hw f. 

For the young marrieds and the 
unmarried career gals, ads are | DREAMER—International sterling 
scheduled for Charm, Glamour,|will be promoted monthly via 
Living for Young Homemakers, |three-color “story” ads like this 
Mademoiselle and The New York- one in Life. 
er. One such ad shows a young 


Satornational Sterling 


Ps 


4 


r 


couple having dinner in their new | _.. 

apartment—on a packing box, with | Girl, Better Homes & Gardens, Co- 

their possessions stacked around | Ed, Charm, Glamour, Harper's 

them in barrels. | Bazaar, House Beautiful, House & 
Garden, Living for Young Home- 

® “How to feel like a million,” the | makers, Mademoiselle, McCall’s, 

headline says. “It’s home and it's | Seventeen, The New Yorker and 

yours. Maybe you haven't the big- Vogue. ; 

gest tv screen in the neighborhood |_. Gorham ads for ts more — 

—or the most luxurious furnish- | *!Y° holloware will run in Chris- 


ings yet, but bless your happy tian Science Monitor, Gourmet, 
hearts, you've got your sterling,” House Beautiful, House & Garden, 
the copy begins. | National Geographic and The New 

The media list for an additional | Yorker during April, May and 
drive this spring, addressed to|2Um¢- Donahue & Coe, New York, 
parents, includes House Beautiful, | #8 the agency for Gorham’s ster- 


ling. 

House & Garden and The New 

Yorker. For the wealthy gift giv-|. Gorham Co. spent $534,442 dur- 
ers, it is Better Homes & Gardens | ing 56, according to the PIB gross 


> fe ’ | figures. $424,130 went for sterling, 
Harper’s Bazaar, Th » Yorke 
aa Vane. aar, The New Yorker | $58,260 for Alvin sterling, $51,051 


; / for Stegor stainless and $1,001 for 
Gorham also is running a spe- Stegor silverplate 
cial campaign in April in 14 mag- ; 


azines to introduce its new Star- |e Reed & Barton, Taunton, Mass., 
dust pattern. | which last year spent $287,025 in 
The schedule includes American | advertising, according to PIB gross 


figures, has a two-pronged pro- 
motion for spring: an over-all 
campaign which will not be un- 
veiled for several more weeks, 
plus a catalog-type campaign for 
the brides’ books. 

The company is showing eight 


| patterns life-size in a three-color 
| spread in Bride’s Magazine, Guide 


for the Bride and Modern Bride. 
But to give the ad “warmth and 
humanity,” the sterling is photo- 
graphed against a sweeping Amer- 
ican panorama. 

This campaign, however, the 
company warns, is in no way “in- 


dicative, semblant or symbolic” of | 
a new over-all campaign, which | 


will be ready some time in May. 
Hockaday Associates, New York, is 
the agency. 


e Towle Manufacturing Co., New- 
buryport, Mass., spent $272,826 on 
advertising in ’56, according to PIB 
gross figures. This spring 
company is using color for the 
first time in three years. 

The theme is: “The Towle touch 
is the sterling touch,” and the 
campaign aims not only at selling 
Towle sterling specifically, but 
also at recreating the desire for 
sterling in general. 


This basic campaign will be in- | 


terrupted in May by color spreads 
introducing Towle’s new Italian- 
designed Fontana pattern. 

Towle’s media list is 
Magazine, Better Homes 
dens, House Beautiful, 


Bride’s 
& Gar- 


agency. 


e R. Wallace & Sons Manufactur- | 
ing Co., Wallingford, Conn., spent) 


$203,059 in its 56 advertising, ac- 
cording to PIB gross figures. In a 
new color campaign this spring, it 


is aiming to elevate sterling ad- | 


vertising “to the beauty and ele- 
gance of the product itself.” 
The opening ad is a high-fash- 


this | 


Ladies’ | 
Home Journal, Modern Bride, The | 
New Yorker and Seventeen. Cunn- | 
|ingham & Walsh, New York, is the 
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ion photograph of a_ be-ruffled ; new pattern, Discovery, designed 
| lady nibbling on some mushrooms. | by Raymond Loewy, in color pages 
“Of course it looks more expensive | running in May and June in Better 
|than other sterling,” the ad says,| Homes & Gardens, Charm, Har- 
“but happily, it isn’t, even though | per’s Bazaar, House Beautiful, 
Wallace sterling is costlier to| Seventeen and The New Yorker. 
|/make. It’s the only solid silver | B&w versions will run in Chris- 
that is sculptured-in-the-round.” | tian Science Monitor and Bride’s 
This campaign will run in Charm, | Magazine, Guide for the Bride and 
|House Beautiful, Mademoiselle | Modern Bride. 
and Seventeen. Grey Advertising, New York, is 
Wallace also e agency. 


is introducing a th 


JUST PUBLISHED ler’ an 

fow THIS NEW B 
WILL HELP YOU: 

Use the right word 

in the right way 

Shun clichés and 

hackneyed phrases 


Avoid tell-tale 
errors in grammar 


Spell “tricky” words 
Use foreign words and 
phrases correctly 
Pronounce difficult words 
Handle colloquial and 
slang words 

Punctuate properly 
Recognize British and 
American language 
differences 

Find apt synonyms, 
abbreviate, hyphenate 
Know word origins, 
histories, meanings 


Based on Fowler but geared 
to the American language 


ae completely up to 3 


AT ALL BOOKSTORES 
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Conlon Associates Adds Two 


Conlon Associates, San Francis- 
co, has been named to develop ad- 


vertising and business promotion | 
in Asia for Broadview Research & | 


Development, Burlingame nuclear 
research company. Conlon also has 
been appointed to handle repre- 
sentation and business develop- 
ment in the Far East for the Port 
of San Francisco and the World 
Trade Center. 


Vodka Leaped to 6% Share of U.S. Liquor 


Market in’56, ‘True Magazine’ Reports 


New York, April 2--Per cap- 
ita consumption of liquor in 1956 
was 1.29 gals. This was the highest 
mark since 1946, when per capita 
consumption registered 1.65 gals. 
In 1955 the figure was 1.21 gals. 

Liquor consumption in 1956 was 
215,225,286 gals., a gain of 7.8% 


ae 


ple cll 


| 58.0% 


over 1955’s 199,570,748 gals. On- 
ly 1946, regarded as something of 
an abnormal year, had a larger 
gallonage record with 230,981,503. 

Bottling of distilled spirits in 
the U. S. increased 9.7% in ’56 to 
reach a total of 195,900,000 gals. 
Every category but rum showed a 
gain. 

These and other data on the 
1956 liquor market were released 
in the current issue of True 
Magazine’s “Beverage Industry 
Trends,” prepared by Lester S. 
Abberbock of Fawcett Publica- 
tions’ research department. 


® Vodka had the largest percent- 
age growth—70.4%—the report 
shows, but blended whisky had 
the largest increase in volume, 6,- 
400,000 gals. This, the report notes 
significantly, is the first upward 
swing by blends since 1953. 
“Despite the fact that blends 
finished the year on the plus side,” 
the report says, “they lost ground | 
to straights in percentage of total 
market. Straights, spurred on by 


| 


a rise of 4,650,000 gals., a gain of 
10.1% over °55, now have 25.9%! 
of the domestic liquor market.! 
Blends, of course, are still No. 1, 
but their share has fallen off to 


| 44.9%.” 


Based on whisky bottling only,) 
the breakdown by types, accord- 
ing to True’s analysis, is: Blends, 


sreighte. 33.5%; bonds, 8.5%. 


items. Only one other non-whisky 
classification, cordials, had a per- 
centage gain that exceeded the 
over-all rise for domestic whiskies. 

“Vodka,” the report adds, “has 
definitely cut into gin sales. The 
increase for gin last year was 500,- 
000 gals., or 2.4%. In many western 


Liquor Spending in 
Magazines, ‘56 and ‘55 
(by type of liquor) 
Source: ‘True Magazine's’ 
Beverage Industry Trends 


1956 1955 % Change 
Blended 
whisky $5,030,434 $5,946,967 —15.4% 
Scotch 


whisky 4,916,842 4,368,420 12.6 
Bonded 

whisky 4,275,867 4,415,854 — 3.2 
Straight 

whisky 3,795,992 4,222,104 —10.1 
OU scabies 2,521,445 2,383,802 5.8 
Canadian 

whisky 2,210,304 1,957,295 12.9 
Cordials .. 1,695,454 1,345,377 26.0 
Vodka 1,479,404 518,027 185.6 
Brandy 680,727 568,286 19.8 
372,617 561,078 —33.6 
| Cocktails 239,598 283,084 —15.4 

Miscel- 

laneous* 443,165 624,926 —29.1 
TOTAL $27,661,849$27,195,220 1.7% 
*Iincludes Akvavit, Irish whisky, Tequila, 
general pr tion and ¢ lete beverage 


| line advertising. 


; Straights and blends of states vodka outsells gin. The ratio 


of gin bottling to vodka is less 
than two bottles to one. At the end 


= “Vodka, by its gain of nearly, of 1955 it was nearly three to one. 


5,000,000 gals.,”’ the report 
“now accounts for 6.1% 
bottling. In 1955 it had 3.9% 
the total market. The rise in vodka 


says, | 


of total | down,’ 


“Although rum  0bottling§ is 


the report notes, “total 


of rum consumption increased slight- 


ly last year. This is due to in- 


is mainly responsible for the diver-| creased sales of Virgin Island and 


sification trend 


to non-whisky Puerto Rican brands. 


Fine “crop” of RAINS Brightens Agricultural Southwest! 


Texas ls Soaked Rainfall Totals West Texas Farmers 


| Crop Moisture Rains Spur Arrival 


| Is Best in Years Canton Water Begins 
Rolling Into City Lake 


ln Wheat Belt | 


‘oma weether | 
By BOB MemiLi im tral Texas got most of the mow Moisture, in the f Yoee O ieamed 
Oy BILL HARMON Canton dam cuneas water, {ras by beory. 4 ture benefits keted pay h a7 508 a0 oe Dierted 
STILLWATER, Mare® t!~|stream rains, began flowing into The best rainfall report was an City’s Watershed blanke wry ourmon ave wen saerunvuas tocse Fes 
Wheat belt counties have the best | Gay morning wnaifiial 68 inches as Wace City's Waters nesday as rains and - oar cording te 
imeisture conditions in ores | The first of the water released from Canton dam Sat- residential area More nan as | Gets Dampening; | the rest of the state wooewane 3477") ose nan nm 
years, county agents urday afternoon reached the In Canadien counin points end worth of Dallas im More Is Forecast Several tornadoes navew smuware mass ome have the 
— none caused damage Tuesday. 
THE DAILY OKLAHOMAN | or ed ull falling 
THURSDAY, MARCH 11, 1987. | Panhandle res: cunrom omanoma P. cid two 
Qervtag mate © Game cotrenee fall in the northwest sas ose A, - 
snow |(or Oklahomans Wednesday, with | long downpours 4.92 ONCRABMA sea wrnene Gey tet 
general rains covering the state Snow fell as far «: 


Your product will reach the homes of 

434,813" paid subscribers when it is 

in Filis county, agent Rey Park scheduled in The Farmer-Stockman. 
7 LY ys we ee More circulation where circulation 
and greatly improved the mos counts. More R.F.D. subscribers than 
aes fame any other publication in the Southwest. 


mofeture is ence’ 


*Publisher’s ABC 


Highways 


HEADLINE NEWS 
throughout the Southwest! 


There's nothing quite so newsworthy to 
Ranchers and Farmers in Texas and 
Oklahoma as a good 

. and that's just what they have. It's 
there for all to see . . 
the headlines of hundreds of papers. 


The Farmer-Stockman 


December 31, 1956. 


By Heavy Rains 


DALLAS. March 3 &—Heavy 
poms nay | of rain ond acattered 
pockets hail snow soaked 
Texas Aa. J North end com 


“crop” of rain 


. Splashed across 


hay Land Raunt al! 


Statement, 


ue 
oe A Thursdey Amariiie wy late Wednesday 


= County Agents See Bright Picture 
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The Ballas Morning News vores \ 


” eed Per Supply 6 
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and dumping os much os on un 


official 140 inches ed the: 
Water, Water EVERYWHERE and [Pics “sexys vor smmn ch shims 
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it s making inch of moisture, and masy re and the moistur 


strte was ot Pouls Valley 
observers measured en unofficial 


included Anadarko, Chickasha, El 
Reno, Kingston Marietta, Marlow, 


equinon day and might are exactly 
the same length 
* other state points 


Wheat Is Best in Years 
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tel 
rom (air to excellent con 
@ition, agent John R. Teakell re 
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Boise City Snowfall 
Measures 7 Inches 


serous despite the rain 
Vega directly west 
rile, had two inches of 


the temperatures dropped to treesing | * 
and coated highways with si 
treacherous coat of we 
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IDEOGRAPHIC PUSH—Pabst Brewing 
Co, addressed this letter, calling at- 
tention to its sponsorship of “Chi- 
nese Festival” on WHOM-FM, 
New York, to Chinese restaurants 
and grocery stores in the New York 
area and also in Chicago, San 
Francisco and Washington, D. C. 


The diversification trend is also 
found in liquor advertising in mag- 
azines (see table). 

“Advertisers of distilled spirits 
spent a record $27,600,000 in mag- 
azines last year,” says True. “The 


sum was nearly $500,000, or 1.7%, 


|above the previous record year, 


1955. 

“The diversification factor, evi- 
dent in consumption, has also man- 
ifested itself in advertising ex- 
penditures. Non-whisky items are 
responsible for the gain, as distil- 
lers and importers are spending 
more dollars for the advertising of 
these liquors. 

“Vodka has discovered national 
magazine advertising. More brands 
were advertised in 1956 than in the 
previous year, and older advertis- 
ers increased their expenditures. 
As a result, this classification 
shows a gain of close to $1,000,000, 
the largest in dollars, and also the 
largest percentage-wise—185.6%.” 


Ohio Match Board Asks Name 
Change to Hunt Industries 

The board of directors of Ohio 
Match Co. has recommended the 
‘company’s corporate name be 
changed to Hunt Foods & Indus- 
tries Inc., with stockholders to vote 
on the change at the next annual 
| meeting. 

The change was recommended 
because “the company’s present 
name does not indicate the diversi- 
fication of the business interests 
of the company and its subsidiaries 
}and does not identify the company 
‘with the major products of the 
|combined enterprise which, under 
the brand name ‘Hunt's,’ have at- 
tained national recognition through 
extensive advertising over the past 
years.” 


In 1956 
the EAGLE had 


93.1% 


of all GENERAL DISPLAY 
advertising linage 
Source: Media Records 


Based on 9/30/56 ABC Publisher statements 


WICHITA 


EAGLE 
MORNING ~ EVENING - SUNDAY 


A member of the Metro Sunday Comics Network 


WICHITA, KANSAS 


may 


REPRESENTED BY O'MARA & ORMSBEE 
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hes the man who 


leads a dual [fe 


. Whether it’s the perfect test market, or the right campaign approach for his impressive 
list of clients—or that shady spot where the big ones are often biting—Doug knows how 
to pick ‘em. 


Men like Doug who divide their time between business and the pleasures of the outdoors 
. are almost 33,000,000 strong. They’re a uniquely rich market for products of all types 
for their two ways of life. 


You can talk to almost 1,000,000 of these men—hand-picked men with “the urge to SPORT S AFIELD 
splurge” —through the pages of Sports Afield. So many successful advertisers, from auto- 
mobiles to toiletries, are doing so on a schedule basis. Avrepe et Ge qegee: Sey Se ee ere 


. Why don’t you? where sportsmen get the urge to splurge 


DOUGLAS R. HATHAWAY 


* 


— 


Vice-President and tedia Di 
J. M. Mathes, Inc. 


One of 33,000,000 American Sportsmer 
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Advertising Age, April 8, 1957 


Advertising Pages and Linage in Farm Publications 


March and Year to Date for U.S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- i . 
play Excluding ? Commercial Dis 


play Excluding 
Poultry, Classified Poultry, Classified 


and Livestock, 


c—Total Advertising, in Pages———_. —————Total Advertising, in Lines———, in Lines 
Mar. Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. Jan.-Mar. -Mar. 5 . 5 Mar. Jan.-Mar. Jan.-Mar. Mar. 


° Mar. Jan.-Mar. Jan.-Mar. Mar. Mar. 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1957 1956 1957 1956 1957 1956 


Magazines Hoard’s Dairyman . , . . 8 $4,276 55,194 133,702 138,916 47,085 48,887 
F — g Indiana Farmer's Guide .... 2 26,738 59,374 68,433 20,484 21,218 
Capper’s Farmer , 86.8 ' 9 37,439 94,392 ' Kansas Farmer ‘ . : . 56,476 105,288 130,212 39,349 51,998 
Farm Journal: Michigan Farmer . : i ’ t 59,629 139,142 154,441 51,125 54,085 
#Central Edition 4 142.7 t : , ; 130,443 ‘ ‘ ’ Missouri Ruralist . . t i 58,042 131,774 132,626 51,083 51,484 
#Eastern Edition 2 142.7 t t i . 129,866 ’ . , Montana Farmer-Stockman .. ; ) Y 585 65,150 143,209 159.487 52,388 50,338 
#Southern Edition 135.1 . \ ‘ ’ 117,078 ' , , Nebraska Farmer . . . . . 106,925 226,522 241,395 93,464 96,829 
#Western Edition 8 147.1 . . ’ , 131,097 : : : New England Homestead .... . . 1 ; i 31,130 73,727 88,254 23,174 23,539 
Average 4 Editions (105.7 141.9 ; j ; , 127,122 : ’ , Ohio Farmer . . ‘ . ; 75,237 167,953 184,514 61,646 67,988 
Farm & Ranch—Southern Agriculturist: Pennsylvania Farmer A J . t 55,209 139,688 38,532 48,534 
Southeastern Edition .. 46.2 46.9 \. 19,815 \ 57,628 - ’ : Prairie Farmer: 
Southwestern Edition .. 515 51.0 a 1 22,093 21, 62,772 ‘ ‘ ; HIllinois Edition . { y , ; 102,204 234,037 ; 83,534 91,704 
Average 2 Editions 48.3 48.5 20,703 59,633 t . Indiana Edition . A . . I 100,382 225,031 ¥ 82,446 89,852 
Progressive Farmer: Average 2 Editions I \ . ‘ ‘ 101,293 229,534 ‘ 82,990 90,793 
#Carolina-Va. Edition .. 128.0 131.0 , .2 87,022 212,416 . ’ 5 Wallaces’ Farmer ‘ \ ; . . 116,071 256,386 281, 97,180 106,687 
#Ga.-Ala.-Fla. Edition .. 124.7 133.6 . 0 84,835 90, 211,089 j ‘ : Western Farm Life , . . ’ . 33,631 81,760 ’ 27,645 28,979 
#Ky.-Tenn.-W. Va. Edition 120.0 127.3 ? .0 81,287 86, ‘ ' ; §Colorado Edition . : Y . 38.509 89,368 31,817 31,457 
#Miss.-La.-Ark Edition .. 116.6 123.3 . 5 79,309 83, ; x Y Y 
tTexas — 122. ma : ; ae . Y —— 99.4 273.4 77,911 88,323 186,099 76,118 86,369 
oan A = . ays . ae Saale oe ’ saaihe 88 . Total Group .......... 1,419.8 1,548.8 3,451.2 3,814.1 1,085,759 1,180,389 2,630,218 2,908 546 1,065,381 1,147,619 
c ng . . ° , 7 ’ . . # Not included in totals. § Colorado edition carries all linage appearing in Western Farm Life. 
Total Group ‘ ‘ 0 1,298.0 242,313 265,953 


# Not included in totals. Farm Linage Trend —— , 

Monthlies 

Auoraas rot Grower. 460 379 1147 1140 19889 16, "243 19.485 20. MAGAZINES MONTHLIES 

American Poultry Journal: 1957 
Eastern Edition y 4 é . y I \ . 


#Midwest Edition . t . . ; MAR. 
Pacific Edition . ' y . ; ‘ ' , / . 
#Southeastern Edition .. ‘ . k ‘ : ! : ; . FEB. | 719 } 
Southwestern Edition .. t ‘i J j 4 
Average 5 Editions in °57, 1956 
4 Editions in "56 5 . , : ! . . ' , . é&. Sree 
American Vegetable Grower .. ‘ . 4 . ‘ , . . ‘ d ° MAR. 784 : 
Arkansas Farmer , . y { . ’ . . ‘ ‘ 
Better Farming Methods .... A - ' ' . F \ - — 
restore, Genstle ; = , 0 34846 36, 404 1.624 1. SEMI-MONTHLIES BI-WEEKLIES WEEKLIES CANADIAN 
la . \e le e ° . . ’ ’ . 
Broiler Growing . . ’ : , . a f . 286 | 1957 1957 1957 1957 


California Citrograph r ’ . . . , . . : | MARI 1.0 mar. [97 | MA [226 | 
California Farm Bureau R 
Monthly ° . J ° . ’ . 5 | ¥ 
The Cattleman ........... . : ' . 97, . y . . ' . - FEB. 
Coastal Cattleman . . d J ‘ ‘ . . J ‘ 
Cooperative Digest A . i ‘ . . . . ‘ . 1956 
County Agent & Vo-Ag Teacher 20. Y Y Y . y , : . y i180 | ; MAR. 
Farm Management . 
Farmer-Stockman : 
Oklahoma Edition . , > , ’ . 
#Texas Edition . ’ r ’ . , . . f y Bi-Weeklies 
Average 2 Editions y . . ‘ t : . i ’ " California Farmer: 
Florida Cattleman . ‘ i , ’ . ' y , ’ Northern Edition .. . . d r . 55,423 142,161 
Florida Grower & Rancher .. . J ql . ; . y A Southern Edition . . \ X J ‘ 56,801 142.602 
Georgia Farmer . % , . q ; : y ‘ Average 2 Editions .... . i . ‘ ‘ 56.112 142,381 
Kentucky Farmer A . . 84. ’ x ; t , . Dairymen's League News ... : . ¥ ; 7 13,608 36,110 
Michigan Farm News . ; . ‘ ; . . : . Total Group ' } : 237.7 64, 69,720 178,491 


Mississippi Farmer y . v > . 5 . . # Not included in totals. 
Missouri Farmer 


National 4-H News \ J J J ‘ J ' . . . 

National Live Stock Producer . ‘ 4 13, . Weeklies 

Nation's Agriculture b . J , > ‘ ' ’ A J lowa Farm Bureau Spokesman . . . . , 50,593 163,289 

New Jersey Farm & Garden . ’ . . y y t i Y Weekly Star Farmer: 

Ohio Farm Bureau News .... . . q . . c y i 1 Kansas Edition , . ' : J 63.021 109,295 

Poultry Tribune: Missouri Edition ' . Y . d 61,596 120,829 
Eastern Edition x y > : f y t . : , O0kla-Ark. Edition .... ‘ . . : y 58.729 102,359 
tMidwest Edition ’ 7 x ) f ; : : t . Average 3 Editions ld ' ‘ . j 61.115 110,827 


Pacific Edition J . . . . . . . A ’ Total Group J . b 1 97,235 111,708 274,116 


— oe # Not included in totals. 
Southwe: dition 


Average 5 Editions . . / f . f ’ f : 
Southern Livestock Journal .. , ¥ : ; ; t Y : Y ‘ Dailies 
Southern Planter ‘ Y ; Chicago Daily Drovers 
Tennessee Farmer & Homemaker 19. 3 15, eg MT 0 89,109 84,692 247,157 229,821 46,911 
Turkey World \ t ’ ; f f : . : f sas City Daily Drovers 


Gute Ge ood... ; ’ ' ' Telegram . 8 87,171 86,172 242.378 235,783 60,803 
Western Fruit Grower .... . . ' ' . : ‘ ? t y a Daily Journal- 
Western Livestock Journal: Stockman ...... 41. ; ; .7 87,577 82,469 267,544 55,007 
Mts. and Plains Edition St. Lowis Daily Live Stock 
5 . , ‘ . ; ’ ’ ' ’ Reporter : . .6 59.625 54815 . 175.870 36,496 
Pacific Slope Edition .... . A ’ ks ‘ ‘ ' y ‘ 4 Pl ane ; 
Western Livestock Reporter . : Y . x . Y Y , , Total Group . . 427.1 323,482 308,148 ‘ . 199.217 
Wyoming Stockman-Farmer .. 
Total Group ..... 1,454.3 1,615.6 4,256.5 4,585.7 696,529 784,376 2,089,782 2,278,393 A Quarterlies 
ZNot included in totals. tFlorida Grower & Rancher commercial display linage for March 1956 not available. §Farm Quarterly _—_-_ 113.2 A , 41,335 
§ Published in March, June, September and . Figures are for March 


Newspaper Monthly Farm Sections . 
lowa Farm & Home Register 25.4 28.0 55.0 0 25, ' anadian 

Rural Gravure 76 13.2 20.4 \ ; Y . . X Les Bulletin des 

Texas Ranch & Farm 11.4 16.5 69.4 1 f ; ’ : é Agriculteurs J J \ 9 51,820 51.810 


. _ . *Family Herald & Weekly Star . , .1 83,104 97,851 
+ Changed from 1,020-line page to 1,000-line page in ‘ Farmer’s Advocate & Cana- 


dian Countryman . \ ' .0 41,708 42,177 
Semi-Monthlies Farmer's Magazine . . 9 9 11969 16645 
American Agriculturist .... : ‘ 104.5 q ’ 31,835 X 85,687 r 28.867 Western Producer . 7 le J 66.974 76,267 
Colorado Rancher & Farmer . 114.7 , , 43,143 , 99,107 38,820 40.665 Total Group . ' 615,862 198.122 208,287 
Dakota Farmer 78. ' 186.6 ‘ 69,424 . 153,589 146,337 153,589 | *Changed from 1,000-line to Not included in totals; had four issues in March 1957, five 
The Farmer .. son Sede \ . 304.8 8 94,580 102,061 a 248,397 87,882 94,292 issues in March 1956. 


Two Join ‘Bride & Home’ | Lowe Buys on ABC-TV Corp., New York, tv services spe-|of automatic merchandising of Na- | agency for the past five years. Mr. 
A. Mitchell Napier, formerly | Joe Lowe Corp., New York, will | cialists, increased 114% to $206,841 | tional Biscuit Co., New York. Mr. | Lowry joined the agency in 1953. 
with Esquire, has been named ad- sponsor the “Popsicle Five Star|in 1956, from the 1955 net of $96,-| Houston, who will be in charge of 
vertising manager of Bride & |Comedy Party” on ABC-TV week- | 743. Gross revenues were up 47% |the company’s operations in the WwW. 
Home, New York. E. Anne Mor- |ly, beginning May 18 in behalf of | to $1,784,607 from the 1955 total of | automatic vending machine field, rg be aaa L.A. Agency _ 
rison has joined the sales staff of | Popsicle, Fudgsicle, Creamsicle and | $1,215,559. Earnings per share on|was president of Rowe Spacrab| °°: ot ——— eevertie- 
the magazine. She was formerly |other frozen confections. Paris &| 142,652 common shares came to/Inc., a division of Rowe Mfg. Co., a rc of American Pipe & 
with Modern Bride. Peart is the agency. Rotating stars | $1.45 in 1956, compared with $0.81 | until early this year. we er oy evr a Angeles, has 

|of the new half-hour show will be|per share on 120,000 shares out- . Oo op 1S Own agency 

NTA Names Schiller Paul Winchell and Jerry Mahoney, | standing in 1955. Erwin, Wasey Boosts Two at 3932 Wilshire Blvd., Los An- 

Jay L. Schiller, formerly re-| Senor Wences, Olsen and Johnson, | Mrs. Van Carlson and Buxton | geles. E. B. Hart, formerly assistant 

search director of Atherton & Cur-| Ben Blue and Jerry Colonna. Lowry have been named by Erwin, | advertising manager for American 

rier, has joined the NTA Film Net- | ‘ Nabisco Names Houston Wasey & Co., Los Angeles, to the | Pipe & Construction, has been pro- 

work, New York, as director of re- TelePrompTer Net Jumps | I. Hayne Houston has _ been/new positions of copy supervisors. | moted to advertising manager, suc- 
search. Net income for TelePrompTer | named to the new post of manager'Mrs. Carlson has been with the’ ceeding Mr. Watson. 
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Today’‘s Radio Jingle 
Makes Listeners Tingle 


(Continued from Page 3) 
an Amazon jungle facing death 
from a savage tribe “whose blood 
lust was known” and goes on: 

“Oh, the fierce gnome-like crea- 

tures were closing in fast. 

Murray thought the next minute 

would sure be his last 

So he focused his flashlight 

through the dense jungle night 

And his friends brought quick 

rescue when they saw that} 
bright light.” 

Other Eveready rescues memori- 
alized by Mr. Ives: “Tom” snatch- 
ing his wife from the jaws of a 
shark; “Bill” seeing a snake just in 
time; fisherman “George” signal- 
ing from a cold rocky reef; “Ruth 
Goodwin” escaping a sudden tidal 
wave; and “Jim Stutz” blinding a 
lion “half out of his cage.” The bal- 
lads are heard on 225 stations. 


s Anderson & Cairns copywriters 
have turned the old “Knock, 
knock, who's there?” game into a 
series of 20- and 60-second spots 
for White Rose tea. They have 
been running on WRCA, New 
York, since January, in versions 
like this: 

“Knock, knock!” 

“Who's there?” 

“Philip.” 

“Philip who?” 

“Philip your cupboard with tea- 
riffic White Rose tea—.” 


8s Booming sea noises and accents 
of salt-incrusted fishermen fill out 
a minute commercial Hilton & Rig- 
gio has prepared for the Wilbur- 
Ellis Co., whose Southern Star 
bonito is in a 10-city lenten drive. 


® The copy line of a new com- 
mercial for American Tobacco 
Co.’s Pall Mall cigarets parodies 
some literary classics. 

Swiping a line from “Alice In 
Wonderland,” one spot carries the 
message, “The time has come, the 
walrus said, to talk of many things, 
of cigarets—the fun you get—the 
pleasure smoking brings—.” 

The ghost of Edgar Allen Poe is 
likely to haunt the copywriter w.0 
penned: “Once upon a midnight 
dreary, hoping to make life more 
cheery, I lit up a cigaret I’d not 
smoked before. These days smok- 
ers change and waver, searching 
for the missing flavor. Hear me 
now, you flavor-cravers! Smoke 
Pall Mall! Your taste restore! 
Smoke Pall Mall forevermore!—” 

They're great ones for poetry 
at Sullivan, Stauffer, Colwell & 
Bayles, which handles the Pall 
Mall account. They also have a 
copy of Longfellow’s “The Village 
Blacksmith” and Moore’s “The 
Night Before Christmas.” From 
these, the Madison Ave. scribes 
got: 

“Under the spreading chestnut 
tree, 

The Pall Mall smoker stands. 

A mighty handsome man is he, 

With that fine cigaret in his 
hands.” 

And: 

“’T was the night before Sunday 

And all through the house 

Mother searched for the Pall 
Malls— 

And so did her spouse—” 

Pall Mall’s poems began running 
in New York last month; the rest 
of the country will get a chance to 
hear them before long. 


s There are still plenty of jingles, 
in everything from waltz tempo to 
the latest calypso rhythms. A cur- 
rent standout on 150 stations is the 
Ballantine beer (William Esty Co.) 
commercial, which builds up to a 
catchy “Hey, getcha col-beah” 
pitch with: 
“Charley the horse was none too 
spry. 


|musical commercials get by the 


When lo, beneath the burning 
sky 

They heard the famous Ballan- 
tine cry—-.” 

However, jingle creators still 

find at least one stone wall facing 

them in WQXR, New York. The 

New York Times station maintains 

the ban it placed on singing com- 

mercials in 1944. Instrumental 


censor, but singing commercials are 
taboo. The well-known Barney 
clothes jingle, “Calling All Men to 
Barney’s,” turned up on WQXR in 
an arrangement for strings. Agen- 
cy credit goes to Emil Mogul. 

The Pepsi-Cola jingle (Kenyon 
& Eckhardt) also received the 
long-hair treatment, a celesta ar- 
rangement, for the WQXR audi- 
ence. 


® Several advertisers are using the 
skit format for their radio sell. 
Among them is Trans World Air- 
lines, which has recruited a group 
of well-known radio personalities 
to conduct airport interviews with 
celebrities who have just landed 
on—and always ride on—a TWA 
plane. Sound familiar? American 
Airlines has used the same ap- 
proach in newspapers for some 
time. 

Foote, Cone & Belding handles 
the TWA account. These commer- 
cials began running in October, | 
1956, and now are heard in nine 
major cities. In each of these cities | 
an announcer familiar to the local 
audience is used. 

Beech Nut gum (Young & Rubi- 
cam) is showing that an effective 
skit can be done in as little as 10 
seconds. The skits use the catch 
line, “I’m not talking while the 
flavor lasts,” in fast little episodes 
involving Christopher Columbus, 
Jesse James, General Custer and 
George Washington. 

Sample dialog runs: 
Sailor—‘Hey Columbus—we 
can’t turn back without an order 
from you.” 

Columbus—“I’m not talking 
while the flavor lasts.” 

Sailor—“What are you chew- 
ing?” 

Columbus—“Beech Nut gum.” 

Sailor—“We could be in for a 
long voyage!” 

Another goes: 

Colonel—“You want to stop, 
Custer? We’re two days to Indian 
country!” 

Custer—“I’m not talking while 
the flavor lasts.” 

Colonel—“What are you chew- 
ing?” 

Custer—“Beech Nut gum.” 

Colonel—“Somebody might get 
hurt by then!” 

The commercial began in the 
second week of January and is 
used widely on a spot basis. An 
adaptation has been heard on 
ABC’s “Breakfast Club.” e 


Ken Rader Reopens Agency 

After a lapse of four years, 
Kenneth Rader has reopened his 
own advertising agency, Kenneth 
Rader Co., with offices at 15 E. 
48th St., New York. Formerly 
with Wexton Co. and, most re- 
cently, with Boyan & Weatherly, 
Mr. Rader takes several accounts 
with him. Among them are Am- 
brosia Cosmetics Inc., American 
Vitamin Products Inc., Dro Inc., 
Jay Lighting Mfg. Co., Matthew 
Products Inc., Newell Pharmacal 
Corp., Paramount Enterprises and 
Rollash Corp. 


McMurran Joins Tri-Valley 

John P. C. McMurran, formerly 
with Walter Landor & Associates, 
San Francisco, has been named ad- 
vertising manager of Tri-Valley 


His rider, Joe, was mighty dry, 


Packing Assn., San Francisco pro- 
ducer of packaged foods. 


Like 
knee-bends 


tone you 


a Ae fe ‘ oe ee a a rae, i ee ee eS a eee i ewes. 9,605 ee a, ae Be ic 7 ee 3 
jae RT aaa = ne 2", i a ele 1 oe ea eee A ae Soe Bete + a aon tee et $a, —: Be ood used Sir area Piel ea eit 
be cei atie, J. ope 5 aha he 2 ee a are = A ee = rae: ese” ote ae Ctl ing é be 2 inn ties ae ee — <i or Ae eee hog ¢ : * pact ; ees < 
BS ih oe aii a SOS Gaede ge ener k ye in: a: at eee pegs mp cae ve ap eee ir ss wee eo tu geben Mares = curate es see ee 
age oo Be store Whar Beas se — ee ic ee ames td ee. Rat ei ie 9 tage 
ee 77 

| 
| 
| 
| ee 
\ 
i a 
| oo 
i 
| 
| 
| 
ee 
’ ante P al gus ae i a 
ae is A tee og Oe ee os 4 
| ee ces, er 
i a a 
ok pa aes J  . eee 
i, 7 ae = is 
- all sc = — ge 
4 oe eee ea —_ ; rd 
» 4 hehe oe i i Am 
eee = 
ie 
# ¢ al ¥ : 
y F " si E> \ 
¢ 4 . 
_ ~ \y > 
i A 7 . \ - ; ~ , 
js SS * ; 
| _  £ iTS 
. ON 7 . a : 
a * ~S , oe ' a . 
hhh) / | 
P , “4 
il F 5 me. 
ere | = : j t ses 
: ee ? » <n *] 
| : ree if : milan ob, ‘ 7 
| > i, z re 
. 2 a) eS or 
| \\it- YZ oe. 
i : \ | 8 eg nad Be 
‘ 5 ri ~arh 
| . A er 
| , ' 2 ; oe pe 
. er Co ae es 
. . ; ‘ * " % é wis ia 
. ’ \ ; | ; es a. e: oe 
> AY : ee ae 
4 : q —_ at ry 
q * : i 2 - ae a i . ss 
a thy Bet nr ears ne 
en. 2a a io. | RA oa 
A /j i ot ge i ee a 
- A ci ae a! es aS lS 2 a ee ae , 
| - i } ers, na Teens i 
. —s i oe 8 fe - Sew aie 
nl) ia <A hea A ay 
‘anor aadlil 4 Oy oa or 
¢ % ff \ ery a -— agi oS 
4 ‘ . > 7 4 ad ® \ 
baal , Sar , 
A » par ~~... wt Fa 
* e eee = _ 7 Nn ¢ ™ > 
; Ly w= _ v 4 ~ ‘~, 
: %. y is \. 
ee, naga i Vaal 
vi a - : "eee ~ > ¥ >» > 
—— pa ANAASAAY 
. sear - ar d * { 4 
oo Roe SD 
se re ‘ ve ; ; 
ees 5) ae " ae ~ > MA) ’ a 
Vieng fl) i er a Oe wees caf ! 5 
| oe NE Ee NA f | 3 
Ve : NEL hh 3 
\) ‘e : : ~~ . : th 7 
' fF) 7 on " ‘. Lf, . i 
> of. . weg! “ . . 
; ‘ Y , ia , ‘ ~ 
/¥ , Taea 
ea ee + 
re oe , . 
eye a eee = Bip ee ee Dg oe eee dia, or = ee ee Pp eye co, ar hide ‘igs Shin ce ee i 5 We ee re ae os pees 
ce ee ee A a I ee eae Se eee 
A So a aD Pigts e Zs 2 tie Zs ste es mS ase was Fe Fi = fon we SE aargare at Koran =a us : : * an Pech - ‘a ee. pre a” re i Wap ey woes = , rhe iii as ‘a ‘=e ay Sates ag a a aad , a = re a 
Bie Lgreieedeeie mate” ee ee ee itty 5 ae EA See RL eth amet: erie ee NRT er a ees ae 
i RR, ear eth sn wile ye 8S “py Eh.y Te wen ee By Pay MOS AR ow rate . 3. ie sd oe 7 oe sh : ‘ SS a ee x: “ a Sy : a a SS ae, oe 


The ~A 


New York - 


Times 
Magazine 


BIRTHDAY—A cake, celebrating the 25th anniversary of the Continen- 
tal Advertising Agency Network, draws the attention of John Arndt 
(left), Arndt, Preston, Chapin, Lamb & Keen, Philadelphia, first 
president of CAAN, and C. H. Rickard, Noyes & Co., Providence, 
the new president. Other officers elected at CAAN’s Palo Alto 
convention are William H. Horsley, Pacific National Advertising 
Agency, Seattle, vp, and Norman Buehling, Fensholt Advertising 
Agency, Chicago, secretary-treasurer. 


tones up your magazine schedules—builds muscle where 
you need it most. In rich New York, where most 
magazines are weak, it gives you the selling power that 
makes The New York Times New York's biggest 
advertising medium. In top-volume retail stores and among 
bigger-buying consumers all over the U. S., it gives you 
the selling power that makes The New York Times 


America's biggest Sunday advertising medium. 
And the cost is surprisingly low. No wonder advertisers 
have made The New York Times Magazine 


one of the top three in advertising linage 


among all consumer magazines. 


Delivered exclusively every week with 

The New York Times into more than 1,250,000 
better-customer homes and bigger-volume Um 

stores all over the U.S. 


High Court Okays 
FCC Discrimination 


| Against Newspapers 


WASHINGTON, April 2—The right 
of the Federal Communications 
Commission to give preference to 
non-newspaper tv applications 


Supreme Court refused to review 
a lower court decision upholding 
the commission’s decision against 
McClatchy Newspapers in a Sac- 
ramento tv case. 

American Newspaper Publish- 
ers Assn. had intervened as a 
“friend of the court” in an effort 


of the case because McClatchy’s 
newspaper background had been 
a major consideration prompting 
FCC to select the competing ap- 
plicant, Sacramento Telecasters 
Inc. e 


File Plea to Void Tennessee 
Anti-Trading Stamp Law 

A plea for a deciaratory judg- 
ment has been filed in chancery 
court in Nashville asking the court 
to declare the Tennessee anti- 
trading stamp law unconstitution- 
al. The law was passed recently 
and becomes effective Aug. 1. It 


was sustained last week as the) 


to obtain Supreme Court review | 


levies a tax of 2% on the gross 
receipts of stamp companies, plus 
$600 annual privilege tax. Both 
\taxes may be applied by state, 
| county and municipality. Suit for 
|relief charges this is equivalent 
to 6% on gross receipts and $18,- 
|000 for privilege tax, because of 
triple taxation feature; that law 
exempts from tax retailers who 
redeem stamps from own mer- 
chandise, and also manufacturers 
who issue coupons, and that it is 
discriminatory also because it is 
not a tax on business but a meth- 
od of doing business. 

Parties asking for declaratory 
judgment are Logan’s Supermar- 
kets Inc., Nashville; Robilio & 
Sarno Big Star Store and Quality 
Stamp Co., both of Memphis, and 
Sperry & Hutchinson Co., New 
York. 


Burgomeister Sales Hit High 

Henry E. Picard, president of 
Burgomeister Brewing Co., reports 
the San Francisco brewer had its 
fourth consecutive “million barrel 
year” in 1956, with sales of 1,033,- 
144 bbls. and a gross dollar volume 
of $39,094,701, a new record high. 
Net earnings dipped slightly to $1,- 
597,983 or $2.04 a share. In 1955 the 
brewery earned $1,696,284 or $2.16 
a share on sales of $39,061,156. 


Company Sales Earnings Earnings a share 
1956 1955 1956 1955 1956 1955 
Armour & Co." .... $2,013,776.161 $1,968,948,516 $ 13,866,613 § 10,107,614 $3.60 $2.49 
Armstrong Cork Co. .. 247,401,423 249,385,639 13,320,380 14,542,289 2.56 2.83 
Avco Mfg. Corp. .... 320,556,285 299,332,434 16,387,847" 758,311 1.84" 05 
Borg-Warner Corp. .. 598,695,774 552,192,430 35,841,952 41,075,784 4.01 5.17 
Burroughs Corp. .... 272,879,246 220,402,452 14,197,021 11,831,504 235 1.97 
Continental Baking Co. 284,206,892 244,013,790 7,512,423 7,737,307 264 3.17 
Lu Bh Spverrerre 375,220,848 331,421,289 10,899,070 9,030,206 439 3.60 
m | Marshall Field & Co. 211,004,140 201,257,360 7,537,018 7,414,392 3.54 3.49 
| | B. F. Goodrich Co. .. 724,168,401 755,016,879 43,765,431 46,662,127 4.90 5.26 
| Hoffman Electronics Corp. 46,580,279 44,416,673 1,601,974 1,560,596 2.19 2.13 
| Kellogg Co. ....... 201,674,678 182,094,188 15,079,734 13,782,205 3.30 3.01 
Liggett & Myers 
Tobacco Co. . .... 564,965,808 546,964,616 26,450,750 26,720,972 6.39 6.46 
} Eli Lilly & Co. .... 181,529,751 141,316,999 30.052,815 16,328,081 3.82 2.12 
P. Lorillard Co. .... 203,280,417 228,268,392 4,519,758 6,596,000 134 2.07 
Marquette Cement 
arr 43,558,363 39,264,050 7,376,467 6,114,674 2.74 2.26 
| | Motor Wheel Corp. 61,456,638 78,595,517 1,439,404 2,990,353 1.70 3.54 
| National Biscuit Co. 410,455,124 389,628,256 20,286,953 18,276,751 2.90 2.59 
Ohio Match Co.* ... 109,810,147 107,398,260 4,244,614 4,247,234 1.70 1.70 
Olin Mathieson Chemical 
GHP. sescceces 596,673,005 560,480,335 44,791,071 44,558,102 3.38 3.51 
Pabst Brewing Co. .. 128,340,838 134,340,713 767,724" 237659 — —* 
Philco Corp. ....... 347,901,014 373,359,297 398,690 8,423,329 — 2.13 
Pitney-Bowes ....... 43,548,165 39,259,213 4,109,219 3,566,122 3.14 2.82 
Pullman Inc. ....... 368,130,172 333,905,337 12,651,545 9.578.912 5.71 4.34 
Rexall Drug Co. .... 155,633,369 153,465,106 4,473,596 4,065,867 135 1.19 
Smith Kline & French 
Laboratories ..... 104,608,502 91,672,961 18,879,039 15,999,290 3.90 3.30 
Sun Oli Co. ........ 731,412,219 660,284,051 56,160,053 48,307,360 5.22 4.72 
Swift & Co. ........ 2,429,302,316 2,404,123,642 14,012,210 22,893,155 2.36 3.87 
| Temco Aircraft Corp. 90,337,249 78,224,390 2,257,241 3,103,070 135 1.85 
SL dncecénens 2.177,350,654 1,890,499,534 302,262,620 262,729,738 5.51 4.79 
Union Oi! Co. of 
California ..... . 401,517,821 368,760,900 34,240,878 30,522,963 4.45 3.93 
| United Engineering & 
| Foundry Co. ..... 62,696,397 47,723,198 3,219,712 2,192,608 1.28 87 
U.S. Rubber Co. .... 901,260,194 925,539,092 31,870,013 33,559,494 483 5.14 
Wm. Wrigley Jr. Co. 90,003,164 86,065,000 11,153,703 11,643,060 5.67 5.91 


© 53 weeks in 1956, 52 in 1955. © Loss. © 1956 
fiscal year. Figures for beth years include Hunt 


Earnings of Advertisers 
1956 Fiscal Year 


figures are for 11 months only because of change in 
Foods, acquired in May 1956. * Not given. 
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Petry Tours Show 
Traffic Managers 
How Rep Operates 


New York, April 2—If a radio- 
tv representative has salesmen 
who are all hot-shots, coming in 
every day with fistfuls of firm 
52-week orders, but if such things 
as moving spots, product conflicts 
and lack of information on his 
stations are rocking the boat, what 
does the representative do? 

Edward Petry & Co. is trying 
to solve such problems by inviting 
the traffic managers of its stations 
in for a two-day “look-see” at how 
a major representative like Petry 
works and how things in general 
go on east of the Hudson River. 

Since the Petry program began 
Feb. 15, fourteen people (mostly 
girls) have come through it. Al- 
though Petry characterizes the 
ideal traffic manager as a girl with 
the mind of an accountant and the 
tongue of a salesman, it reveals 
that most are no more career- 
minded than their sisters in other 
fields. 


® While in New York, the girls 
get a cramming session on such 
pertinent matters as: “No avail- 
abilities and too many availabili- 
ties—too late;” adjacencies; “con- 
firmation in kind” (with approxi- 
mately the same speed); “too 
many cooks” (inability to fulfil an 
already confirmed order); “mov- 
ing spots” (preemption by a char- 
ity show); “spots missed”; “the 
partial order” (two messages to the 
station covering parts of an order, 
in which the station assumes the 
second to be a correction of the 
first); and time change head- 
aches. 2 


Evans & Associates Resigns 
LeTourneau Account 

Evans & Associates has re- 
signed as advertising agency for 
R. G. LeTourneau Inc., Longview, 
Texas, effective June 1. Evans has 
handled all divisions of the com- 
pany since 1953. LeTourneau is 
expected to select a new agency 
by May 1. 


Westvaco Division to Cayton 

The polychemicals division of 
West Virginia Pulp & Paper Co. 
will move its advertising, sales 
promotion and publicity from G. 
M. Basford Co. to Cayton Inc., 
New York, effective May 1. 
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Meany Names Four: Adds One | formerly was with Dan Ebberts!named to handle advertising for Kennedy Agency Incorporates 
Philip J. Meany Co., Los An- Advertising and Mr. Reveles pre-|Cal-Aire Engineering Co., which! Helen A. Kennedy Advertising, 
geles, has appointed Stuart Frey-| viously was with KGFJ, Los An-|makes electronic control systems. | Oakland, Cal., has incorporated as 
ensee an account executive and/geles. John Shull, merchandising | Electronic and aviation magazines | Kennedy-Hannaford Inc., at 1322 
Dan Reveles and Maria McCaffrey |director of the agency, has been! will be used. Cal-Aire is a new | Webster St. Helen Kennedy is 
to its copy staff. Mr. Freyensee| named a vp. Meany also has been| advertiser. | president; Peter Hannaford is vp. 


To cut into this rich 


NORTHERN 
ILLINOIS 
MARKET 


Bi 


ees 
An. 


Your best selling-tool is 


THE COPLEY BIG 3 


AURORA BEACON-NEWS 
ELGIN COURIER-NEWS 
JOLIET HERALD-NEWS 


These 3 “hometown” newspapers cover and sell Illinois’ Number 
One Market (outside Chicago). More than half a million prosperous, 
responsive consumers . . . spending more than $300 million a year! 


And when you buy all 3 of the COPLEY Big 3 Newspapers 
you save a whopping 9c a line — or 18%. 


It figures! The COPLEY Big 3 Group is your best — and most 
economical — selling-tool for cutting into this multimillion-dollar market. 


Separate Line Rates: 


Photo wos retouched and 
cutaway portion was done 
entirely by o PAASCHE V 
AIRBRUSH from on original 
engineering line drawing. 
PAASCHE Airbrushes save time 
and increase profits when used for 
layout and finished ort rendering 
as well as for highly profitable photo 
retouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 


PRASCHE s\R8RUSH CO. 


A Division of Cline Electric Mig. Co 
1909 W. Diversey Pkwy . Chicago. 14 


Aurora Beacon-News .... . 18c 
Elgin Courier-News .... .16c 
| Joliet Herald-News .... . 19¢ 
Total ..... 53c 

Thrifty All-3 Rate .....43%c 


You Save.....9c a Line! 


dy 
Ne 
“ : : ” 15 “Hometown” Newspapers Covering Northern 
The Ring of Truth illinois — Springfield, Illinois — Greater Los Angeles — 


and San Diego, California. Served by the COPLEY 
COPLEY newspapers | 07 527,292, <alforic. sowed by the coniey 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Chemical Co. Uses Dailies | Insurance Co. of 
Davison Chemical Co., Balti- 


more, a division of W. R. Grace & | North America Sets 
Co., is using an extensive test 7 
area newspaper campaign this | 4-Pronged Campaign 
spring for Nurish, a water-soluble ; 
plant food, and Wonder-Gro, a| PHILADELPHIA, April 2—A heavy 
granulated lawn fertilizer. Ads of | advertising campaign to sell “In- 
200 to 400 lines are being used in | Surance of Value” and stress the 
the garden sections of eight news- | 44ngers of under-insurance is be- 
papers in Michigan, Indiana, Ken- |ing undertaken by the Insurance 
tucky and Ohio. Ten to 12 inser- C0. of North America Companies, 
tions will be used in each paper. |¥Sing network television, radio, 
Spot television will also be used | Consumer magazines and newspa- 
in Lansing, Mich. St. Georges & | PTs. 
Keyes, New York, is the agency. The drive was kicked off March 
: 29 on “Monitor” (NBC radio), 
Pacific National Moves Office | using Frank Blair, news editor of 
The San Francisco office of NBC-TV’s “Today.” 
Pacific National Advertising Agen-| The schedule calls for four an- 
cy has moved to 681 Market St.,;m0uncements each Friday night 
the office of Long Advertising for 13 weeks, with additional par- 
Agency. The two agencies are af-|ticipations by independent local 
filiated with the Continental Ad- | agents, who will be interviewed 
vertising Agency Network. 'on tape by Mr. Blair. 


Blair 

BALLOON VALUE—Frank Blair, news editor of “Today” (NBC-TV) 

and announcer of commercials for Insurance Co. of North America 

Companies in a new “Monitor” (NBC radio) series, shows North 

America’s ad and pr manager, Frank Harrington, and “Monitor’s” 

Gene McCarthy a giveaway balloon to be used in the series. N. W. 
Ayer & Son is the agency. 


Harrington McCarthy 


+k This is the 


FORT WORTH MARKET DATA 
Metropolitan Market Area 
Area (Including Metro. area) 
Population 514,600 2,087,500 
23.7% of Texas 
Consumer $933,437,000 $3,487,759,000 
Income 25.5% of Texas 
Retail Sales $685,479,000 | — $2,583,400,000 
25.1% of Texas 


Source: SRDS 7/1/56 estimates of 
consumer markets 


“Where Khe 
Wealthy West 
Begins 


Fort Worth Market 


FORT WORTH 


* 


23 percent of Texas with only one newspaper. 


Star-Telegram. 
Daily Circulation 251,220 


LARGEST 


IT TAKES A FORT WORTH NEWSPAPER TO REACH 
THE PEOPLE IN THE FORT WORTH MARKET 


To adequately cover Fort Worth and the West Texas market it takes the 
Fort Worth Star Telegram—the newspaper with the largest Daily and 
Sunday circulation in Texas. Here is your opportunity to cover more than 


No other Texas newspaper can match the coverage of the Fort Worth 


Sunday Circulation 227,179 


Publisher's Statement fo Audit Bureau of Circulations for 6 months ending September 30, |956 
Write, wire or phone for complete market information 


crewret AT t'O BS 


without the use of schemes, premiums or contests 
“Just a good newspaper” 
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| On April 17, network tv will be 
resumed on “Today” to talk about 
under-insurance and explain the 
merits of the company’s home 
owner’s and tenant’s package pol- 
icies. 

In May, the first of a series of 
four-color ads will appear in Life, 
reporting the company’s sponsor- 
ship of the guest registration and 
visitor information center at Dis- 
neyland, Anaheim, Cal. North 
America has been operating the 
center since last fall on behalf of 
more than 20,000 independent lo- 
cal insurance agents. 


® A balloon, ascending into the 
atmosphere with a house attached 
to it, will be the illustration of the 
new newspaper campaign, tv an- 
nouncements, posters and direct 
mail. More than 1,000,000 balloons 
with messages also will be dis- 
tributed. 

The first newspaper ads will 
break in Texas the week of April 
23, with 112 newspapers sched- 
uled to publish an ad once a week 
for four weeks. 

Later, similar ads will break 
throughout the country. Also, this 
month business magazines will be 
used. On the schedule again will 
be Newsweek, Nation’s Business 
and U. S. News & World Report. 

Ads promoting surety and fidel- 
ity bonds and ocean marine insur- 
ance will be placed in leading 
specialized magazines. 

North America also is offering 
tie-in facts, newspaper mats, sam- 
ple scripts and direct mail for use 
by agents. 

N. W. Ayer & Son is the agen- 
cy. ° 


Campbell-Ewald Moves Three 
George A. Back, manager of the 
Dalias office of Campbell-Ewald 
Co. for the past three years, has 
been transferred to the agency’s 
Detroit headquarters as an ac- 
count executive on Chevrolet used 
car advertising. The agency also 
has named Harry J. Van Deusen, 
who formerly handled used car 
advertising, to a special assign- 
ments post and L. T. Denton to 
succeed Mr. Back in Dallas. 


Hollander Joins WABC-TV 

Al Hollander, formerly manager 
of radio and tv at Edward Kletter 
Associates, is joining WABC-TV, 
New York, as program director. 
He succeeds George Rice, who has 
been named to a management post 
with KGO-TV, ABC-owned sta- 
tion in San Francisco. No successor 
has been named for Mr. Hollander 
at Kletter Associates. 


In 1956 
the EAGLE had 


64.3% 


of all DEPARTMENT STORE 
advertising linage 
Source: Media Records 


Based on 9/30/56 ABC Publisher stotements 


WICHITA 


EAGLE 
MORNING - EVENING - SUNDAY 


A member of the Metro Sunday Comics Network 


H ~=—— WICHITA, KANSAS 


m 6REPRESENTED BY O'MARA & ORMSBEE 
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DICTATION ANYWHERE—Business 
weeklies will be used, starting in 
April, to introduce Peirce Dictation 
Systems’ new battery powered 
portable. O’Grady-Andersen-Gray, 
Chicago, is the agency. 


John Paver Jr. Joins OAI 

John M. Paver Jr., formerly on 
the staff of the Outdoor Advertis- 
ing Assn. of America, Chicago, has 
joined the sales staff in the Hous- 
ton office of Outdoor Advertising 
Inc. Mr. Paver is the son of John 
M. Paver, president of the Na- 
tional Outdoor Advertising Bu- 
reau. 


Norge Names Leonard Smith 
Leonard W. Smith has been ap- 


|Domino Sugar Push 


Scheduled in Radio, 
TV and Newspapers 


New York, April 2—Newspa- 
pers, television and radio are get- 
ting a new year-round campaign 
from the American Sugar Refining 
Co., via Ted Bates & Co. 

The schedule calls for use of 
nearly 300 newspapers, a “heavy” 
increase in daytime tv to coverage 
of 70 major markets, and a radio 
drive in several major markets. 
The drive will continue to con- 


|centrate on diet-conscious consum- 
lers. Comics strip format will be 
| used 


in newspapers—horizontal 
ads on the newspapers’ own comics 
pages. Where comics page spotting 
is impossible, Domino will switch 
to food pages. 

Animated commercials in tv 
spots will be used to balance the 


jcomics technique in newspapers. 
Radio spots will carry the same 
|theme as newspapers. 

Object of the campaign is to give 
each type of Domino sugar added 
emphasis in specified seasons. Ex- 
tra fine granulated sugar will be 
featured through the year. First 
three weeks of the drive will high- 
light confectioners 10-X powdered 
sugar. During the two-week pre- 
Easter period Domino golden light 
and old-fashioned dark brown sug- 
ars will be featured. 

Domino instant superfine will 
be pushed as summer approaches. e 


Russell to Marschalk & Pratt 

Robert Russell, formerly with 
Norman, Craig & Kummel as an 
account executive for Ronson Corp. 
electric shavers and lighters, has 
joined the Marschalk & Pratt di- 
vision of McCann-Erickson, New 
York, as account executive on 
the Bulova razor account. 


BBDO Names Four Directors , 

Batten, Barton, Durstine & Os- 
born, New York, has named four 
new directors. They are Fred Bar- 
rett, vp in charge of media; Len 
Carey, and W. Barry McCarthy, 
account supervisors, and Harold 
Olsen, art director. 


MPA Names Browning 

Howard Browning, formerly 
with Central Registry, has been 
named public relations director of 
the Magazine Publishers Assn., 
New York. Succeeding Mr. Brown- 
ing at Central Registry is Rudolph 
Wild, at one time with Hardware 
Age. 


Barton Joins ‘Glamour’ 

Miss Betty Barton, formerly as- 
sociate copy supervisor at Kenyon 
& Eckhardt, has joined the pro- 
motion copy staff of Glamour, 
New York. 
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A GREAT Little PREMIUM! 


Handi-Kuttor 


CLICK—It's A Razor-Blade Knife! 


CLICK— =~ Safe for Pocket or Purse! 
EVERYBODY can use it. . . 


Ideal for 
romoting sales — building 
Compact — attractive — ith ample 
space for imprinting name or trademark. 
Ask for FREE Sample, Prices, and 
Details about Ad Card Distribution 
Method. 


KENWORTH MFG. CO. 


12317 W. Lisbon Ave., Milwaukee, Wis. 
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pointed director of sales planning 
for the Norge division, Borg-War- 
ner Corp., Chicago, a new position. 
Mr. Smith formerly was with Gen- 
eral Motors Corp. 
20 of which were with the Frigid- 
aire division. 


‘Free Press’ Boosts Rate 

The Free Press, London, Canada, 
will increase its general advertis- 
ing rate from 30%¢ an agate line 
to 32¢ on July 1, 1957. It will also 
change to a nine-column format, 
each column set 11 ems wide. 


‘Minnesota Farmer’ Moves 

Minnesota Farmer, Minneapolis, 
will move May 1 to larger quarters 
at 1145 Hennipen Ave. 


A Premium for 
New Employes 


Like many other companies, the New 
York Telephone Company constantly 
needs to recruit employes. It has 
found that present employes are 
able to make the best recommenda- 
tions—if they want to. 

In the April issue of ADVERTIS- 
ING REQUIREMENTS you'll dis- 
cover how the New York Telephone 
Company uses premiums to get its 
present employes to want to recom- 
mend new employes. It works for 
them—and it may do wonders for 
you, too! 

Get the April issue by sending $3 
with this ad. Every issue of AR cov- 
ers all the things an adman must do 
except buy time or space. You must 
be delighted with your trial—or your 
money back. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 
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It pays fo cross 
the Delaware 


Represented nationally by GEORGE A. 


ee 


There are two sides to most situations... 


rr 
J 
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McDEVITT CO., INC., New York . 


Cortoon idea contributed by A. S$. Trude, Jr., 


TRENTON 


Chicago 7 Philadelphia + 


Pittsburgh ° 


MacFarland, Aveyord & Co., Chicago 


And there are two sides to the 
DELAWARE VALLEY 


Nothing succeeds like success, they say. The business with the 
steadiest growth is the one most likely to continue growing. And 


this certainly applies to the newspaper business. 


To advertise successfully in the eastern half of the Delaware 
Valley, you need growth newspapers—papers with healthy, 
penetrating circulation that gets your story across broadly. 
need the TRENTON TIMES and CAMDEN COURIER-POST. 
the key local dailies there, with a postwar record of consistent 
circulation growth unparalleled in the Valley. 


You 
They're 


TIMES 


Established 1883 


CAMDEN COURIER-POST 


Established 1875 


Detroit ° 


Les Angeles 
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Block Booking of 
Movies to TV Is 
Mm Standard Practice 


New York, April 5—The entire 
tv industry is waiting suspense- 
fully to see what effect the govern- 
ment’s anti-trust action against 
Loew’s Inc. (AA, April 1) will 
have on the tv film distribution 
business. 

The Justice Department charged 
Loew’s with using illegal “block 
booking” techniques in selling its 
backlog of M-G-M motion pictures 
: to tv stations. 

“ Block booking—if taken to mean 
ia the packaging of motion pictures 
for sale as a group to tv stations— 
is standard practice in the televi- 
_ sion industry. 

Distributors say the practice has 
become entrenched because it 
makes buying easy and economical 
and gives stations something “big” 
to exploit in their promotion. They 
say a station operator who has set 
aside a particular time period for 
feature movies wants to be sure he 
has enough good titles to sustain 
the series. And he wants to know 
well in advance what they are, so 
he can sell them to advertisers and 
promote them to the public. 

Stations, on the other hand, if 
they had their preference probably 
would like to go through a batch 
of several hundred films and take 
their pick of the best of the lot. 

If block booking alone is enough 
to bring anti-trust action, the 
Loew’s suit may be the first of a 
series. 


® It should be emphasized that 
Loew’s, a latecomer to the fea- 
tures-for-tv competition, chose an 
entirely different method for its 
entry into the field of television 
distribution. The other major mo- 
tion picture studios decided how 
much of their movie backlog they 
wanted to turn loose for video, 
negotiated a price for the rights to 
those films with a _ distributing 
company and then left the details 
of the distribution up to the dis- 
tributor. 

Loew’s talked with several po- 
tential buyers for the tv rights to 
its bulging library of pre-1948 
M-G-M movies but then finally 
decided to handle distribution it- 
self and set up a special M-G-M 
division to take over the assign- 
ment. 

Some 723 M-G-M features have 
been cleared for tv presentation. 
This entire package has been sold 
to 34 stations. This includes the 
three outlets where Loew’s used 
the backlog to obtain a 25% own- 
ership in the stations. It also in- 
cludes four Triangle stations, four 
Meredith stations and four CBS- 
owned stations. One station bought 
half the library of 723. 


® A spokesman for M-G-M said 
the films have been available in 
packages of 100 up, but he said 
the stations have preferred to buy 
the entire group. 

“We found that the stations 
wanted an entire library for pro- 
motion purposes,” he said. If a 


740 features and 1,000 short sub- 
jects were sold to Matthew Fox, 
president of C&C Television Corp. 
Mr. Fox is the pioneer film-for- 
time barterer. According to all re- 
ports, his most impressive deals 
have been on a package basis. The 
most publicized arrangement was 
C&C’s agreement to furnish In- 
ternational Latex Corp. with 70 
spots a week for five years in 
more than 100 top markets. The 
stations turned over the spots to 
C&C in exchange for film product. 


® RKO Teleradio’s boss, Thomas 
F. O’Neil, retained about 150 RKO 
features for distribution by the 
RKO tv syndication division. 

So far these have been seen only 
on Teleradio’s own stations. 26 of 
them will be coming up soon on 
ABC-TV, which took its choice of 
the group. Mr. O’Neil’s company 
also has 58 other features acquired 
from the Bank of America. These 
are available in two packages, with 
30 titles in one and 28 in the other. 

Republic Pictures has been fun- 
neling western and feature movies 


into television by various chan- 
nels since 1951. 


® So far Columbia Pictures has 
released about 250 features for tv. 
Screen Gems has sold these to sta- 
tions as packages. The first group 
of 104 titles has been bought by 115 
stations; a collection of 52 mystery 
movies has been sold to 45 stations 
and a newly packaged assortment 
of 39 features has been sold in 12 
markets. A fourth package of 52 
features was announced this week. 

Warner Bros. sold the video 
rights to a library of 754 features 
and 1,500 shorts to a Canadian in- 
vestment company for $21,000,000. 
That company, PRM Inc., was lat- 
er renamed Associated Artists 
Productions. Associated Artists 
peddles these films in groups of 
58, but most of the stations airing 
the films have bought approxi- 
mately half of the features library. 
Between 20 and 25 stations signed 
for the entire batch. 


® 20th Century-Fox, like Colum- 
bia Pictures, has been dribbling its 


titles into w. Last year National 
Telefilm Associates announced 
that it had acquired exclusive tv 
rights to 390 pre-1948 Fox fea- 
tures for $30,000,000. Coinciden- 
tally, 20th Century became a part- 
ner in NTA’s new film network, 
which spotlights Fox movies. 


® NTA reports that it has sold a 
52-film package to about 135 sta- 
tions, a 78-film package to about 
100 stations. NTA also has rights 
to some David O. Selznick movies, 
Paramount short subjects and a 
few films bought from the Para- 
mount subsidiary, Rainbow Pro- 
ductions. The Selznick package 
has been bought by about 100 out- 
lets; this also is the sales standing 
for another group, called the “Fab- 
ulous 40.” NTA will break a pack- 
age, but at a higher per picture 
cost. 

So far the big holdouts in the 
movies-to-television movement 
are Paramount Pictures Corp.— 
there has been talk here that the 
Paramount-controlled DuMont 
stations might take the lead in 
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breaking down the door to the film 
library—and Universal Pictures 
Co., which also has not succumbed 
to tv’s come-hither gestures. e 


Y&R Installs TV Unit 

Young & Rubicam, New York, 
will complete installation of its 
own ty transmission facilities this 
June. The step is being taken in 
an effort to improve quality con- 
trol in tv commercial production. 
The facilities will be located in a 
specially designed film theater 
and tv audition studio at the 
agency. Equipment includes a 
35mm telecast projector and Vidi- 
con tv cameras to duplicate tv 
broadcast conditions over a closed 
circuit. 


Reichert Joins ]. M. Mathes 

Gene Reichert, formerly a sen- 
ior tv and print copy writ- 
er at McCann-Erickson, has been 
named a writer-producer in the 
radio, tv, and motion picture de- 
partment of J. M. Mathes Inc., New 
York. 


station has all the M-G-M films, 
it has something big to sell, but if | 
it ends up by offering Clark Gable} 
only to have to compete with) 
Clark Gable on another station,| 
the situation is entirely different, 
he added. 

The Hollywood studio which is 
closest to Loew’s basic approach 
to tv distribution is Columbia Pic- 
tures Corp., which assigned tv 
rights to its vidfilm subsidiary, 
Screen Gems. But Columbia has 
released relatively few feature 
movies (only about 250) so far. 


s Movieland’s flood gates were 
opened late in 1955 when the 
RKO-Radio Pictures’ library of 
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This Week in Washington ... 


‘Slow’ P.O. Is Quick to Uncover 
Derogatory ‘Reader's Digest’ Story 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, April 4—We may 
have a “horse and buggy postal 
service,” as Reader’s Digest will 
charge in its next issue, but Post- 
master General Arthur Summer- 
field demonstrated this week that 
his organization can do miracles 
when it wants to. 

Early Monday he had received 
the ominous word from Reader’s 
Digest that an article critical of the 
department’s management was on 
the press for the May issue. Obvi- 
ously disturbed at the prospect of 
bad publicity in such a widely read 
magazine, he was anxious to know 
what the article said. 

By afternoon, his associates came 
up with the text. From his stand- 


point, it was even worse than he 
feared. By evening, Deputy Post- 
'master General Maurice Stans had 
Reader’s Digest on the phone, com- 
plaining that the article fails to 
|give adequate credit for the steps 
taken during the past four years 
to bring the department up to date. 


s On Tuesday, when Reader’s Di- 
gest’s business manager, A. L. Cole, 
went before the House post office 
committee, the committee was 
primed. Rep. Tom Murray (D., 
Tenn.), the committee chairman, 
said he had read the forthcoming 
article and that it is “a lot of pop- 
pycock.” 

| By afternoon Tuesday, Mr. Sum- 
merfield was appealing to the 
|White House for help. Before the 


day was over, Reader’s Digest of-| A meeting to decide the next 
ficials were under direct White! step in the toll tv case had been 
House pressure to consider a fol-| scheduled for Tuesday. But last 
low-up article telling what Mr.| Friday, Commissioner John Doer- 
Summerfield is doing to get away | fer, who has some strong opinions 
from horse and buggy methods. on the subject, had an emergency 
Still undisclosed is how Mr.| appendectomy. 

Summerfield got the text of the! He was at home Monday, and 
still unpublished Reader’s Digest | threatening to show up for the 
article. Since it first went to press Tuesday meeting, when fellow 
Saturday, Mr. Cole says he can’t! commissioners quickly voted for 
see how anyone got it “unless it| postponement. They knew John 
was swiped from the printing plant | Doerfer is the kind of rugged in- 
in Dayton.” One Reader’s Digest | dividualist who would have been 
executive added he was “amazed” |on hand—stitches or no stitches, 
that the Post Office had the article. | doctor or no doctor. 


s Noting that postal workers are 
assigned to the Dayton plant, but 
that the article was not for release Hiking Costs to Diaper Set 

until April 22, he commented, “We President Eisenhower has come 
always thought the integrity of the|to the rescue of housewives and 
U.S. mails was sacred.” young people by knocking down 


y Tariff Commission proposals to 
Doerter's Stitch in Time = 


hike the duty on cheap imported 
Saves Toll TV Debate |violins, common pins and safety 


FCC’s well advertised showdown | pins. 
on toll tv had to be postponed un- He said the higher tariff on vio- 
til after the NARTB convention|lins is pointless, since the only 
because of “an act of God.” \domestic producer—which em- 


Ike Denies Tariff Relief 


This poor fellow is suffering from a plethora of radio-tv 
publications. As a busy buyer of radio and television 
time for one of America’s biggest agencies, he'll receive 
this year approximately 165 regular and special issues 
of various magazines — all claiming themselves in- 
dispensable to his welfare and knowledge of the 
radio-tv business. 


Their bulk weight will total close to 90 pounds, and a 
new one will arrive on the average of every 36 hours 
during the working week. 


This is a lot of reading. If he did read them all, there’d 
be no time to do his job. “What gets me,” he moans, 
“is that I never asked for all this generosity. There’s 
only one* magazine | really need, and I pay the sub- 
scription price to get it. The others just keep coming 
and coming for free. All I hope is the stack doesn’t fall 
over and smother me someday.” 


His plight is shared by hundreds of other important 
agency and advertiser people. Virtually all of them re- 
ceive BROADCASTING-TELECASTING every week— 
not gratuitously, but because they want and pay to get 


this dominant business weekly of radio and television. 


(In fact — and unlike the others — if they don’t pay, 
they don’t get it.) 


We've signed our name prominently to 
this advertisement, just in case 

you don’t already know. Anything 
B-T doesn’t cover in radio-tv isn’t 
worth a busy man’s time. 


What does all this mean to you as a prospective ad- 
vertiser in BROADCASTING-TELECASTING? Well, 
only B-T can present verified figures on paid circulation, 
accurately classified by types of readers, and backed 
by the solid reputation of the Audit Bureau of Circula- 
tions. For B-T alone, among the publications purporting 
full attention to radio and television business, has quali- 


fied for ABC membership. 


An ABC statement has the genuine respect of agencies 
and advertisers all over America — because it is the 
truest measure of any publication’s worth: its PAID 
circulation. No partiality, no ambiguity . . . honest 
weight with nothing hidden. 


BROADCASTING-TELECASTING’s current ABC 
statement shows almost 17,000 average paid distribu- 
tion — far more than that of any other publication 
in the radio-tv field. When you advertise in its well- 
studied pages, you know your messages are going to 
the people who count. What's more, they'll be seen 
when they get there. 


Why smother in the “might-read-sometime” stack? Go 
first-class in the one magazine that lies open on more 
important desks than any other! 


1735 DeSales Street, N.W., Washington 6, D.C. 


a member of the Audit Bureau of Circulations 


1 AEEP COMING...” 


|ploys thirty production workers— 
|isn’t being undersold. This com- 


| 


| pany’s problem, Mr. Eisenhower 
| found, was that its product doesn’t 
| measure up to quality standards of 
the schools—the biggest market for 
cheap violins. 

Increased tariffs would simply 
raise the cost of musical instruc- 
tion for young people, the Presi- 
dent argued, without helping the 
domestic producer. 

He was equally unimpressed 
with the 4-2 Tariff Commission 
decisions raising duties on com- 
mon and safety pins. The President 
found the common pin industry’s 
sales, prices and profits have been 
rising since 1952. As for safety 
pins, so vital for holding up baby’s 
diapers, he said he cannot let the 
duty rise unless he has more con- 
|vincing information about the in- 
dustry’s cost allocations, particu- 
larly its administrative and selling 
costs. 


Today’s Fancy Diet Is 
Nutritionally Insufficient 

Americans are eating fancier 
foods than they did a few years 
ago, says the Department of Agri- 
culture. But the housewife is as 
careless as ever about serving the 
food elements necessary for a bal- 
anced diet. 

While the average urban family 
is spending 25% more for food than 
it did in 1948, says the depart- 
ment’s institute of home economics, 
the proportion using recommended 
quantities of calcium, Vitamin A, 
riboflavin and other food elements 
isn’t increasing. 

The department thinks there is 
an urgent need for more emphasis 
on nutritional education in materi- 
als addressed to homemakers. 

In some respects, it says, today’s 
diet may not be as healthy as the 
diet of a few years ago. Because of 
decreased use of fresh fruits and 
vegetables, many families get less 
Vitamin C than they need. In- 
creased consumption of meat, poul- 
try and fish is providing ample 
protein, but the trend away from 
grains and pork is causing a seri- 
ous drop in other food elements, 
such as thiamine. 


Grocery Chain Seeks FTC 
Immunity as Packinghouse 


Food Fair Inc., Philadelvhia, has 
set the stage for a major legal bat- 
tle which may decide whether 
large segments of the food industry 
can claim immunity from all the 
laws enforced by the Federal Trade 
Commission. 

As the operator of a slaughter- 
house, Food Fair says it comes 
under the Stockyards & Packers 
Act. Because of this act, it claims 
to be outside the jurisdiction of 
FTC, subject only to regulation by 
the Department of Agriculture. 

To bring the issue to a head, 
Food Fair has petitioned the com- 
mission to dismiss charges that it 
obtained illegal advertising allow- 
ances. In support of its petition, the 
company points out that only last 
year the commission decided ad- 
vertising for Cloverbloom 99 mar- 
garine was outside its jurisdiction, 
since Armour & Co. comes under 
the Packers Act. 

Since the jurisdictional issues 
raised in this case have never been 
before a court, other food chains 
and producers who hope to use the 
same loophole have their fingers 
crossed. 

At the moment, the question be- 
fore FTC seems to be: Can Stock- 
yards & Packers Act immunity be 
limited solely to companies pri- 
marily in the packing business? e 


Adam Leaves F&S&R to Become 
Film, Training Consultant 

David G. Adam, director of films 
and visual communications of Ful- 
ler & Smith & Ross, Cleveland, has 
resigned to establish his own serv- 
ice as a consultant on film produc- 
tion and sales training and as a 
distributor of audio-visual equip- 
ment. 
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Sidley Named KLAC Manager Syit Charges C&C 
Mort Sidley, formerly manager ‘ ‘ 

and pin poor Bam of KFWB. Los Bought Worthless 

TV Film Distributor 


Angeles, has been named general | 

manager of KLAC, Los Angeles. | 

Mortimer Hall, president of the : 

station, who recently applied for | New York, April 2—C&C Su-| 

an fm license, and has announced | P€™. Corp. and its directors have 
until about April 9 to answer a 
stockholder’s suit filed against 

them in state supreme court. 


plans to purchase additional am 
stations in the Southwest, said Mr. 
Sidley also will become general . > 
: The suit charges the directors of 
manager of the new stations. the company with having bought e 
“practically worthless” video film 
distribution company and intimat- 
ed that some of the principals of 
the company may have personally 
profited on this and a couple of 
other unprofitable transactions. 
The action was filed by Jerome 
L. Gilson, a lawyer, and owner of 
C&C Super stock since April, 1946. 


WSRS 


GREATER CLEVELAND'S 


NUMBER 1 STATION 
SRS “Redio-Active" MBS 


WE WANT TO WORK 
FOR YOUR LIVING! 


Who are we? A bunch of restless, 
non-conformists who are young in everythirg 
but experience. We’ve just formed a 

new Advertising-Sales Promotion Agency — 
Gerald, John & Associates. 


We are not complacent. Not conservative. 
And, forgive us if you can—we lack 

the Ivy League touch, socially and monetarily. 
We have rather modest space at 

8 East 48th Street (off Madison Avenue). 
Our rugs are not as thick as they might 

be, but after all, we'll be calling on you. 


All of us have worked for years at the 

gold dust agencies on copy, art, merchandising 
and contact. And on many of the big, 

fat and juicy national accounts. For the 
past year and a half, we’ve been building 

our group, and flexing our growing muscles 
as a sales-promotion agency. We are 

now ready for the main event. 


What are we like? As a group of men 
who have spent their lives in the business, 

we are sick in our hearts at the depressing, 
monotonous level too much advertising 


The stockholder’s derivative action 
charges that the directors of the 
company lost more than $3,000,000 
when they bought Western Televi- 
sion Corp., a company that was 
“sustaining greater and greater 
losses each year in its operation” 
and whose “capital [was] im- 
paired to the point of non-exist- 
ence.” 


s The complaint alleges that the 
directors entered into a scheme 
with fellow director Matthew M. 
Fox to buy up all the stock of 


Western Television Corp., a_ tv 
distribution organization, which 
was controlled “directly and 


through association” by Mr. Fox. 
It charges that the Western stock 
was exchanged for 1,575,000 shares 
of C&C stock, which had a market 
value of $3,250,000. 

Mr. Gilson further charged that 
C&C lost more than $400,000 on 
the purchase of Power Products 
Inc. and Champion Implements 
Corp. 

(Ed. Note: These companies are 
not identified in the complaint, 
but Power Products is a mail-order 
house; Champion manufactures 
power tools. Both are now oper- 
ated as C&C divisions.) 


s Mr. Gilson said that the C&C 
directors knew that Western Tele- 
vision had been sustaining greater 
and greater losses each year in 
its operations, ranging, according 
to the complaint, upward from 
$30,407 for the fiscal year ending 
May 31, 1952, to $288,070 for the 
ten months ending March 31, 1954. 
Western was organized in 1951 to 
distribute films to stations. 

Western was one of the early 
Fox ventures in which the film-or- 
time pattern was perfected. When 
C&C acquired the company in 1955, 
C&C said it had swung a deal in- 
volving $10,000,000 worth of an- 
nouncement and _=$station-break 
time on more than 100 stations. 
This was the point at which Mr. 
Fox moved into C&C as a director. 
C&C said a great many of the time 
spots thus acquired would be used 
for its own products. 


@® The suit alleges that before 


Advertising 
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“Jim says our American-Stavdard bathrooms cost 
less than he expected—and aren't they beautiful! 


bi 


The be 
; © ‘Look ot 
d 


7) bathe oom 


the or 


“= Amenican-Standard 


PLUMBING AND HEATING Division 


O 


MEANINGLESS PRICE—This American Standard magazine ad exempli- 
fies a host of meaningless price quotations in ads that tend to make 
consumers cynical. At the upper right readers are told that “this 
glamorous bathtub, lavatory and toilet cost only $5.98 a week.*” 
The ad doesn’t say for how many weeks, and the asterisk, if tracked 
to its resting place at the bottom of the ad, says “Plus installation.” 


Mr. Zeckendorf and other de- 
fendant directors got profits and 
commission from this transaction, 
according to the complaint. 

The plaintiff asks for an ac- 
counting for all losses and damages 
allegedly sustained by C&C and 
seeks to recover profits allegedly 
realized by defendants. 


Western was bought by C&C ed 
William Zeckendorf, another C&C 
director, and some of his associates 
bought 23 shares of Western TV 
from Mr. Fox for $750,000. This he 
resold to C&C for 575,000 shares of 
C&C common, which had a market 
value of $1,221,875, it was stated. 


| 


has reached. Trickiness substituted far the 
unique. Screaming supplanting the 
provocative. Selling words, so-called, 
replacing selling ideas. 


What do we want? We're now ready 

to handle several more clients—clients who 
want to revitalize or change the direction 

of their advertising-sales promotion program. 
Clients who want a fresh look for 

new products or who want to put life 

in a particular segment of a current 

program. Clients who prefer an honest NO, 
to a fifteen per cent YES. 


If you’re in the mood, you can imagine 

how pleased we'd be to hear from you, 

and if we’re as good for you as we think we 
are, you'll be glad you made the call. 


And now an admission. We are well aware 
that this is not an amazing advertisement — 
but then the truth so seldom is. 


GERALD, JOHN & ASSOC., INC. 
8 East 48th St. (off Madison Ave.) 
New York 17, N.Y., PLaza 5-4640 


P. S.: In case you might know some of us, we are: 
John H. Dillon, Chairman, via Bloomington, Indiana: 
Gerald Schaflander, Pres., via Detroit, Michigan; 

S. Q. Berliner, V. P. and Art Director, via Manhattan 
John W. Baker, V. P. and Copy Director, via 
Webster Groves, Missouri 
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. 
Write for 
complete Complet 
of sales 
information regional 


Mabilboard. 


opportunity — 


unlimited... 


... for top caliber Media Representatives who are seeking 
an opportunity that has no ceiling. 


most Exciting new medium 


Mpbilboard 


Motoring Millions! 
rewards unlimited! 


receiving great interest from adver- 


on the backs of the nation’s big trucks. 
You really have something to sell 
because Mobilboard Ads can't be 
turned off... thrown away or ignored! 


Frank Adams of Satterlee, War- 
field & Stevens, counsel for C&C 
Super Corp., said he did not con- 
sider this an important case or 
one that has any merit. 


Lucky Stores Reports Record 
Earnings, Sales in 1956 

Lucky Stores Inc., San Leandro, 
operator of 96 supermarkets 
throughout California, has entered 
the group of corporations with 
sales in excess of $100,000,000 an- 
nually. Sales of $118,598,885 were 
reported in 1956, compared with 
$44,841,656 in 1955. On a pro-forma 
basis, giving effect to the sales of 
the new companies consolidated 
with Lucky, in 1956, the sales for 
1955 would have approximated 
$99,000,000. 

Record earnings were also re- 
ported, equivalent to $1.31 a share 
on 1,648,430 common shares out- 
standing. A total of nine new su- 
permarkets are now being built 


estigate ... right now... . openings 
Regional Sales Offices in America’s 


Selling America’s 


|by Lucky; one in Los Angeles. 
; : ae x al three in the San Francisco Bay 
Mobilboard is new, it’s exciting, it's |Area; two in Sacramento aaa 


three in San Diego. 
Mobilboard is the leader in 
ic, colorful moving salesboards 


| PR Conference Set in L.A. 

| The eighth annuai spring public 

| relations conference, co-sponsored 

|by the University of Southern 
California and Southern Califor- 
nia chapter, Public Relations So- 

| ciety of America, will be held 

| April 17, at the Ambassador Ho- 


| 
e merchandising service. Plenty tel, Los Angeles. 


aids. Can be sold for single, 
, or multiple national markets. | 


615 Euclid Avenue 
ba Des Moines, lowa 
Phone: AT 2-0215 


Marketscope Expands 
Marketscope Research Co., New- 
|}ark, has opened a branch in De- 
troit at 920 Dime Bldg. Verna 
Johnson, formerly with Kemp Re- 
search, is vp-managing director of 


° ‘the Detroit operation. 
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Detroit Copy Club 
Competition Seeks 
Talented Students 


Detroit, April 2—The Detroit 
Copy Club this year is starting an 
advertising talent search. The 
“search” will be an annual com- 
petition among Michigan college 
students for potential copywrit- 
ers. 

This year, the invitation to 
compete has been extended to 
students of the University of 
Michigan, Michigan State Univer- 
sity, Wayne State University and 
the University of Detroit. 

The competition will be held 
this month, and the awards will be 
made May 17. 

To enter, students must create 
a sales letter, a radio commercial 
and an advertisement for an im- 
aginary product. Entries will be 
judged by a committee of copy- 
writers. Final vote on the ads will 
be by the entire membership of 
the club. 


s First and second place winners 
and three honorable mentions will 
be named. Winners will receive 
certificates of merit and will be 
guaranteed interviews with one or 
more Detroit agencies. 

Speaker at the awards dinner 
on May 17 will be Walter Weir of 
Donahue & Coe, New York. 

The objectives of the talent 
search, according to the club, are 
(1) “to recognize and encourage 
outstanding ability in creative | 
copywriting among university stu- | 
dents . . . to encourage these stu- 
dents to choose a career in ad- 
vertising” and (2) “to help Detroit 
area advertising agencies locate 
capable people for their creative 
staffs.” * 


Sissy Robes Runs Series 


of ‘Dream World’ Ads 

Sissy Robes, New York, manu- 
facturer of beach and bath robes 
for little girls, will run a series) 
of one-column b&w ads this year) 
in the New York Times Magazine, | 
starting May 19. A back-to-school 
ad will also run in Vogue this fall. 

All the ads use the theme “Sissy 
wraps a little girl in dreams,” and) 
combine line drawings with pho- | 
tography to illustrate the dream| 
world of children. The first ad) 
uses a photo of a little girl on the 
beach superimposed on a line 
drawing of a treasure-hunting pi- 
rate. In other ads, the little girl) 
will have imaginary characters to| 
do her homework, take her medi-| 
cine, practice her music lesson. | 
The campaign will be expanded 
after the first of the year. David J. 
Mendelsohn Advertising Agency, 
New York, is the agency. 


GF Sets ‘Biggest Ever’ 
Campaign for Kool-Aid 

The Perkins division of General 
Foods Corp. will feature four ani- 
mated characters—“Lion Tamer 
Ted,” “George the Knight,” “Peg- 
leg Pete” and “Sheriff Jim”—de- 
signed to appeal to both adults 
and children in its 1957 Kool-Aid 
advertising. Media include news- 
papers, magazines, outdoor adver- 
tising, radio and tv, starting in 
April to run through the summer. 
The '57 advertising program will 
be the biggest in the history of 
the product, but GF refuses to 
release details. Foote, Cone & 
Belding is the agency. 


Regal Shoe Breaks Drive 

Regal Shoe Mfg. Co., Whitman, 
Mass., a division of Brown Shoe 
Co., will break an extensive spring 
newspaper campaign for its men’s 
shoes, beginning April 8. Ads 
ranging from 1,000 lines to full 
pages will be used in 11 metro- 
politan markets. Doyle Dane 
Bernbach Inc. is handling. 


St. Louis 4A‘s Council Elects 

Maurice L. Hirsch, president of 
Hirsch, Tamm & Ullman, has been 
elected chairman of the St. Louis 
council, American Assn. of Adver- 
tising Agencies. Oscar Zahner, 
senior vp of Ruthrauff & Ryan, 
was elected vice-chairman, and 
James A. Firth, vp of Winius- 
Brandon Co., was named secre- 
tary-treasurer. Directors elected 
are Marvin McQueen, vp of 
D’Arcy Advertising Co.; Jack 
Leach, vp of Gardner Advertising 
Co., and Mr. Firth. 


*World-Herald’ Boosts Thomas 

The Omaha World-Herald has 
appointed Robert E. Thomas pro- 
motion manager. With the World- 


Herald promotion department two | 
years, he succeeds James P. Ince, | 
who has joined American Hospital 
Supply Corp., Chicago, as public | 


relations and advertising director 
(AA, March 25). | 
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wath 


COOLER—Pamper tired, burning feet 

with Foot Light, says Max Factor & 

Co. of its new spray foot balm. The 

product goes on sale May 30, sells 
for $1.25. 


‘Financial World’ to Raise 
Rates; Boosts Fredericks 

Effective July 1, Financial 
World, New York, will adopt a 
new rate schedule with a basic 
rate increase of 12.9%. New base 
rate for one b&w page one-time 
will be $700. It is based on an ABC 
increase in circulation of 23.3%, 
according to Thomas F. McGuire, 
vp in charge of advertising. 

Mr. McGuire also has announced 
the promotion of Adrian W. Fred- 
ericks from assistant ad manager 
to advertising manager of the fi- 
nancial weekly. 


| Ross Named PR Director 


Walter Ross, formerly in charge 


new post of director of public rela- 
tions of Broadcast Music Inc., ef- 
|fective April 15. A successor at 
|Warner Bros. has not yet been 
named. 


of publicity at Warner Bros. Pic- | 
tures, has been appointed to the} 


USE 
MISSOURI NEWSPAPERS 


THE EASY WAY 
Whether you use one or all of 
Missouri's 398 newspapers it’s 
easier, faster, cheaper with Mis- 
souri Press Service. 

ONE ORDER—ONE BiLi— 
ONE CHECK 
Advertising Agencies and Advertisers Send for 


your free directory and rate book of Missouri's 
Daily, Weekly and Sunday newspapers. 


MISSOURI PRESS SERVICE, INC. 


WALTER WILLIAMS HALL 
Columbia Missouri 
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Philco-Bendix—a new and important name in the home-laun- 
dry field—makes its debut in this eye-opening four-color spread 
for the Duomatic washer-dryer combination. Dominating every 
ad in the new series is a giant picture of the Duomatic door with 
the campaign theme, “It’s a washer . .. it’s a dryer . .. it’s two in 
one!” Sign-off line displays the new basic theme for all Philco 
Corporation advertising,“ Look ahead ...and you'll choose Philco.” 
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New copywriter for Consolidated Edison Company is TV 
weather reporter Uncle Wethbee. Working between nightly 
telecasts (co-starring his partner and creator, Tex Antoine), 
Unk turns out at least three columns a week for New York and 
suburban papers. Though ads cover everything from cabbages 
to kings, Unk always manages to get in some convincing words 
about low-cost, dependable gas and electricity from Con Edison. 


| 
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BATTEN, BARTON, DURSTINE & OSBORN, 


NEW YORK + ATLANTA + BOSTON + BI'FFALO « CHICACO + CLEVELAND - Dalla® + DETROIT - 


HOLLYWOOD - 


Striking camera angles, dramatic close-ups and a new, big- 
band version of the Light-U/p Time song add sparkle to the new 
TV campaign for Lucky Strike Cigarettes — made by The 
American Tobacco Company. Commercials all feature the popu- 
lar Lucky Strike couple, Grace and Russ, in appealing, true-to- 
life smoking situations . .. and make this most inviting promise: 
“You'll say a Lucky’s the best-tasting cigarette you ever smoked.” 


Seagoing hero of Jack London tales, Captain David Grief, 
now sails the TV waves for Standard Oil Company of California. 
Filmed on location throughout the South Pacific, the half-hour 
shows are telecast in the West and Hawaii. Fine work by Max- 
well Reed as Captain Grief, plus the eternal demand for Jack 
London’s exciting sea stories, should assure a large, enthusias- 


tic audience for the client’s own exciting commercial stories. 


ADVERTISING 


PITTSetRGcm + 


INC., 


LO* ANGELES + MINNFAPOLIS + SAN FRANCIOOO « SEATTLE + TORONTO 
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“NOT RESPONSIBLE” 
—Ford Motor Co. 
keys this dealer- 
| signature news- 
paper page, pro- 
duced by J. Wal- 
ter Thompson 
Co., to a famous 
classified ad. The 
copy starts off, “I 
am no longer re- 
sponsible for my 
wife’s actions 
since she got her 
a 


SHOPPING LIST— 
“Everything for a 
Bar-B-Q” is the 
related items dis- 
play theme for 
Kleenex table 
napkins’ summer 
promotion, Kim- 
berly-Clark 
Corp. offers the 
lithographed dis- 
plays and ban- 
ners for mass 
displays which 
tie in everything 
from beans to 
beverages. 


LusciousS—McKesson & Robbins 
says Beverly Rogers is “the most 
beautiful girl with the most gor- 
geous suntan” and named her Miss 
Tartan. She'll help promote Tartan 
suntan preparations. 


Swanson Marquardt Brown Richmond 


ON STAGE—Members of the Junior Women’s Advertising Club of 
Chicago prepare to go on stage to model these spring hats in the 
club’s “Hometown Holiday” fashion show held April 4. Above are 
Norine Swanson, Modern Hospital Publishing Co., club president; 
Barbara Marquardt, Munroe Paper Co.; Bette Jane Brown, Chicago 
Tribune, and Carey Belle Richmond, MacFarland, Aveyard & Co. 


Francisco 


Bernstein Abrams Williams 


EDITORS & AGENCY MEN—Sid Bernstein and Jim O’Gara of Advertising Age play host to 
a table of agency and admen in honor of Walter D. Fuller, retiring chairman of Mag- 
azine Publishers Assn. (See story on Page 110.) Guests shown here are Don Francisco, 
recently retired vp of J. Walter Thompson Co.; F. Kenneth Beirn, president, Ruthrauff 


O'Gara Valenstein Smith Ogilvy 

& Ryan; George Abrams, vp, Revlon Inc.; David Williams, president of Erwin, Wasey 
& Co.; Lawrence Valenstein, chairman, Grey Advertising Agency; Paul Smith, vp of 
Calkins & Holden, and David Ogilvy, president of Ogilvy, Benson & Mather. Not shown 
is Paul Gaynor, head of Gaynor Colman Prentis & Varley. 


i 


ell; Robert Healy, exec vp, McCann-Erickson; Wallace H. Wulfeck, executive commit- 
tee head, William Esty Co. and chairman of the Advertising Research Foundation; 


Cummings Toigo 
WALTER FULLER HONORED—Another group of prominent agency heads and admen joined 
Ad Age’s G. D. Crain Jr. and John Crichton (not shown) at a second table at the MPA 


Weissman Warwick 


luncheon for Mr. Fuller. Shown are Barton A. Cummings, president, Compton Adver- 
tising; Don Stewart, ad manager, Texas Co.; Adolph Toigo, president, Lennen & New- 


George Weissman, vp of Philip Morris Inc.; Frank Townshend (hidden behind Mr. 
Weissman), Campbell-Ewald Co., and Paul Warwick, president of Warwick & Legler. 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 


“The book” appeals to men and women individually 
through their family interests. Over 31% of the readers 
of an average issue reported they had recommended, 
mentioned or discussed one or more items from a BH&G 
article or ad with somebody in the household or a friend. 
A total of 10,700,000 discussions! The more they read, 
the more they talk, the more they buy! 15,500,000 people 
read an average issue. One third of the 123,800,000 people 
in the U.S. 10 years of age or older read one or more of 
every twelve issues. That’s 44,150,000 Better Homes and 
Gardens readers—and over 40% of them are men. 
Meredith Publishing Company, Des Moines 3, Iowa. 


teres 


during the year... 


J 2 of America 


*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 


reads Better Homes & Gardens ! 
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in Distinctive Typography 


A Texas Agency says: 


“When we want something ‘different’ in the way of 
type, we always send the job to Warwick... 
they always have the faces we need—in the sizes 
we need—and they always meet delivery dates." 


You will find everything you need typographically 
at Warwick, for this unusual organization 

has the facilities to produce almost every type 
of composition, from hand-set reproductions 

to composition on film by photography - 

the newest method of typography. And, with 
their Flexset* Process, Warwick can reproportion 
or change a block of text, a word, or a 
headline to capture the spirit of an artist's 
layout when available type faces fail to do so. 


"REG. U.S. PAT. OFF, 


e |ing only 75% of the rate base of 
7 the full network, rather than the 
; full network total.” 


TYPOGRAPHERS, /NC. 


920 Washington Avenue « St. Louis 1, Missouri 


Station Reps Hit 
NBC Radio's ‘Unfair 
Comparison Selling’ 


New York, April 2—The Sta- 
tion Representatives Assn. last 
week accused NBC Radio of de- 
preciating the value of radio and 
competing directly with its affili- 
ates for spot business. 

The charges were made in a 
memorandum to NBC affiliates, 
which said that the NBC network 
sales department recently made a 
presentation “which consisted of a 
direct comparison between a pro- 
posed network radio campaign and 
a hypothetical spot radio cam- 
paign.” 

Lawrence Webb, managing di- 
rector of the representatives’ 
group, said his analysis of that 
presentation indicated: 


e Spot radio rates were set up 
without taking into consideration 
the saturation plan rates now 
available on most major stations. 


e A Pulse rating figure of 4 was 
“arbitrarily” chosen for the spot 
campaign, when the leading sta- 
tions in the markets covered—the 
top 50—usually draw an average 
of 5, 6 or 7. 


e The Pulse metropolitan rating of 
4 was “arbitrarily reduced for the 
homes outside the metropolitan 
area to 2.9...” despite the fact 
that “levels of listening to local 
programs tend to be substantially 
larger outside the metropolitan 
area than within it.” 


e “The NBC cost-per-1,000 pro- 
jections use a base of 47,615,000 
total U. S. radio homes without 
mentioning the fact that they guar- 
antee clearance on stations total- 


|e “The rating base for computing | 
| cost-per-1,000 is halved outside the | 
|metropolitan area for the spot cal- 
|culation, but is left at 100% for 
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ROBERT 


Publicity 
PHILLIP BLOOM 
230 West 41st Street 

New York, N.Y. 
CHickering 45185 


The Honourable 


Lord Mayor of Dublin 


——— now in the United States 


BRISCOE 


Management 


IRVING ROCKMORE 
ASSOCIATES, INC. 
50 West 57th Street 
New York, N.Y. 
IUdseon 2-2371 


HAVE SHILLELAGH, WILL TRAVEL—This 


half-page ad announcing the pres- 


ence of the Lord Mayor of Dublin in the U.S. ran in Variety. Mayor 
Briscoe has been very busy making the VIP circuit in this country. 


the network calculations.” 


In the concluding paragraphs of 
his memo, Mr. Webb lamented: 
“Now, at a time of increasing ra- 
dio activity, would seem to be a 
new opportunity for radio stations 
to bring their price structure into 
line with those of other major ad- 
vertising media and other kinds of 
business. 

“The NBC Radio network is 
making this opportunity increas- 
ingly difficult to realize by pricing 
their radio product so low—by the 
device of virtually eliminating sta- 
tion compensation—that the sta- 
tions themselves cannot compete 
with their own network even 
though the product the stations 
have to sell is today a substantial- 
ly bigger, better, more effective 
advertising device than ever be- 
fore.” 


s For NBC’s reaction to the latest 
SRA blast against it, ADVERTISING 
AcE queried Matthew J. Culligan, 
vp in charge of the radio network. 
Mr. Culligan said the network had 
not made any presentation showing 
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fargo 


“The MARKET DATA BOOK has yielded us 
1100 customers...” 


Pon x o eee) sy S : + ae - 
peas. Uae ae Mee 


ee. 


lB Cons 


SAMUEL FREEDMAN 


Mr. Freedman has grown up with the 
advancements in radio-electronics dur- 
ing the past three decades. As operat- 
ing head and majority stockholder, he 
conceives and administers the firm's 
product development and sales pro- 
grams; expands basic product pro- 
grams into new offshoot fields; decides 
and plans how the firm's funds may 
be used for products and promotion; 
selects various sales media. Before 
becoming president of Chemalloy 
Electronics Corporation in 1950, Mr. 
Freedman had 30 years experience 
in radio communications, microwave 
electronics engineering, radar and 
related subjects. In addition, he has 
authored a book, given lessons and 
published 185 articles on electronics 
and metallurgy. 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


soys SAMUEL FREEDMAN 


President and General Manager 


Chemalloy Electronics Corporation 


for an ad or 


See ree 


“Out of 12,000 leads received since we started using the Market Data 
Book, 1100 new customers have been found for our products . . . unsolic- 
ited inquiries from scattered parts of the world have also been received 
so that we must now set up export facilities immediately. Specifically, we 
need and use the Data Book in the following ways: determine the fields 
where our products fill a need, determine the magazines which serve 
each field particularly and compile lists of magazines most suitable to 
receive product releases, occasional feature articles and determine their 
suitability for eventual advertising.” 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 


multiple page insert that 


will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 


classifications. 
of 
INDUSTRIAL MARKETING 
200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 


a direct comparison between its 
service and a spot campaign. 

He said he had made a recent 
presentation—at the request of a 
sponsor—showing how well net- 
work radio would work for him in 
combination with spot. This par- 
ticular advertiser, Mr. Culligan 
said, is thinking of taking a big 
portion of his budget out of other 
media and shifting it to radio. e 


|Simmons-Boardman Names 
Salisbury to Head Sales Unit 
Duane C. Salisbury will join 
Simmons-Boardman Publishing 
Corp., New York, April 15 as vp 
and director of sales for its railway 
division. Since 1955, Mr. Salis- 
bury has been vp 
and general sales 
manager of De- 
troit Colortype 
Co. and _ sales 
counsel of the 
VanderKloot As- 
sociated Compa- 
nies, maker of 
printing plates 
for agencies and 
publishers. 
Duane C. Salisbury Mr. Salisbury 
also has been 
president of Carter Co., Detroit, 
printing plate manufacturer, and 
headed advertising sales for the 


m | transportation magazines of Mc- 


| Graw-Hill Publishing Co. 


| Industrial Ad Awards Set 

| The Southern California Nation- 
al Industrial Advertisers Assn. will 
hold its annual awards for indus- 
trial advertising on May 16. En- 
| tries in the competition must be 
jin by May 6. Judges are Paul 
| Beach, president, Advertising Club 
‘of Los Angeles, and advertising 
|}manager, Union Pacific Railroad; 
George Rappaport, president, Art 
Directors of Los Angeles, and art 
director, Calkins & Holden; Frank 
C. Meunier, director of advertising 
and sales promotion, General Pe- 
troleum Corp.; Emmet McGaughey, 
exec vp, Erwin, Wasey & Co., and 
Charles Cruze, industrial designer. 


Set Hall of Fame Deadline 

Nominations for the Advertising 
|Hall of Fame, sponsored by the 
| Advertising Federation of Amer- 
lica, are again open and must be 
submitted by April 20. Nomina- 
tions may be made by any person 
or group, and entry blanks may be 
obtained from the AFA, 250 W. 
57th St., New York. Candidates for 
the award must have been dead at 
least two years and must have per- 
formed notable service on behalf 
of U. S. advertising during their 
lifetimes. 


R&R Appoints Jackobson 

Lou Jackobson has joined the 
Chicago office of Ruthrauff & 
Ryan as head of radio-television 
production. He formerly was su- 
pervisor of creative broadcast ac- 
tivities for a number of accounts 
at Leo Burnett Co, 
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Testimonial Ads 
Promote Use of 
Cotton Fiber Paper » 


New York, April 2—22 manu- 
facturers of cotton fiber or so- 
called rag papers are cooperating 
in a nine-month advertising and 
merchandising program which 
calls for the use of three maga- 
zines and seven business papers. 

The aim of the campaign is to 
educate users of fine papers about 
the advantages and special quali- 
ties of cotton fiber papers. To ac- 
complish this, the group will show 
well-known persons in ads to 
dramatize the values that are 
built into cotton fiber papers. 

The campaign breaks this 
month in three consumer maga- 
zines: Business Week, Fortune 
and Newsweek; and in seven 
business papers: ADVERTISING AGE, 
Advertising Requirements, Inland 
Printer, Management Methods, 
Paper & Paper Products, Printing 
Magazine, and Purchasing. 

The initial ad sets the tone and 
theme with a photograph of Nor- 
man Rockwell, who says, “In an 
illustration, just as in a letter, 
paper is basic.” The headline is, 
“Better papers are made with cot- 
ton fiber.” 


® Most of the 22 mills cooperating 
in the campaign will change the 
designation in their watermarks 
to “cotton fiber” paper. The group, 
which is headed by Leo Schubart, 
president of Neenah Paper Co., 
Neenah, Wis., is urging its mem- 
bers to use the “better papers” 
theme and emblem in their own 
advertising, packaging, sales pro- 
motion and merchandising. 

The first three ads will be 
mailed in advance of publication 
to 850 merchants handling fine 
papers. 

Besides Mr. Rockwell, the ce- 
lebrities who will be featured in 
the ads include Chett Huntley, 
NBC news’ analyst; Herman 
Wouk, Pulitzer Prize novelist; 
Carter L. Burgess, president of 
Trans World Airlines; and Louis 
de Rochemont, producer of “Cin- 
erama Holiday.” 


® The mill committee handling 
the promotion is headed by Thom- 
as Leech, president of Whiting- 
Plover Paper Co., Stevens Point, 
Wis. Other members include: 
Norman Bardeen, vp, Lee Paper 
Co., Vicksburg, Mich.; T. M. Gil- 
bert, president, Gilbert Paper Co., 
Menasha, Wis.; E. C. Reid, presi- 
dent, American Writing Paper 
Corp., Holyoke, Mass.; H. E. Riggs, 
vp, Strathmore Paper Co., West 
Springfield, Mass., and William 
M. Roberts, president, Fox River 


In 1956 
the EAGLE had 


64.4% 


of all RETAIL GROCERY 
advertising linage 


Source: Media Records 


Based on 9/30/56 ABC Publisher statements 


WICHITA 


MORNING - EVENING - SUNDAY 


A member of the Metro Sunday Comics Network 


— WICHITA, KANSAS 


REPRESENTED BY O'MARA & ORMSBEE 


fetter papers are made with Cotton Viber 


LOO" (OR COTTON G8 RAS WN THE WATERWARE 08 LABEL 


WOUK AT WORK—This ad featuring 
novelist Herman Wouk is one in a 
series in consumer and business 
papers scheduled by a group of pa- 
per manufacturers to stress the vir- 
tues of cotton fiber paper. J. M. 
Mathes Inc. is the agency. 


cr 


|Paper Corp., Appleton, Wis. 
| In releasing information about 
| the advertising, Mr. Leech pointed 
out that the idea of selling the 
otal concept of a product as a 
background for brand advertising 
s becoming more important 
the wilderness of products” con- 
fronting and confusing the con- 
umer today. He emphasized that 
the program is in no sense intend- 
ed to take the place of brand ad- 
vertising, but rather to prepare 
the ground for brand advertising 
|by individual mills. 
J. M. Mathes Inc., New York, is 
the agency. * 


‘Facts About New Super 
Markets’ Published 

The Super Market Institute, 
500 N. Dearborn St., Chicago, has 
published its fourth annual report 
about new supermarkets, “Facts 
About New Super Markets Opened 
in 1956.” The Institute defines a 
supermarket as a complete de- 
partmentalized food store with a 
{minimum sales volume of $20,000 


“in | 


|markets (47%) were erected as 
|part of a new shopping center, 


jin 1954. The typical new super- 
|market faces direct competition 


| Companion, 


a week and at least the grocery 
department fully self-service. Ac- 
cording to the report, a larger 
proportion of the new supermar- 
kets opened in 1956 are in the 
$40,000 to $60,000 range than in 
1955 and fewer in the more than 
$60,000 category. 

Nearly half of the new super- 


compared to 43% in 1955 and 37% 


from two other supermarkets, the 
report says. The study, which is 
available from the institute, is 
based on information supplied 
from 156 new supermarkets. 


‘House Beautiful’ Shifts Three 
Fred M. Hodgdon, formerly De- 
troit manager of House Beautiful, 
has been appointed western ad- 
vertising manager with headquar- 
ters in Chicago. James O. Green, 
formerly manager of the Cleve- | 
land office for the Woman’s Home | 
has been named 
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House Beautiful’s Cleveland man- 
ager. Mr. Hodgdon succeeds Lee 
Walker, who has taken a less de- 
manding position as Chicago man- 
ager because of health reasons. 
Mr. Green succeeds Jack Lederer, 
who is transferring to the Chicago 
office. 


Babbitt Suffers Net Loss 

While net sales for B. T. Babbitt 
Inc., New York, were $19,499,028 
in 1956, up more than $2,000,000 
from 1955 sales, the company sus- 
tained a net loss for the year of 
$520,612, equal to 52¢ per share. 
In 1955 sperations yielded a net 
profit of $532,102, also equal to 
52¢ a share. 


An issue of the monthly Clipper is yours to 
use without cost. You can create sparkling 
layouts for printed matter with scissors and 
paste pot. No obligation. Address... 


| MULTI-AD SERVICES, INC. 


Box 806M Peoria, Illinois 


= ET 


Here’s an Old Timer’s Secret 


How come you get greater response from advertising 
in MICHIGAN FARMER? Because 9 out of 10 Michigan 
farm families read it regularly. Why the statewide pop- 
ularity? Concentration on Michigan agriculture alone 
—more than 100 years of it. 

What about farm income? Right up there. Michigan 
is a top-third state. And Michigan farmers diversify 
more than those in any other state. They keep the 
dollars rolling in steadily all year long. 

Why not include the prosperous states of Ohio and 


Pennsylvania, served 


by THE OHIO FARMER and PENN- 


SYLVANIA FARMER? All 3 papers are published twice 


each month, gravure 


printed in 4 colors to save you 


the cost of plates. Write 1010 Rockwell Avenue, Cleve- 


land 14, Ohio, for more facts. 


Michigan Farmer 


EAST LANSING, MICHIGAN 


et eeeeeeeeeeeee 


THE OHIO FARMER, Cleveland 


PENNSYLVANIA FARMER, Harrisburg 
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To sell more where more is sold 


-oeit’s FIRST 3 FIRST! 


: A walk on a windy hill in spring far from great cities can be a re- 
freshing experience. But, for more sales in the nation’s outstanding 
urban markets your heaviest advertising punch should be aimed at 
the greatest cities. 

The FIRST 3 markets of New York, Chicago and Philadelphia 
account for 1/6 of Drug sales, 1/5 of Food sales, 1/5 of Furniture 
and Appliance sales, and more than 1/4 of total U. S. Apparel sales. 


The group with the Sunday Punch 


Fipsi®: 


aeeYs EROU DI \ 


Reteevine ¢ Colorgravure 


New York 17,N.Y. News Building, 220 East 4 


Concentrated Sales here fia 


4 


€J 


In these outstanding urban sales centers the family coverage of 
General Magazines, Syndicated Sunday Supplements, Radio and 
TV thins out. Only FIRST 3 MARKETS delivers a saturating 62% 
family coverage of these 3 city and suburban markets where nearly 
1/5 of all U. S. Retail Sales are made. To make your advertising sell 
it’s FIRST 3 FIRST! 


Circulation in excess of 6 million. 


more where more is sold... 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today’’ Magazine 


2nd Street, MUrray Hill 7-4894 ¢ Ch Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Calif., 155 Montgomery Street, GArfield 1-7946 « Los Angeles 5, Calif., 3460 Wilshire Boulevard, DUnkirk 5-3557 
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Advertising Age 


Opinions expressed here are those of the writers, 


Feature Section 


Prescription tor Saving Department Stores ‘oe 


Keep the Clowns, E&E Man Says 


Most Department Store Ads Mediocre 
Good Ideas Are Easier: Woolf 
Imaginative, Forthright, Says C. M. 


and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Gimbel's Ad Manager Hails ‘Most Department Store Ads’ 
as ‘Monsters of Mediocrity’ 


I am forced to the conclusion that most 
department stores grossly overestimate 
the power of their customers to trans- 
mute a few pieces of bad rhetoric and 
telegraphic words of specification into an 
irresistible yen to buy the goods. 

Now, there isn’t much doubt but that 
the customer, reading the ad in the paper, 
is glad to be informed that the article is 
X inches long by X inches wide by Z 
inches deep, because this will tell wheth- 
er there’s room for the article in the house. 

It’s also important to a size 42 girl to 
know that the ravishing dress in the ad 
is not to be had in any size above 38. 

It is a matter of some concern to a red- 
head whether the color range of the 
sweaters includes the colors that go with 
her so she can go with the fellow she 
wants to go with her. 


® Basic specifications, of course, do help. 
In the matter of material they are essen- 
tial: they must tell whether the reader is 
thinking within the frame-of-reference of 
silk, cotton, wool, dacron, nylon, or any of 
their manifold combinations. This is a 
matter of law rather than a matter of 
selling; if you misrepresent basic material 
you can land in the pokey. Thus, low, 
indeed, has the salesman’s fine art sunk, 
that there has to be a cop handy to make 
him write merely informative copy. 

But bare specifications never tell the 
whole attractive story of what the article 
will do for the customers. 

Among the many things the article will 
or can do for the customer is the thing the 
customer most wants this type of article 
to do for her. For if your copywriter 
simply tells the most customers who can 
be bought in your newspaper circulation 
how well your article can do for her—the 
things she wants most to have it do for 
her, you can’t help getting the maximum 
response from your ad. That’s not adman- 
fooling: that’s simple mathematics, based 
on this simple formula: Satisfactory per- 
formance x Most Wanted Service equals 
Best Response! 

This formula of course, prevails when 
various competing articles are offered at 
about the same price level. A wide price 
differential can upset the purity of the 
formula, in fact can nullify it. But it 
holds as true between competing items 
at a low price level as at any other. 


® Too rarely does the copywriter take the 
trouble to (a) get to the bottom of the 
“satisfactory performance” story; (b) 
beat his brains out to tell an old story in 
a new and honest way, as tersely as pos- 
sible; (c) beat his art director’s ears 
down to make a new and refreshing kind 
of layout that gets this story across; (d) 
holler enough louder than his buyer so as 
to sell the buyer on the fact that the copy- 
writer knows more about what the cus- 


Elizabeth Flannery, currently advertising manager of Gimbel's, New York, 
and a veteran department store advertising writer, discussed department store 
advertising, and particularly its copy content, at the fifth annual retail adver- 
tising conference held in Chicago early this year. Her pungent analysis of the 
situation and her suggestions for improvement, as presented here, should inter- 
est national advertisers as well as department store and other retail promotion 


people. 


tomer wants to read than the buyer 
knows; (e) make the advertising chief 
back up the copywriter, or at least arbi- 
trate the difference of opinion between 
the copywriter (who rarely knows any- 
thing about buying as a profession) and 
the buyer (who rarely knows anything 
about reading or writing as a device for 
attracting trade). 

The result is that 90% of our retail store 
ads today are written in a sort of murky, 
sullen state of armed truce between the 
ad people and the buying-and-selling peo- 
ple. Nobody suffers but the reading pub- 
lic—the customer—whose viewpoint is so 
enthusiastically ignored, and whose real 
taste and intelligence are flouted. The 
newspapers prosper by the simple pro- 
cedure of inciting Store A to match or top 
the bulk linage used by Store B; to Store 
B, Store C is the Menace. The result is 
that the majority of department stores 
have subscribed to the building of a real 
Eighth Wonder of the World: The most 
triumphant Monster of Mediocrity of our 
time—the “efficient” preponderant mass 
of retail advertising that tells little more 
than factory specifications, price, legal- 
istics, the address, a silly headline and a 
phone number. One must assume that this 
means that the reading audience, the cus- 
tomer, doesn’t want to know any more 
than she is told in the ads, or that the 
store thinks she hasn't any right to know 
more unless she comes into the store and 
fumbles the goods. The waste is not ap- 
palling, it is terrifying. What’s more, it is 
eating up our beautiful forests. 


s Now one looks further for the rea- 
sons why otherwise sane people—sane 
peddlers who are pretty good judges of 
comparative value and usefulness, and 
sane copywriters who can spin a good true 
plausible yarn about the goods, wind up 
in this whirlwind of balderdash, this daily 
offense to the common sense of the cus- 
tomer, this constant assumption that the 
customer is an illiterate hill-billy inter- 
ested only in a more or less phony com- 
parative price. 

These conflicting forces eat off the 
same payroll. 

Buyers often marry smart advertising 
people and beget. 

Smart advertising people often per- 
suade smart merchandisers to come play 
home furnishings with them. 


Love is not an exile. 

Why then cannot these potentially sym- 
pathetic skills team up for the same em- 
ployer to make ads for him that will cap- 
tivate the town? 


= The answer, sadly, seems to be that 
the boss thinks a number of things to the 
contrary. Like these. The Boss sometimes 
thinks: 

1. If your store is caught in a chorus- 
line of stores all doing pretty much the 
same step, and you try a different step, 
somebody might ridicule you and you 
would be ruined. 

Or the Boss thinks: 

2. How do I know that this clear, hon- 
est, gay copy is what sells goods or makes 
friends? Better stick to our mediocrity. 

Or the Boss thinks: 

3. Copywriters, sales-promotion people 
—they are a lot of necessary evils. They 
are one dime one dozen. They cannot 
force me to pay them more, so I 
must see that I pay them less than my 
buyers. My buyers can force me to pay 
them more by getting offers from my 
competitors. So far as I can prevent this I 
have an under-the-table agreement with 
my controllable competitors that we will 
not lure each other's people. This will help 
to sterilize the market opportunity of my 
advertising people, at least within the ra- 
dius of my private agreement with my 
competitors, which, of course, is a fla- 
grant conspiracy in restraint of private 
enterprise, but don’t tell Herb Brownell, 
not just yet. 

In short, Mr. Boss (and I have painted 
him in rather dingy colors, and I may add 
that he is the exact opposite of my boss) 
... Mr. Boss has never been sold by his 
own advertising people on the power, 
force and art of advertising—to the de- 
gree that he has been convinced of the 
power, force and art of buying and sell- 
ing. And the Big Dope has never realized 
that if he can for once form an insepara- 
ble alliance between the two major arms 
of his business (instead of making one 
subservient to the other), he can write 
his own ticket in the local market. 


s If I had a store, God forbid, I would 
have a scheme whereby every junior buy- 
er or stock clerk would be obliged to 
clutter up the advertising department for 
just long enough to know the score, the 


techniques, do actual jobs, catch hell for 
blunders, catch kisses for double-plays; 
whereby the junior Keatses and Shelleys 
and Edward R. Murrows in the word- 
department, and the junior Hitchcocks and 
Sullivans in the picture department, 
would jolly well get first-grade training 
under the store’s first-rate merchants, go 
into the market with them, go over their 
figures with them, catch hell for boners, 
catch reluctant blessings for starry-eyed 
but sensible suggestions. 

I would have this exchange-training go- 
ing on all the time. Out of it would come 
two things: top-management blessing 
(since it costs no more) and articulate 
sales promotion of which top manage- 
ment could be proud. 

As we have seen, the retail advertiser 
buys 80% of a newspaper page to put in 
an ad that is usually 80% duller than the 
news politely tossed in by the publisher 
to keep the page from being 100% dull. 

This is because by and large the store- 
keeper has no more interest in the de- 
velopment of the little individuals who 
are his own vital mouthpieces and cus- 
tomers, his writers, producers, directors, 
than he has in the careers of his boiler- 
men. 


® To the best of my knowledge, no major 
department store in America has under- 
taken any development measure for its 
sales promotion, public relations, adver- 
tising, or display people. Small wonder 
that, as creative individuals, they see no 
future, and go away to newspapers, mag- 
azines, agencies, studios, to make pictures 
and write novels and profitable cam- 
paigns, where they are taught, developed, 
almost groomed for the open market of 
competition, to bring out their best. Or 
they become great industrial] designers. 

I think it may be a good thing, at least 
an honest thing if I were to advise every- 
one at this conference who proposes to go 
into or stay in retailing, to enter upon re- 
tailing with complete open-mindedness, 
complete awareness, complete indifference 
to the traditional cliches of the trade (to 
which I have now made a lavish contri- 
bution) and with dedicated enmity to the 
fake and the phony. 

Or else, and this I can counsel with the 
utmost battle-scarred sincerity, to avoid 
retail advertising like the plague, unless 
you are prepared to fight its iniquities like 
the abominable plague they are, and re- 
store the printed and spoken word to the 
point of honorable use for which they 
were presumably invented. That goes, of 
course, for the picture, too, in all its 
forms. I hope, for your own sakes only, 
that I never see you in retail merchandis- 
ing, but if our paths do cross, just know 
that forever and a day, you can count on 
my loyal respect, maybe even affection, 
and certainly gratitude for having been 
so patient. And my help wherever you go. 
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On the Merchandising Front... 


What Happened When GE Cut Trade Margins? 


By E. B. Weiss 

It is something in the neighborhood of 
a year ago that General Electric’s electric 
housewares announced a cut in the mar- 
gins of its distributors and of its retailers. 
Simultaneously, it cut the fair trade list 
prices of these items. 

What happened? 

If one were to judge 
by the wails, the 
threats, the impreca- 
tions and the challeng- 
es of distributors and 
retailers (the latter in- 
cluding the highly vo- 
cal National Retail Dry 
Goods Assn., whose 
policies tend to be as 
archaic as its name!) why General Elec- 
tric electric housewares business must 
surely have ground to a standstill. And 
bear in mind that these trade attitudes 
were very carefully nurtured by GE’s 
competitors, some of whom actually in- 
creased their trade margins and others 
of whom instructed their salesmen to 
“talk up” their maintained margins. The 
trade paper advertising sections became 
battlegrounds for the competitive claims 
of rivals. 


E. B. Weiss 


Here was indeed a fascinating showcase 
from which to view a classic battle that 
—really once and for all—would decide 
whether the wholesale and retail trade 
could do to death, or even seriously maul 
a strong manufacturer who dared to cut 
historic trade margins. (Bear in mind 
that this slice in the trade’s margin came 
about precisely at a moment when the 
trade was “talking up” its need for still 
higher margins!) 


# I watched this fight with the deepest 
interest because, in the months prior to 
General Electric’s action, I had insisted, 
in this column and in several speeches, 
that the historic trade margins for small 
electrics had been outmoded by the march 
of marketing events. I had pointed out 
that these margins had been established 
when these items needed—and got—spe- 
cialty selling and fine service and were 
sold largely by specialty stores. It was 
obvious that in the newer outlets these 
household electrics were receiving—and 
needed—a minimum of floor selling; that 
it was the pre-selling plus effective floor 
display that did the selling. Moreover, I 
had pointed out that these small electrics 
—these very properly called “traffic” 
appliances—not only sold basically be- 
cause of simple exposure to traffic in 
thousands upon thousands of retail stores, 
but that the servicing requirements for 
these items and the servicing facilities of 
the retailers were both of an extremely 
low order. Finally, I had been pointing 
out that the high margins held out an 
open umbrella for the discount operator, 
and that he felt mighty cozy under that 
umbrella. 

Well, what did happen? 

From everything I have been able to 
find out, GE small appliances have had 
a simply remarkable year. Indeed, GE is 
now looked upon by all manufacturers of 
small electrics as their No. 1 competitor. 
GE has snared the highest percentage of 
total small electric volume it has ever 
enjoyed—and on some items, such as the 
steam iron, its volume gains have been 
quite fabulous to the point where GE may 
right now be doing just a shade under 
70% of the total steam iron volume! 


e What is more, GE traffic appliance 
volume has become such a major slice 
of the total volume of some distributors 
that they are quite concerned; they don’t 
like the thought of being so dependent on 
a single supplier! And it is quite evident 
that at least some of the competing pro- 
ducers of small electrics are deeply wor- 
ried; that the industry looks upon GE as 


the undisputed leader; and that several 
manufacturers of other lines who had 
been eyeing this classification have de- 
cided it would be wiser to stay out of 
electric housewares. Indeed, GE has been 
complimented by having several of its 
competitors take steps—somewhat minc- 
ing—in the same direction; for example, 
Toastmaster and Presto have done just 
a bit of slicing of trade margins. 

What happened to the threats of the 
trade? 

Those threats weren’t idly made. But 
competition is competition is competition. 
And while a few hardy and independent 
distributors and retailers did throw out 
GE electric housewares, or throttled sell- 
ing activity on the GE line, the vast ma- 
jority decided that they were in business 
to do business and that maybe they 
wouldn’t exactly starve if they did busi- 
ness on General Electric’s terms. 

As a matter of fact, I think it is plainly 
evident—although the NRDGA will not 
admit it to its dying day—that both the 
distributing trade and the retail trade 
earned a larger net profit in total on GE 
traffic appliances under the new setup 
than they ever did before! 


a Why did this come about? 

I think GE was able to show the trade 
the proper road to more volume and 
more profit. .. : 

1. Because the lower retail prices were 
attractive to millions of shoppers. 

2. Because its heavy consumer adver- 
tising pre-sold these traffic items so that 
they really moved in gigantic volume un- 
der self-service and self-selective sys- 
tems. 

3. Because GE spent huge sums to try 
to keep its line out of discount houses— 
and while its efforts along this line were 
the least successful of its total policy (in 
my opinion), it nonetheless did a job 
of fair trade policing superior to that of 
over 95% of the fair traders. 

4. Because it was able to stage strong 
promotions through its distributors, and 
these promotions were smartly thought 
out, smartly executed. 

5. Because its electric housewares were 
well designed, well styled, well made— 
and, at the lower prices, represented ex- 
cellent values. 

6. Because it developed excellent retail 
promotions, including brilliant display 
fixtures—and bear in mind that traffic 
appliances sell best when best exposed to 
traffic. 

7. Because it maintained a broad dis- 
tribution for its small appliances, again 
bearing in mind that exposure to traffic 
is the best salesman for small appliances. 


s There is one more point I would like 
to mention: Unlike so many other man- 
ufacturers, GE uses that one name on just 
about everything it makes for the great 
consumer market. The consequence is that 
the millions spent in advertising and pro- 
moting its major appliances, for example, 
help the sale of its small appliances and 
vice versa. I am totally mystified by the 
almost general rush of so many manu- 
facturers in so many fields away from the 
“family” concept that was so popular 
some years back. There is, I think, a 
commonly entertained notion that people 
do not buy lines; they buy items. I be- 
lieve that GE is one of the great examples 
proving the falsity of this contention. 
In any event, getting back to our start- 
ing point, I relate the accomplishments 
of the GE small appliance line with un- 
disguised glee, since it presumably in- 
curred the implacable hatred of dis- 
tributors and retailers and, therefore, 
automatically committed hari kari. I 
have been contending for months that 
the retail trade does less and less actually 
to move merchandise—and is demanding 
more and more for its shrinking con- 


Advertising Age, April 8, 1957 


The Creative Man’‘s Corner... 


even show the product! 


ity, without drama. 


patches. Without straining. 


importantly. It says it concisely. 


It would have been so easy—and so dull—to show some of Woman’s Day’s 
new features and newly designed pages. But this ad says so startlingly that 
Woman’s Day has undergone complete revision that we must applaud it. We 
must applaud particularly the advertiser for approving an ad that doesn’t 


Someone once likened advertising to poetry. He wasn’t, of course, an ad- 
vertising man. (Advertising man say something like that and he'd be looking 
for a job.) But advertising is like poetry. It’s like good art. It transmits a mes- 
sage, but transmits it with a great deal of power. Ordinary prose, ordinary 
illustration may get across the point—but without wallop, without memorabil- 


It’s so good, so reassuring, to see genuine communication in advertising— 
forthright, direct, but imaginative. Without using tattoo marks, beards or eye- 


Layout-wise we’ve admired the Woman’s Day campaign for a long while. 
But this ad, really no great shakes as a layout, says something. It says it 


J 
some 
operation 
we 
just 
did! 


Woman's Day 


7 mae 


tribution. The total impotency of the 
trade to put anything remotely resem- 
bling a road block in the path of a manu- 
facturer of a quality line that is honestly 
priced, strongly advertised, smartly mer- 
chandised and promoted has been fully 
documented in this GE case history. 

I hope other manufacturers in other 
merchandise categories take the tip— 
and when they do, the wholesale and re- 
tail trade will ultimately profit because 
their insistence, and the insistence of 
their associations, on historic margins 


and a constantly-mounting list of allow- 
ances is the basic reason for their poor 
net profit showing. They must learn that 
it is total dollar return, not margin, that 
determines net profit—and that total 
return on total investment is also more 
important than margin. (Discount houses 
tend to get a return on investment that 
exceeds that of department stores, for 
example, by from 300 to 500% and more.) 

A salute to GE—and a suggestion to 
the NRDGA that it read the handwriting 
on the wall. ° 


Looking at Radio and Television ... 


There Go the Clowns 


By The Eye and Ear Man 

The merciless march of television pro- 
grams is about to wipe out almost all 
comedians. The temper of the Romans 
who watch these unfortunates being 
thrown to the relief rolls (generally, 
skimpy $100,000-a-year deferred pay- 
ments by grateful networks) is one of 
glee. The favorite sport of some segments 
of the television industry is to wait 
eagerly for the rating leaders to fall on 
their kissers. 

The fatalities bear watching, simply 
because the hazards of buying an estab- 
lished comic or trying a new one are 
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Where in the world is your wife this morning? 


You probably think you are “getting out into 
the world” this morning. Your wife, on the other 
hand, is home in a walled-in world completely 
bounded by the kitchen range and sink... but is she? 


If she is like the millions of women who will buy 
and read the April Ladies’ Home Journal, you 
might be surprised to find her with Dorothy 
Thompson in Iran...in Long Beach, California 
with a “How America Lives” family...trying on 
a flowered hat with fashion editor, Wilhela Cush- 
man...in Fort Worth, Texas with a gaggle of 
multi-multi-millionaires...mentally sampling 
some exotic recipes from China...or in Samoa, 
reminiscing with Margaret Mead. 


*Pub. Est. 


Maybe your own world seems a little cloistered 
by comparison. 

The Journal knows that women have a world 
of their own—a wide, wonderful world. Because 
Journal editors conscientiously bring the whole 
world to the front porches of women’s minds, more 
women buy and read the Journal than any other 
magazine on earth. In March, for instance, circu- 
lation reached an all-time high — over 5,600,000.* 


And because advertisers recognize that you need 
the Journal to sell a woman’s world, they invest 
more money in the Journal than in any other 
women’s magazine. In March—and also in April 
— Journal advertising revenue topped $3,000,000. 


Women have a world of their own... 


and a magazine of their own... 


“JOURNAL 


A CURTIS PUBLICATION 


...the world’s largest women’s magazine 
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great for any advertiser. Several out- 
standing cases supply the naive adver- 
tiser with a road map with a minimum 
number of detours. 

Take the late-great Milton Berle, king 
of the borscht circuit and once claimant 
to the throne of King of Television. Too 
much of the same kind of coarse clown- 
ing and too much being on-stage and in 
everybody’s act wiped him out, despite 
desperate attempts to change his pace. 
This year he is about to try a situation 
comedy a la Phil Silvers. Will he make 
it? Will anyone sponsor him? Or should 
he make only occasional important ap- 
pearances? 


® The real leaders of the funnybone 
side of television are about to abdicate the 
old weekly Punch and Judy stand; Desi 
and Lucy take a powder this year from 
the back-breaking task of weekly comedy. 
They will come back, in the 1957-58 
season, with an hour version of “I Love 
Lucy” once a month or less during the 
winter season. The humility of being 
beaten by a $4,400-a-year schoo] teacher 
was too much for their pride; besides, 
who wants to work when he can get de- 
ferred payments from the benevolent 
network? Who likes that much hard 
work when they own a successful studio? 

Another durable talent that may go 
down th drain is Jackie Gleason. A hot 
comic fiom the earliest days, he first was 
hoisted on the petard of the unpleasant 
“Honeymooners” on his ill-fated film se- 
ries and never quite recovered. ‘The pain 
of being bested by an inanimate object 
called Como has caused the top banana 
to peel himself up for the coming season 
with perhaps occasional appearances. 

Even the perennial sophomore Sid 
Caesar may be wiped out this year by 
the television monster that devours tal- 
ent and material like nothing in show 
business before. Caesar has been having 
his rating troubles for some time, but he 
has had flashes of originality and cer- 
tainly has had stamina and durability. 
This year, running behind Lawrence 
Welk and two mediocre situation-comedy 
shows, Caesar has written his death war- 
rant on the Monday night time. 


® Luckier than most of the above is an- 
other fatality, George Gobel. Locked in a 
format that just didn’t make the grade 
after the novelty wore off, Gobel kind of 
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shuffled off the big time a bad second to 
the “Gunsmoke” cowboys. Next year he 
tries to change his luck by teaming up 
with Eddie Fisher. 

Hardly worth mentioning were the ab- 
solute debacles of Wally Cox and Buddy 
Hackett. No tears, either, for the long 
list of “almost-made-its” like Joan Davis, 
Eve Arden, Bob Sweeney, Joan Caul- 
field, Jimmy Durante, Gale Gordon, Janis 
Paige, Donald O’Connor, and many others 
who defy recollection. All of these find 
solace in occasional guest shots plus the 
meccas of comics, Miami, Miami Beach 
and Las Vegas, where a good manager 
can pick up a year’s salary in two weeks. 

A “good show” accolade is in order for 
the survivors. Bully for Jack Benny, 
whose alternate week shows have a low 
pressure to them that keeps boredom 
away. Hoorah for Burns and Allen, who 
have eased a variety act into a situation 
comedy that seems to hold on. Cheers for 
Red Skelton, who skyrocketed to the top 
and swooped to the bottom only to come 
back with a slight assist from a hot time 
period. Yippee, for Groucho Marx, who 
bounces one thousand and one tried and 
true jokes off amateurs. 


# The smartest of the lot are Hope and 
Jerry Lewis and Dean Martin, who have 
never strained their welcome by too- 
frequent appearances. There is no doubt 
that when these irregulars appear they 
are warmly received—-even if the show 
stinks. It’s the everyday strain that does 
comics in, not the quality of the indi- 
vidual shows. 

The saddest part of this story is that 
there are no training grounds left for 
young comics. Gone is the classic bur- 
lesque, the Chautauqua circuit, vaude- 
ville, radio, movies, review in the legiti- 
mate theater, or any of the local try-out 
places. Television has, ironically enough, 
wiped out these old starting gates. 

Above all, America wants to laugh. 
After a day of competing, the old man 
wants to come home to a good laugh. 
The world needs funny men. The adver- 
tisers need funny men. They are the great 
rating-getters who, when they pay off, 
really pay off. Somebody has to take a 
chance on the new comics or on the old 
ones who are coming back. Reorganize the 
risk, friends—but take the plunge. Adver- 
tisers of the World Arise—and bring back 
the laughter. » 


Good Advertising Ideas Are Easier 
to Produce Than Bad Ones 


By James D. Woolf 

“The art of advertising—or, if you pre- 
fer—the science of advertising—is actual- 
ly a pretty simple thing,” said a topflight 
agency man to me the other day. “It is not 
nearly so complicated and _ terrifyingly 
difficult as some peo- 
ple in the business 
seem to believe.” 

I am in agreement. 
A great deal of bad 
advertising is the re- 
sult of doing it the hard 


way. And oceans of 
blood and sweat and 
tears are needlessly 
shed. 


James D. Woolf 


When is the admaker 
doing it the hard way? He is doing it the 
hard way when he eschews consumer- 
benefit ideas in favor of “clever” (and 
usually irrelevant) off-beat devices. 

His product, let’s say, is a hand saw. 
The blade is heat-treated and tempered 
in a new way that holds a keen cutting 
edge for an extraordinarily long time; 
this is his by product fact. 

The easy way—and, in my opinion, the 
right way—is to portray, with relevant 


¥ 


pictures and words, a simple exposition 
of this fact. The hard way is to decide 
that this fact is so dull and unexciting 
that nobody will read the ad and couldn’t 
care less. Obviously, then, what’s needed 
is a “clever” device to catch the eye and 
tickle the fancy of the reader: a car- 
penter astride a billy goat, maybe, or a 
carpenter in a suit of armor, or an Eski- 
mo sawing a snow block as he builds his 
igloo 

But, alas, devices that are both cute 
and original are increasingly hard to 
come by. All of the obvious ones, in- 
cluding about every known member of 
the animal kingdom, are already being 
used with copycat regularity. What fol- 
lows now for the admaker is a dreadful 
period of creative agony in search of a 
novel way to be “clever.” If the going is 
too tough, as it so often is, the technique 
of “brainstorming,” now so much in 
vogue, is sometimes resorted to. 

The Dove advertisement, shown here, 
is surely not a brain child of a brain- 
storming seance. It is a very competent 
ad, in my judgment, but I do not believe 


its conception and execution involved 


any terrifyingly difficult demand on the 
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admaker’s imaginative powers. The pro- 
ducer of this advertisement found his 
task comparatively simple, I’m sure, be- 
cause he did the obviously sound and 
sensible thing; namely, he wrote a domi- 
nant headline that promised the reader 
a desirable benefit: “Dove creams your 
skin while you bathe.” In the text he 
defines the reader’s problem: “Soap dries 
your skin.” Then he offers a_ solution: 
“One-quarter of every bar of Dove is 
rich cleansing cream. That’s why Dove 
makes your skin feel so soft and smooth 
—with none of the dry, tight feeling you 
get from using soap.” That’s the easy 
way and the right way to write adver- 
tising for Dove soap. No getting into a 
terrible tizzy for this writer, trying to 
dream up off-beat devices; that’s the 
hard way and the wrong way. 


® Another right-way ad, in my opinion, 
is the Fab color page, herewith. The ad- 
maker lost no blood and shed no tears in 
a frustrating search for left-field ideas. 
He put the product benefit smack-dab 
into his headline in simple words even a 
child can understand. It is evident that 
this copywriter believes a straight line 
represents the shortest distance between 
two points. 

Simple and direct and relevant is the 
approach in the splendid Kraft color 
page, shown here. No way-out-in-left- 
field devices for this admaker! His sub- 
ject is Swiss cheese with the fresh-cut 
taste, and he makes no bones about it. 
Thus he did it the easy way—and no 
brainstorming needed, thank you. 

The approach in the Postum ad, as I 
see it, is ludicrously off-beat in its ap- 
proach to the reader. The picture repre- 
sents a desperate attempt to be different, 
and it’s my guess that it is the end result 
of a brainstorming free-for-all. Ditto for 
the darling dachshunds, a pictorial device 
that has absolutely nothing to do with 
the camouflaged subject of the text mat- 
ter—‘“quality insurance service.” 


= I have referred here to “brainstorm- 
ing.”’ I am not convinced, as a matter of 
personal opinion, that brainstorming by 
a roomful of people is the most intelligent 
way to produce advertising ideas that 
make solid salesense. Such ideas take 
shape oftenest when the admaker is sat- 
urated with a very thorough knowledge 
of the product and of the kind of people 
most likely to be benefited by it. In a 
group of, say, ten or 12 brainstormers 
how many are likely to have mastered 
this vital knowledge? And how many can 
be thoroughly indoctrinated in a two- or 
three-hour jam session? 

I have, over the years, sat in on a 
great many brainstorming huddles. I 
have noted that, oftener than not, it is 
most difficult to keep ten or 12 thinker- 
uppers thinking up along the right lines. 
The problem of finding the all-important 
motivating idea (benefit) seems to pre- 
sent no exciting challenge to the creative 
genius of the brainstormers, hence is no 
proper subject for brainstorming. It 
would appear that only in the area of 
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Kraft gives vou sliced Swiss cheese 
, with the fresh-cut taste! 


The cheese that belongs with beverages 
Keaft Natural Swiss Cheese sliced 


DOVE creams your skin 
while you bathe 


and Deodorized Too! 


NADOR A BOARD or Pine 


devices does there exist a man-size chal- 
lenge to one’s imagination. 

Actually, as my agency friend ob- 
served, the art and science of advertising 
is a pretty simple thing. It becomes com- 
plex and perplexing and frustrating 
when we forget the true nature of a valid 


advertising idea. ° 
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One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Oakland.xt< Tribune 


Yes, 
It is important 

to recognize Metropolitan Oakland’s 
commanding size as a market, 

It is equally important 

to remember this fact: 

ONLY THE OAKLAND TRIBUNE 
COVERS METROPOLITAN OAKLAND* 


Daily 201,308 

Sunday 225,010 

ABC Publisher’s Statement 
September 30, 1956 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


Oakland judged an All-American City, December 1956. 


Those of us who are active in the marketing of automobiles have a continually 
growing respect for Metropolitan Oakland. It’s Northern California’s biggest 
market now, with Alameda County holding a population margin of more than 
82,000 over any other in the area. But that’s only part of the story. It’s the 
quality of the market that really impresses the professional marketing man or 
woman. A look at auto registration figures tells you why. Alameda County is 
first in Northern California, with more than 332,000. That’s nearly 79,000 
more cars than the next biggest market. 


T. MILBURN JOHNSTON 
Vice President and Branch Manager 
CAMPBELL-EWALD COMPANY 


San Francisco 
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Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


Here is a clearance ad that doesn’t use 
the “clearance” idea as an excuse to be 
completely dull, ugly, and mechanical. 

The ad has interest impact not only 
because of the clearance heading, but 
also because of the large figure and the 
layout. 

It doesn’t leave all the selling to the 
prices. It shows sufficient respect for the 
public to enlighten the reader to some 
extent with copy. Hence, despite the big 
sell through low price, there is some per- 
suasion in the ad. 

And the communication qualities are 
excellent. 

Ads like this can be expected to sell 
more than barren listings or availabilities 
f the same merchandise. . 


Tips for the Production Man... 


Shap Worne’s Wednesday 10 to 9 


LLEARAMILE 


Men's Clothing 


sur 33.30. 100 
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Imagination in Paper Selection 


By Kenneth B. Butler 

From time to time in this column we 
have dealt with some of the interesting 
things that have been done by advertisers 
using novel paper stock selections—choices 
whereby paper became part of the tone 
and graphic design of the promotion. 

To prove that there is no stopping place 
in this quest, we wish to call your atten- 
tion to a lively little folder which just 
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came to our attention. Of all things, it 
employs light brown kraft paper to con- 
vey the message! Quite appropriately, too, 
for the message has to do with the diver- 
sity of shipping methods open to indus- 
tries locating in western Pennsylvania. 
The piece was put out by West Penn 
Power Co. It is an accordion fold, printed 
in dark blue and red. All printing is on 
one side of the sheet only. Art technique 
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THEY SENT KRAFT PAPER—To do a kraft paper’s job! West Penn Power’s area development 


department, Greensburg, Pa., 


figured they could dramatize versatility in shipping fa- 


cilities by using that good old standby of shipping: kraft wrapping paper. Note how 
neatly they utilized a stencil style of display type for all main headings, another 
touch that symbolized the subject of their promotion piece. 


is simple, adapted to the coarse finish of 
kraft: crayon line work done in silhouette 
style. Type faces are also adaptable to 
rough printing surface, sans serif type 
being used so that there are no thin serifs 
to become lost through lack of even 
impression which might accompany 
rough-textured stock. 


® The tough, rough-and-ready character- 
istics of kraft have made this paper syn- 
onymous with wrapping for shipment, 
containers and cartons, and other heavy- 
duty requirements. 

The choice of kraft definitely estab- 
lishes the mood for this promotion piece. 
The somber, muddy surface is, under 
the circumstances, no drawback, but an 
asset. The shade of red chosen is a live, 
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orange red, which serves to brighten the 
piece. 

Some of the other novel treatments 
seen in recent months come to mind, such 
as printing on aluminum foil; pen-ruled 
accountant’s pads; pen-ruled memo pads; 
wallpaper; simulated materials such as 
marble, brick, wood, stucco; parchment; 
fabrics, etc. 

It is a good idea, every few months, to 
browse through the folders and swatches 
in a paper jobber’s sample cabinet. There 
the inspiration may be found for just the 
fresh, new approach you are looking for. 

And, as in the case of the kraft paper 
folder we're discussing here, you may 
find that the idea itself may make up for 
a lot of engraving and printing costs you 
wish you could afford but can’t. 


opyrieht 1957 by Paul Pinson 


A top flight editorial art director, 
speaking to a group of artists and art 
directors, suggested the use of scis- 
sors and paste pot instead of a pencil 
for starting a layout. 

You, too, may find this a good method 
for getting over the helpless feeling 
of staring at a blank sheet of paper. 


Cut out some appropriate pictures of 
even abstract shapes and type blocks. 
Move them around within your 
working area to get the “feel” of a 
complete message. 


[ltong. 


sad FIGURES TOGETHER 


DRAWTHINKS | by 


The COPYWRITER'S Art Course 


How to experiment for visual effects 


Non-artists can benefit by using professional methods to develop ideas for 
visual approach 


Your idea to 
the art director 
bet let hum +akeit 
from tere 


are 
Jooking 
for a visual 
idea.. 
whg not 
Work 
With 
visual 
(tems? 


Next Lesson: ‘ 


BVEN. a sguanes 

photo of most andihing mey help 

you get your visual Pear 4 
for a rough 


‘Pinning down the idea” 
(Product drawing will be continued at a later date.) 
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Meet our Food Editor 


—4 True Confessions wife 
| who knows the 


TRUE CONFESSIONS market! 


(1,507,310 ACTIVE YOUNG ADULT READERS—83.8% OF THEM MARRIED) 


= 


She's young...she’s married ...she knows her romance 
market for food probably better than any other food editor 
because she’s in it...and of it! 

A home economics graduate of Cornell University, Erva Jean Vosburgh 


has an unusual background—with large national magazines and one of 
the nation’s greatest supermarket chains. 


SHE SHOPS, and in food markets the country over a mil- SHE COOKS, and orders come to food producers. Her in- 
lion young homemakers are “looking over her shoulder.” They gredients are the kind young mothers need—such as time- and 
buy what she suggests, so package goods move from shelves. trouble-saving frozen and canned foods, and mixes. The way 
She's in there selling your food products. she puts them together makes readers look for her suggestions. 


SHE WRITES, and there's no waste circulation. Her readers sense that 
she’s been shopping, and cooking, and in touch with manufacturers to see 
what they have to offer. (SHE'D LIKE TO HAVE YOUR STORY, TOO!) 
It pays to reach this active audience, and here’s another way you gain: 


TRUE CONFESSIONS CONTINUES TO DELIVER A BONUS 


The CGaltuij to \ 
Aleve, Young Women J 


onfessions 


TRUE CONFESSIONS on the air... ; A FAWCETT PUBLICATION 
5 days a week, 25 minutes NEW YORK * CHICAGO « DETROIT * SAN FRANCISCO *« LOS ANGELES « MIAMI 


NBC Radio Network 1 
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‘Top spot for promotion _ 
of advertising media - 


|Skiatron Sees 
Toll-TV Decision 
Near: Is ‘Ready’ 


New York, April 4—Skiatron 
Electronics & Television Corp., 
one of several companies which 
would like to go into the business 
of toll tv, is “ready to capitalize 
swiftly on a favorable decision by 
the FCC.” 

This statement is included in 
the company’s annual _ report 
which will be released to stock- 
holders in mid-April. The report 
summarizes recent developments 
in Washington that have con- 
vinced Skiatron officials that a 
decision is near on pay-as-you- 
see tv. 

Skiatron notes that it has been 
demonstrating its proposed Sub- 
scriber-Vision service experimen- 
tally on WOR-TV, New York, for 
|seven years and gives some indi- 
cation of future plans. 
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|# “Our agreements are in force 


Now! Boost your highway 
advertising audience by 50% 


[ae 


oe, 
WA cn a 


wet 


Over 1 billion miles are rolled-up on U.S. roads every 
24 hours by more than 60 million vehicles. And one 
third of that traffic volume travels after dark. 

By delivering your sales message to those nighttime 
motorists you increase your audience by 50%! You 


highway advertising still more. How do you do it? 
With signs of durable, economical SCoOTCHLITE Re- 
flective Sheeting 

SCOTCHLITE Sheeting reflects your message in the 


SCOTCHLITE 


REFLECTIVE SHEETING 


The term “Scotchlite” is a registered trademark of 
Minnesota Mining and Manufacturing Co., St. Paul 6, 
Minnesota. General Export: 99 Park Avenue, New York 
16, N.Y. In Canada: P.O. Box 757, London, Ontario 


—— ae ee ES eS 


lower the already lowest cost per thousand figure of 


1/3 of U.S. traffic moves after dark ... you sell this big 
part of your highway audience with SCOTCHLITE Sheeting 


beam of every passing headlight. Your signs appear 
exactly the same by night as by day with even 
greater impact. In blazing color, you deliver the spec: 
tacular effect of a lighted sign. . 


of lights. 


. without the cost 


If you are now missing this 50% of your audience, 
why not get the facts on modern highway advertising 
with vivid signs of SCOTCHLITE Sheeting? For details 
on these new signs that work for you 24 hours a day, 
send the coupon below. 


4 
; on | 
Minnesota Mining and Manufacturing Company l 
Dept. AA-487, St. Paul 6, Minnesota | 
Send me a copy of the full-color booklet “America's Best | 
Highway Displays” | 
| 

PRR acer -_ —— — 
Company— outa | 
! 

ee - | 
I eernccistenmemtannnpettincnnn: Zone State . 


Advertising Age, April 8, 1957 
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PRACTICAL—This ad, scheduled for 
the April American Journal of 
Nursing, serves also as an applica- 
tion blank and self-mailer. (When 
properly folded, the hospital’s ad- 
dress on the reverse is in position 
for mailing.) 


with Skiatron TV, the operations 
company, which will pay 5% of 
the gross income from Subscriber- 
Vision in the United States to 
Skiatron Electronics, owner of the 
system. Negotiations also are un- 
der way by the operations com- 
pany which may lead to Sub- 
scriber-Vision services in foreign 
countries. On such operations, 
Skiatron Electronics will receive 
50% of the profits,” the report 
notes. 

Skiatron TV, the operations 
company, is a separate company, 
but has some directors who are 
also directors of Skiatron Elec- 
tronics & Television Corp. 

It was revealed that the com- 
pany’s engineers have perfected 
a new and much smaller decoder 
that will greatiy reduce the cost 
of installing the Subscriber-Vision 
system in homes. « 


Empire Publishers Elect 

Dan Bowerman, genera] man- 
ager of the Press Democrat, Santa 
Rosa, Cal., has been elected presi- 
dent of the Redwood Empire Pub- 
lishers’ Unit, succeeding Ben A. 
Cober, publisher of the Ukiah Daily 
Journal. Mr. Cober has been elect- 
ed president of the Redwood Em- 
pire Assn., parent group of the 
publishers’ unit. 


Baltzer Named by Hendry 

Irvin H. Baltzer, who recently 
sold his interest in Conley, Baltzer 
& Steward, San Francisco, to his 
partners, Robert W. Conley and 
William A. Steward, has been re- 
tained by C. J. Hendry Co., San 
Francisco, as an advertising coun- 
sel. 


Since 1950 the Morning 
EAGLE has gained 


25,299 


in TOTAL NET-PAID 
CIRCULATION 


Beacon — 5,016 Loss 


Based on 9/30/56 ABC Publisher statements 


WICHITA 
EVENING - SUNDAY 


MORNING - 
A member of the Metro Sunday Comics Network 


WICHITA, KANSAS 


REPRESENTED BY O'MARA & ORMSBEE 
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91% COVERAGE 


That’s What 
THE HAVERHILL 


(MASS.) 


GAZETTE 
Gives you in The 
Haverhill ABC 
City Zone 


ROCKY MOUNT |" "et. Morker in Zs, 
Business Is Better Than Ever . . . in Outside of Chicago 


NORTH CAROLINA 


Per Famil 
Per Family ae Sales 


ofession, 
tatives. 


an 4 to 
Fimediate sct 


Per Family Drug 


One of th — 
te) e nine la 
ade Sell = this rie ¥ 
plete coverage. =~ 
FREE! New Grecery Route List 
available to Manufacturers and di 
Stributors 
THE TELEGRAM—Evening and Sunday 


Nationally Represented by 
WARD-GRIFFITH co. 
The trading zone p/ i= Word-Griffith Co. maintains offices 

110,488 is covere moll principal advertising centers 


HAVERHILL GAZETTE 


Nationally Represented by 


No combination of o 

will give adequate 
1. Retail Sales—$51,926, 
2. Food Sales—$17,885,0 
3. World Shoe making 
i 4. Western Electric Co 
Saat, te 

Lapitol 


NG. +: 8 
Russ ia Natione 
Phileas ional Bank B 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
in oll principe! advertising centers 


Americas ‘Most Introduced” 
Newspaper Representatives 


Month in and month out for seven years, the readers of Advertising Age have 
read about “Another Ward-Griffith Man.” 


Williem 6. Bryent 


Since the beginning of this series in February 1950, a number of newspapers 
have joined their representative, Ward-Griffith Co., in a coordinated small-space 
campaign designed to provide advertisers and agencies with summary-type infor- 
mation on the values of markets, and coverage of W-G served newspapers. 


Jomes C. Crawford 


Since the inception of this W-G idea for bringing into focus the importance of 
mutually represented W-G newspaper markets, this joint promotional effort has 
pyramided to amazing totals: 


® a total of 1,148 individual advertisements 


Rebert A. Fredrickson Herry C. Griffith 


® over 32,060,111 sales messages delivered 
® average cost of less than 1/10 cent per message delivered. 


Few readers of Advertising Age have failed to become aware of the Ward-Griffith 
organization—or “introduced” to their experienced personnel. 


Ward-Griffith men say, “These ads are like an advance letter of recommendation 
on calls being made the first time, and they constantly bring favorable comments 
from old agency and advertiser contacts. Advertising Age is indeed well read.” 


These Ward-Griffith Newspapers 
Participated in the Program: 


Charleston (W. Va.) Daily Mail Port Huron (Mich.) Times Herald 
Daytona Beach (Fla.) News & Journal Quincy (Mass.) Patriot-Ledger 


Robert L. Matthel 


Elizabeth (N.J.) Journal 
Fremont (Neb.) Tribune 
Haverhill (Mass.) Gazette 
Lynchburg (Va.) Advance News 
New Bern (N.C.) Sun-Journal 
Peoria (Ill.) Journal-Star 


ke OES ond Te. 
NORTH CAROLINA 
aven 
New Bern is the buying center of Cr 
nty’s— 
ae $65,747,000 


ing income. 

tive buying ‘ 
on ‘s only news 

ding sales for 


New Bern 


¥ -Journal, . 
The Sun-Jo ate in buil 


} paper will cooper 
you. 
3 TISE 
 FACTS—ADVER 
REQUEST MOR » Represented OF 


iw NEW BERN 
Nationall 
WARD-GR iF 


itfith Co. 
h Ward Griffit pie 
; all principol odvertisim 


FITH CO. 
“maintains offices 


q centers 


Williom 1. St. Sure William W. Severberg Edward L. Weltz “ 


New W-G salesmen yet to be “introduced” 4 
are Charles Lee and Reynaud Staring. 


Rocky Mount (N.C.) Telegram 
Salisbury (N.C.) Post 
Sheboygan (Wis.) Press 

Star Weekly of Canada 
Toronto (Canada) Daily Star 
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DAYTONA BEACH 


FLORIDA 
Population: Metropoli 
Plorida’s Year "Roe ae Sres..... 98,400 
DAYTONA oenent op Covered By 


TORONTO, CANADA 


Capital City of Ontario—Canada’s Rich 
Province—Having One-Thi iada's 
Total Population * vot Tete Bake 


and 42% 
a AK ha Zz Retail Sales 1, Daytona Ra: isan ot test 
ope ousands of visitors come 
Toneure BAILY sTan a ones the U.6., Canada Cuba 


America. Its Summer - 
slarity rival its Winters in tourist 
2. er 
; a $143,400,000 effective buying in- 
. il Sal 

Meas aes. 1956, Metropolitan area, 


4. A quality mark 
et index of 123 
§. 1086 total advertisin 18.221.098 lin 
epresentatives arcs “Lace Publishers: 
Nationally Represented ny? ot! 


WARD.-GRIFFI 
the Ward-Griffith Co. vee co. 


in all Principal adv 


400,000 circulation (largest in Canada) 

—80% coverage of Toronto 

—50% coverage of 45 ‘ 
pote Mn ge of 45 prosperous Ontario 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 


Nationally Represented by 


WARD-GRIFFITH co. 
the Word-Griffith Co. maintains offices 
in all principal advertising centers 
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Here's a Satisfied Customer 

To the Editor: Just a bit of de- 
fense for “the poor copywriter” of 
the Studebaker-Packard ad, sub- 
ject of Mr. Atkin’s letter published 
in your March 18 issue. 

I am not exactly amazed that 
only 5% of Mr. Atkin’s 200 col- 
lege students knew the source of 
the headline, “They toil not... 
neither do they spin.”” And what a 
pity it is that so few advertising 
students do not know or even rec- 
ognize The Sermon on the Mount, 
one of the most beautiful pieces of 
copy of all time. 

I saw the ad in Life on a Friday 
evening. It appealed to me, and 
that terrific headline _ rolled 
through my mind for several days. 
The following Friday, one week 
later, I was the owner of a new 
Golden Hawk, one of the two mod- 
els illustrated in the ad. 

Now, I can’t honestly say that 
the headline or even the ad alone 
did the trick, but it gave me an 
awfully strong urge, probably the 
last push. After all, the old car 
wasn’t bad and I could have waited 
another year to trade. 

In your same issue, Mr. Woolf's 
Salesense in Advertising was titled 
“Outstanding Advertising Need 


Not Stretch the Truth.” Consider- 
ing the source from which the ad’s 
headline was taken, Studebaker- 
Packard was under some unusual— 
unprecedented—compul- 


WSRS 


perhaps 


GREATER CLEVELAND'S 


‘NUMBER 1 STATION 
SRS “Redio-Active" MBS 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


|sion to deliver the goods. I feel | the average tourist does not see. 


| that I got what the ad promised. 

Can you ask more of any ad, 
copywriter or advertiser? And isn’t 
it what our toiling and spinning is 
| all about? 

George Sowash, 

Advertising Manager, Edwin 

L. Wiegand Co., Pittsburgh. 

. se. _ 
Left-Hander in Work: 
Rest Home in Offing 

To THE Epiror: Toucue. O’REIL- 
LY CONTACTING YOUR TYPE OF LEFT 
HANDER YOUR NEPHEW IS, SO WE CAN 
SEND PROPER PEN. IT’s A COMPLI- 
CATED SUBJECT. AFTER READING YOUR 
ARTICLE I THINK I’LL TAKE THAT JOB 
IN THE REST HOME. 

Greg Rouleau, 

W. A. Sheaffer Pen Co., Fort 

Madison, Ia. 

In the March 25 issue Fred Bor- 
den told of trying—unsuccessfully 
—to find an advertised Sheaffer 
left-handed pen. 

. e. = 
Problem: Guests’ Guests; 
Press Guests O.K. in Las Vegas 


To the Editor: You are to be 
commended for your astute atten- 
tion to a portion of a letter I re- 
cently sent to the press on behalf 
of the Hotel Fremont in downtown 
| Las Vegas, and condemned for fail- 
ing to grasp the intent of the entire 
missive (AA, Jan. 7). 


Starting at the top, our gesture 


has not “backfired.” On the con-/|and it was used as a basis for the | 
| trary, our relations with it has been mailing. All references in the let- 
most gratifying. Most of our press| ter were therefore intended to be 
general. That there were some in- | 
dividuals on that list who had not 
like any other major hotel, make it | received a gold card was a factor | 


visitors, in fact, have not even had 
to use their cards, inasmuch as we, 


The reference to our guests’ 
guests had to do with an individ- 
ual who had partaken copiously of 
a potent cordial and subsequently 
(a) decided to forsake the fourth 
estate to become a bartender in 
our Carnival Room and (b) want- 


jed to initiate a program whereby 


| 


all patrons of the Carnival Room 
should enjoy the privilege of com- 
plimentary tipple for the duration 


of his stay, chargeable to his gold | 


card. We did not deem either of 
these motions practical. Happily, 


although there have been varia- | 


tions on this theme, they have been 
few. 

Your blending of two separate 
portions of paragraphs would give 
the impression that the entire let- 
ter was devoted to our concern 
with avoiding “further abuse of 
these privileges.” Not so. We are 
concerned with giving to the press 
a clear and honest picture of Las 
Vegas and its operations, and to 
having them enjoy’ themselves 
here, regardless of which hotels, 
clubs and casinos they patronize. 

You are correct in saying that 
my letter was dispatched to all 
presumed cardholders. It was not 
my good fortune to be a part of the 
Fremont’s staff in its pre-con- 
struction period, nor during its first 
few weeks of operation. The files 
left to me by my predecessor con- 
tained a list of newspaper men un- 


|of giving gold cards to the press|der the heading “Gold Cards,” | 


a practice to welcome and enter-|unknown to me. 


tain the press, and to familiarize 


It will perhaps be of interest to 


them with aspects of our city that | note that I received eight letters 


,and notes in response to The Let- 
ter. Two of the writers returned 
their cards. The other six—and I 
|hope that they are more repre- 
sentative—accepted the letter in 
the spirit in which it was intended, 
jand took the trouble to express 
|their concurrence with the prin- 
ciples expressed therein in writ- 
ing. Some of them even asked for 
more information on the Fremont, 
jand others promised to visit us 
| when they had the opportunity. 

My faith in and respect for the 
men and women of the American 
press is unsullied, regardless of 
any mistaken interpretations of 
The Letter. Gold cards notwith- 
standing, the offer is still open to 
them—and to you—to accept our 
“hearty invitation to eat, drink and 
| be merry—on us.” 

L. Henry Kovell, 
Publicity Director, Hotel Fre- 
mont, Las Vegas, Nev. 

e e 

Like University of Indiana? 

They Like That, Too 
To the Editor:....We can get 

along without... 

In your letters to the editor 
column of March 18, there is a re- 
quest to reprint one of your ar- 
ticles. 


jroad a 
Michigan State University, when | 


| There’s just one wee thing we'd 
llike to point out: Michigan State 
| University is not, never has been, 
land never shall _ [will?] _ be, 
“UofM.” That appellation is re- 
served for an institution down the 
piece from East Lansing. 
abbreviated, is MSU. 

An error such as this makes one 
wonder about the accuracy of the 
facts in the editorial material of 
your magazine. 


| Raymond P. Clark, 


Michigan State University, 
55, 
Lawrence M. Rau, 
Michigan State University, 
56, Detroit. 
°. 


To the Editor: For your edifica- 


“The MARKET DATA BOOK tells us how the 


i/, 


we 


R. G. CHRISTOPHERSEN 


Mr. Christophersen started his business 
career as an underwriter with the 
Hartford Fire Insurance Company and 
later joined Quality Hardware and 
Machine Corporation as assistant pro- 


Works, 
Metallurgical Corporation. 


Inc. 


in addition to working on 


photography. 


duction controller and sales engineer. 
He was also advertising manager for 
two yeors of the Onsrud Machine 
before joining Fansteel 


September, 1955, Mr. Christophersen 
has been writer and editor on the 


company’s external technical journals 


shows, bulletins, advertisements and 


~wy industry buys...” 


soys R. G. CHRISTOPHERSEN 
Advertising Department 


Fansteel Metallurgical Corporation 


“The big advantage of the Market Data Book is the availability of data 
on publications in which we advertise or in which we are contemplating 
advertising. We sell and advertise to many markets, including the air- 
craft, automotive, glass, metalworking, railroads, electronic and chemical. 
When we enter a new market, the Market Data Book gets us off to a good 
start... it helps us pick publications in which to advertise, informs us of 
current trends, and very important, it tells us how the industry buys. It is 


Since 


trade 


Published annually by Industrial 
Marketing, the Market Data Book 
gets top usage wherever and when- 
ever decision-makers need facts on 
markets and media to help them 
plan, revise or extend industrial ad- 
vertising and marketing campaigns. 

Over 14,000 copies of this 600 page 
volume serve all year in the offices of 
key executives—advertising manage- 


the one book most helpful in my many industrial advertising functions.” 


ment, market research management, 
sales and top management. 

The forthcoming issue will be pub- 
lished June 25. Reserve space now 
for an ad or multiple page insert that 
will place your sales facts before the 
kingpins looking for opportunities, 
available media and services in 69 
major industrial markets and 87 sub- 
classifications. 


\of INDUSTRIAL MARKETING 


\ 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS | 
400 LEXINGTON AVENUE + NEW YORK 17, NEW YORK | 


|tion, I should like to point out a 
glaring error committed in the 
| headline of the enclosed clipping 
| gleaned from the letters column of 
| your March 18 issue. 

| To people hereabouts, the 
“UofM” of your headline refers 
| only to the University of Michigan, 
located in beautiful Ann Arbor. 
The name of that other university 
can be abbreviated in various 
ways, some of them unprintable, 


but, fortunately, none of them 
UofM. 
Of course, I understand how 


easy it is to confuse abbreviations, 
and I assure you that my affection 
| for your magazine has not been 
diminished in the least. I shall 
continue to read P.I. with unabated 
enthusiasm! 

Manuel Krashin, 


Publicity Department, Stand- 
ard Accident Insurance Co., 
Detroit. 


O.K. Hereafter, only MSU will 
be used in headlines referring to 
Michigan State University. 


. 
Shudders! 

To the Editor: Speaking of ad- 
vertisement juxtaposition: THIS 


fan Soho Sepervind) 


| 


} 


nen who know their bourbon 


‘BUY JAMES E.PEPPER = ( 


On) mies the fret two minutes of 


. ~ ~~ E » ky on a o@ - . 
meg — 
came" “meet impenette te wae Ov.” Tomptrs etary —.,, 
ee ee es eee One oe 
or at te mare om, TONIGHT 7.30 NEC oe Gane 


|one gave me somewhat of a chill. 

Jackson Cox, 
Fort Worth. 

| ° e. . 

Pays Tribute to Two 

| 75-Year Advertisers 

To the Editor: In the March— 
75th Anniversary Issue of Nation- 
al Bottlers’ Gazette, just off the 
press, we are paying tribute to 
|two companies whose advertise- 
;ments have appeared in every is- 
sue of our publication since its in- 
| ception in March, 1882! 

These firms are S. Twitchell 
Co., Camden, N. J., and DeLisser 
| Extract Co., New York City. 

To the best of our knowledge, 
j}and after having checked with 
|numerous other long-established 
trade publications, this establishes 
some kind of a record for consist- 
'ency in business paper advertis- 


ing. 


S. R. Kaplan, 
Manager, National 
New York. 

. * e 

100% with Weiss 
on Auto Proving Grounds 
| To the Editor: I agree with 
everything E. B. Weiss says in his 
jarticle, “What Do They Prove on 
| Those Auto Proving Grounds?” 
There’s a good deal more to say, 
) and I hope he will say it. 

Charles E. Maxwell, 
National Account Executive, 
Radio Advertising Bureau Inc., 
New York. 


Business 
| Bottlers’ Gazette, 
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Women Are Target 
of Cigar Institute’s 

’ .- a . 

57 Push in ‘Life’ 

New York, April 2—Cigar In- 
stitute of America will break its 
1957 advertising campaign in Life 
shortly before Father’s Day (June 
16). It will continue on a monthly 
basis until Christmas. 

Eugene L. Raymond, president of 
the institute, told the National 
Assn. of Cigar Distributors in Chi- 
cago last week that the institute’s 
pages in Life “will do the double 
job of giving the cigar smoker dig- 
nity and stature,” and at the same 
time “dramatically state the case 
for cigars to women.” 

The most important line in the 
advertising copy, Mr. Raymond 
said, will read, “A wise woman 
knows.” From there on, he said, the 
copy changes to fit the mood of 
the ad. 

“There are many forces at work 
today,” he said, “that are making 
no bones about the fact that irrita- 
tions and lack of relaxation are 
playing havoc with American men. 
All of this publicity is directed 
at women. 

“Thus,” he said, “the forthcom- 
ing campaign of the institute is 


EO Coffee-break’ 
S—_ Coffee-break 
% 
* 


TEMPTING—Pan-American Coffee Bureau, New York, breaks the larg- 

est iced coffee promotion in its history late this spring when it runs 

a color spread with Dutch doors for General Mills mixes, Carnation 

evaporated milk and Wilson bacon in the June 15 Saturday Evening 

Post. The bureau’s agency, Robert W. Orr & Associates, coordinated 
the plans for the ad. 


_S. F. Agencies Merge 

| Alan Cameron Co., San Francis- 
|co agency, has merged with Mer- 
|chandising Factors Inc., San Fran- 
cisco. All of the Cameron accounts 
will become part of the Merchan- 
dising Factors operation, and Alan 
Cameron will become an account 
| supervisor for that agency. 


_Ford Advances Chambers 
Robert W. Chambers has been 
named market representation and 
| planning analysis manager of Ford 
Motor Co. With Ford since 1950, 
Mr. Chambers was named manager 
of marketing analysis and planning 
\for the Mercury division in 1956. 


Resnick Agency Expands 
Resnick Advertising, New York, 
has opened a branch office at 221 
Hempstead Turnpike, West Hemp- 
stead, Long Island. The new office 
|will serve shopping centers and 
retail outlets on Long Island. 


Pittsburgh Outdoor Elects 

Henry Posner Sr., formerly pres- 
ident of Pittsburgh Outdoor Ad- 
vertising Co., has been elected 
chairman of the board. He is suc- 
ceeded as president by Henry Pos- 
ner Jr., his son, who formerly was 
exec vp. 


What's New 
In Type? 


In the big April issue of ADVERTIS- 
ING REQUIREMENTS, the editors 
bring you a complete round-up of 
the new type faces that are now 
available. 

Keep posted on type, direct mail, 
premiums & prizes, art & photography, 
audio & visual aids, packaging 
labeling, paper, photoengraving & 
platemaking, printing & binding, 
radio & TV production, shows & ex- 
hibits, signs & identification mate- 
rials, window & store displays—on 
everything an adman must do except 
buy time or space. 

How? Easy! Just clip this ad, at- 
tach $3 for a year’s (12 issues) trial 
of ADVERTISING REQUIRE- 
MENTS. Your money back if not 
delighted. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


timely, and we believe it will be 
effective.” 

Doherty, Clifford, Steers & 
Shenfield is the agency. 


GOLD LABEL CIGAR 
TRIES $3.50 PREMIUM 

New York, April 3—A _ pre- 
mium offer, reportedly the first 
ever made in the higher-priced 
cigar field, is being made here by 
Gradiaz, Annis & Co., Tampa, to 
introduce its Gold Label cigars to! 
additional smokers. 

The premium is a cigar holder 
with a claimed retail value of $3.50. 
It is being offered for 50¢ by means 
of bi-weekly insertions in five 
metropolitan New York newspa-| 
pers and the eastern and midwest- 
ern editions of The Wall Street 
Journal. The first ad broke last 
week. Papers being used are the 
New York Herald Tribune, New 
York Post, New York World-Tel- 
egram & Sun, Newark Evening 
News, and New York Times Sun- 
day sports section. 

The ads explain that the holders 
may be obtained for 50¢ by mailing | 
one Gold Label cigar band or, in 
the case of two Gold Label shapes, 
the imprinted cellophane wrapper. | 
A code number printed inside ev- | 
ery band indicates the cigar shape 
purchased. The campaign will ex- 
tend through June. 

Emil Mogul Co. is the agency. e 

| 
j 


Simpson-Reilly Names James, 
Margrave; Bauman to Watson 
Simpson-Reilly Ltd., publishers’ | 
representative, has added Roy | 
Margrave and Daryl James Jr., to 
its staff. Mr. Margrave, who has | 
been with Pacific Outdoor Adver- 
tising in Los Angeles and San | 
Francisco for the past 11 years, | 
replaces the late Loren Hayes in | 
the Los Angeles office. Mr. James, 
formerly with Ray C. Watson Co.,| 
Los Angeles, publishers’ represen- | 
tative, will become manager of the 
San Francisco office, effective | 
April 15, succeeding Richard E. | 
McCarty, who has resigned. 
Kenneth P. Bauman, formerly in 
sales capacities in the automotive | 
industry, has joined Watson Co., | 
succeeding Mr. James. | 


Edwards Heads Grant Office 
Jack W. Edwards has been ap- 
pointed vp and manager of the| 
Dallas office of Grant Advertising. | 
He formerly served in the same | 


| 


capacity in Grant’s San — 


office. 


Bureau Promotes Arnold 
Mark R. Arnold, with the Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., New 
York, for four years, has been 
named assistant retail manager. 


COMING SOON! 


ELECTROPLASTIC 


DUPLICATE LETTERPRESS PRINTING PLATE 


Another Product of 


Printing Plates 
Research, Inc. 


For Further Information Write 


P. O. Box 665 


PATENT PENDING 


MEMBER PLANTS 


ILLINOIS 

Century Electrotype Co., Chicago 
Partridge & Anderson Company, Chicago 
Pontiac Engraving & Electrotype Co., Chicago 


IOWA 
Capital City Printing Plate Co., Des Moines 


MASSACHUSETTS 
New England Electrotype Co., Inc., Boston 


NEW YORK 
The Cresset Company, New York City 
Rochester Electrotype & Engraving Co., Inc., Rochester 


OHIO 
The Ace Electrotype Co., Cleveland 

The American Electrotype Co., Cleveland 

The Art Electrotype Co., Cleveland 

The Central Electrotype Co., Cleveland 

Van Bolt-Kreber Electrotype Co., Inc., Columbus 


PENNSYLVANIA 
Westcott & Thomson, Inc., Philadelphia 


TEXAS 
Sam Ross McElreath Co., Inc., Dallas 


CANADA 
Bomac Electrotype Co., Ltd., Toronto 


Printing Plates Research, 


a. 6 Pe ge A ee 


inc. 


Columbus 15, Ohio 


Originators ofsthe Vinylite Molding Process 
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Two Join Kennedy, Walker 
Kennedy, 

Beverly Hills, Cal., 

Jay Richards, 


Morris 


ciated 
Times 


Walker & Wooten, 
has appointed 


formerly with) 


Advertising Age, April 8, 1957 


Latest Television Ratings 


. * 
Warner Bros. Studios and William Pulse Network TV Videodex Network TV 
Agency, an account exec- 
utive. The agency also has named} Feb. 1-7, 1957 March 1-7, 1957 
Peter Gilman to its staff. Mr. Gil-| TOP TWENTY SHOWS Copyright by Videodex Inc. 
man formerly was with the Asso- Rank Preaeis (%) 
Press, The Los Angeles! Rank Program Rating - 
and Carl] Byoir & Associates.| 1 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ............. : Fre ahen: gg Fonts, Frater & Gastte, pend a oe a 
| Love Lucy (Procter & Gamble, General Foods, CBS) . Ed Sullivan Show (Lincoln-Mercury Dealers, 172 Cities, CBS) .................. 33.2 
Playh. 90 (Se ' ces ’ 3 Jackie Gleason (Bulova, Old Gold, 167 Cities, CBS) ooo... 32.5 
Sen ther Gacy tie Shae, tae ~ & - 4 Dragnet (Chesterfield, Schick, 169 Cities, NBC) ....cccccssssososssessssemnneen 31.7 
2 ee Se ee vhongn iemmemne 5 $64,000 Question (Revion, 175 Cities, CBS) ccscccssccsescsssessnsseen 30.9 
Perry Come (Several sponsors, NBC) ............ 6 TV Playhouse (Alcoa, 120 Cities, NBC) cacccccsccsessssssvssssnsssssnsssnsseeneeenne 30.2 
$64,000 Question (Revion, CBS) .......... 7 Steve Allen (Participating, 144 Cities, NBC) .............ccccccccccccccsssscseesessennnnvne 30.0 
Clima (Chrysler, CBG) ennnneovncone 21 8 GE Theater (General Electric, 150 Cities, CBS) ccccsscccscccescssesseemnnnnnne 294 
Disneyland (American Dairy, American Motors, Derby Foods, ABC) ............ 29.1) 9 Perry Como (Several sponsors, 144 Cities, NBC) .........cc.-.essssssssseseesreene 28.9 
RE IE TS eT TE ER 10 Playhouse 90 (Participating, 128 Cities, CBS) ...ccccccccccscsscosssoee sssrsvsssssssoee 28.8 
December Bride (General Foods, CBS) ........ 
Alfred Hitchcock Presents (Bristol Myers, CBS) Rank Program (000) 
Jackie Gleason (Bulova, Old Gold, CBS) .......... 1 | Love Lucy (General Foods, Procter & Gamble, 158 Cities, CBS) ............ 11,167 
In 1956 13 Godfrey's Talent Scouts (Lipton, Toni, CBS) ......cececssccsssssssssssssssessesessseesseessesees 2 Ed Sullivan Show (Lincoln-Mercury Dealers, 172 Cities, CBS) .............. 10,958 
the EAGLE had 14 Phil Silvers (P&G, Camel, CBS) 3 Jackie Gleason (Bulova, Old Gold, 167 Cities, CBS) ........eeesceonem 10,670 
15 Producer’s Showcase (RCA-Whirlpool, John Hancock, NBC) 4 Dragnet (Chesterfield, 169 Cities, NBC) .............cceee 10,412 
73 9% 16 Burns and Allen (Carnation, Goodrich, CBS) .o.....ccccccccccccccccccscescesvesnvennernerves 5 $64,000 Question (Revlon, 175 Cities, CBS) ........... 10,383 
® 17 What's My Line (Helene Curtis, Remington Rand, CBS) ..... cesbuitaiisidsshiatiias . 268) 6 Steve Allen (Participating, 144 Cities, NBC) ........0...... a 9,500 
of all TOTAL DISPLAY 18 $64,000 Challenge (Revion, P. Lorillard, CBS) ..............c.06ccccccsssessseseeennnnee 26.2) 7 December Bride (General Foods, 182 Cities, CBS) ............ 9,332 
od rtisi li 19 Ue UI I Ny I cir scscencaseninscanssnesivascnsscbasos 26.0) g GE Theater (General Electric, 150 Cities, CBS) ................ aa 9,308 
ang Sage 20 Wyatt Earp (P&G, General Mills, ABC) ....ccccoessonnssnneennnnnnennnnenneenennn 25.3| 9 — TV Playhouse (Alcoa, 120 Cities, NBC) cccocccnonsonnen fs 9,192 
Source: Media Records MULTI-WEEKLY, TOP TEN 10 Gunsmoke (Liggett & Myers, 154 Cities, es 9,089 
* Homes viewing in cities where program is telecast. 
Based on 9/30/56 ABC Publisher statements 1 Mickey Mouse Club (Several sponsors, ABC) ......6.....ccccccescssssesessesnsennnnnnnnnnes 20.1 esa ye z 
2 Queen for a Day (Several sponsors, NBC) .............ccccccesseesessssesseseenenenneneeees 12.9 " 
WICHITA 3 NBC _ News (Several sponsors)... 10.7 Videodex 
4 Arthur Godfrey (Several sponsors, CBS) 10.2 . 
5 Art Linkletter’s House Party (Several sponsors, CBS) 9.5 Top 15 Spot TV Shows 
6 Captain Kangaroo (Participating sponsors, CBS) ..............ccccccceeees 9.4 
7 Garry Moore (Several sponsors, CBS) ......0-.ccccccsseseesessesereseesrsseneneenees 9.0 March 1-7, 1957 
MORNING - - EVENING +» SUNDAY 8 Love of Life (American Home Products, CBS) ...........cccccccccceeeneees 8.8 Copyright by Videodex Inc. 
A member of the Metro Sunday Comics Network 9 CBS News (Several sp OD. sineiienaiiiniiennaniiies 8.7 PAS ; ; 
WICHIT KANSAS sh 10 Modern Romances (Several sponsors, NBC) ....... 8.6 No. of cities in which program Homes % 0} 
A, 10 Matinee Theater (Several sponsors, NBC) ......... 8.6 “/. —o ae P pap ey — - 
REPRESENT Y 10 Search for T SE RR ne r. Hudson's Secret Journa itles, ‘ sessesrensanrersenecesse My . 
SPOESaTED OY O'1ashA 6 ORMSBEE : ee ee 8 © ee he 2 Men of Annapolis (78 Cities, Ziv TV) ......ccccccccsecccserrerreeereeeee 2,843 18.9 
: 3 Sheriff of Cochise (121 Cities, NTA-Desilu) .....ccecccosoooocsssssssssssssssee 4504 187 
RAB Adds 25 Stations s Science Fiction Theater (109 Cities, Ziv TV) ... 4,742 17.4 
Twenty-five stations have be-| 5 — pighway Patrol (160 Cities, Ziv TV) ccccccsvvovssuovsssmnnnnneenennnne 5365 17.2 
come pg ore ede eng ae 6 Rosemary Clooney (99 Cities, MCA-TV) ...ccscssccsses nies 4143 166 
vertising Bureau, New York, in the| 7 Celebrity Playh 41 Cities, Screen Gems) ......... 1668 16.5 
SELL YOUR PRODUCTS OR SERVICES past month. They are KMHT, 8 for a cage od oe i. : eA ol fe 927 16.0 
WITH Marshall, KNOK, Fort Worth, and! 9 state Trooper (97 Cities, MCA-TV) <.ccccccccssssvus sovssssssesesensnennnen 3339 (15.6 
WZYX, Cowan, Tex.; WCNC, Eliz~| 19 pr. Christian (105 Cities, Ziv TV) ccs ea A 
abeth City, and WSTP, Salisbury,|); | Led Three Lives (54 Cities, Ziv TV) oo... . 1613 15.4 
N.C.; WRAM, Monmouth, and} 2 Howkeye & Last of Mohicans (23 Cities, TPA) . , 754 15.3 
WTAY, : Robinson, IIl.; WAGS, 13 | Search for Adventure (41 Cities, George Bagnall & Associates) 1,482 15.1 
Bishopville, and WBCU, Union,| 4 — peath Valley Doys (41 Cities) ....cccccocosssssesseennn 2490 146 
S. C.; WDEH, Sweetwater, WLAF,| 15 — Golden Playhouse (43 Cities) ......cccsseseeeeeennn 1,220 144 
LaFollette, and WMTS, Murfrees- * Programs appearing in a minimum of 20 markets. 
boro, Tenn.; KCBC, Des Moines, | + Number of homes tuned to the program. 
KFNF, Shenandoah, and KWDM, t Average ratio of the number of homes viewing the program to the number of tv 
Des Moines, Ia.; KBON, Omaha; homes in area carrying the show, compositely weighted. 
KGB, San Diego; KUIK, Hillsboro, —— ——? 
Ore.; KUSH, Cushing, Okla.; ‘ Sy 
KVOA, Tucson, Ariz.; WJAR, Pro-| SAG Suit Asking Rerun {wre Guild collective a 
vidence, R.I.; WKLZ, Kalamazoo,! Payments Will Go to Trial | agre cree oe Lape Ing — ~ 
Mich.; WNAM, Neenah, Wis.;| | Judge Kenneth Chantry, Los|Pavments (0 ro sanstitute a 
WSKP, Miami, and WTBO, Cum-| Angeles superior court, has ruled Seinen Gk tin Sheen Aan és 
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From ball points to bulldozers. from 
cheese to chocolates ... your product, your 
service, your sales story belongs in this 
outstanding merchandising medium. Here 
at the biggest Exposition in the East, a 
“live” audience of half a million customers 
see, examine and buy. 

In this “Show Window of the East” 
you'll find unexcelled opportunities for 
PRODUCT PERSONAL APPEARANCE 
that pays off in more business for you. 


Write today for full details 
EASTERN STATES 


xposition . 


14-22, 1957 
MASSACHUSETTS y, 


WEST SPRINGFIELD, 


QO: / LS Se me ] 


berland, Md. 


|that provisions of the Screen Ac- 


meeting your creative printing requirements 
is our business 


Call on Magill-Weinsheimer for all 
Point-of-Purchase material. Our creative 
staff offers a complete service...from 


basic idea to finished art...Call on us 


.for broadsides 


for any challenging graphic requirement... 


labels 
displays 


New York, Philedelphia, Cleveland, = los Angeles 


Write for our handy Printing Process Comparison Chort 


{the California Cartright Act. The 
|decision was given in overruling a 
|demurrer by Telemount Pictures 
Inc., and other defendant com- 
panies in a lawsuit instituted by 
SAG to collect more than $20,000 
due actors in rerun payments on 32 
jepisodes of the “Cowboy G-Men” 
'tv film series. Other defendants 
are Mutual Television Productions 
Inc., Telemount-Mutual, two other 
companies unnamed, and two 
“John Does.” 

The case is regarded as a test of 
the validity of SAG’s tv film con- 
tracts covering payment for re- 
runs. Under the ruling by Judge 
Chantry, the defendants are now 
required to file an answer to the 
guild’s charges and the case will go 
to trial. 


Albert Frank, Wolcott Expand 
PR Service on West Coast 

Albert Frank-Guenther Law and 
Wolcott & Associates, Los Angeles 
public relations company, have es- 
tablished an expanded publicity 
and public relations service in the 
agency’s San Francisco office. Lu- 
crezia Kemper, vp and San Fran- 
|cisco manager of AF-GL, said the 
|new service represents an expan- 
sion of both companies’ West Coast 
public relations affiliation which 
began last year in Los Angeles. 
|Both will operate out of adjacent 
joffices at 425 Bush St. David 
Shawe will head Wolcott’s work in 
' San Francisco. 
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Raymond Stresses 
Importance of Ist | 
Paragraph in Letter 


New York, April 2—That 
opening paragraph in the direct 
mail letter still sets the pace as 
perhaps the most effective tool in 
the business. 

Leonard Raymond, president of 
Dickie-Raymond _Inc., Boston, 
listed ten tips for better reader- 
ship of letters, in connection with 
the observance of Direct Mail Day 
in New York last week—and four 
of them stressed the opening par- 
agraph: 


e Have an opening that promises 
the readers a benefit (free book- 
let, time saving or money saving). 


e Keep the opening paragraph 
short. 
e Come to the point quickly. 


Don’t start off with an irrelevant 
story or anecdote, no matter how 
good it may be. It’s a sure sign 
you don’t know how to get started. 


e After writing your first para- 
graph, ask yourself, “Is that what 
I'd say right after the handshake 
if I were calling in person?” 


Mr. Raymond also reported on 
studies of the effectiveness of di- 
rect mail as “a pure advertising 
medium,” made by Dr. Theodore 
H. Brown, professor of business 
statistics at the Harvard Univer- 
sity school of business adminis- 
tration. 

“We concentrate too much on 
replies as proof of readership, and 


we think 5% is pretty good,” Mr. 
Raymond said. “But what happens | 
to the other 95%?” 

He showed five of ten Brown | 
studies completed last year, on 
mailings for General Electric, Rail- 
way Express Agency’s air express, | 
Dickie-Raymond Mailing Service, | 
Pitney-Bowes and Gray Mfg. Co. 

Of those surveyed, 56% to 86% 


recalled the mailings. Of those 
who recalled, 53% to 87% read 
some or most of the mailings. This 
indicated that 32% to 62% of the 
total list read some or most of the 
mailings. 


= In the direct mail readership 
studies, Dr. Brown also asked 
about the acceptance of third class 
mail generally. Mr. Raymond gave 
some of his figures on air express, 
D-R Mailing Service, Pitney- 
Bowes and Gray mailings, and 
also on mailings for Air Transpor- 
tation Assn. 

Of those surveyed, 79% to 86% 
reported they see all third class 
mail. The Pitney-Bowes mailing 
survey produced another statistic: 
52% say they open mail when it 
is addressed to them. 


® Richard J. Brown, sales promo- 
tion manager of U. S. Plywood, 
defined direct mail in his company 
as part of the sales program— 
“not an end in itself, and not one 
little chunk set off from space ad- 
vertising.” 

Direct mail at U. S. Plywood is 
not a program but a weapon in 
the fight for sales, he explained. 
He said it is used in four ways by 
the salesmen: 


e To partially pre-sell customers. 
e To reach customers when the 
salesmen physically cannot. 

e To precede or follow up his 
calls. 


e To merchandise his company’s 
advertising, promotion and public 
relations efforts to customers. 


s Charles Sherman, vp and direc- 
tor of direct mail advertising at 
Doubleday & Co., said mail order 
at Doubleday this year is up to 23 
club operations. In 1939 Double- 
day had four book clubs. 
Doubleday spends $6,000,000 a 
year on advertising, equally di- 
vided between space and direct 


| manager 


SPRING CAMPAIGN—Eight consumer 
magazines are on the schedule for 
“Part 2” of Ecko Products Co.’s 
“largest” print campaign, This por- 
tion of the campaign runs until the 
end of June. Dancer-Fitzgerald- 
Sample, Chicago, is the agency. 


mail, he said. Direct mail consists 
of 65,000,000 pieces a year, he 
added. 

The annual MASA award for 
service to the association and the 
industry was given to Horace 
Nahm, president of Hooven Let- 
ters Inc. He also is president of 
the First Class Mail Users Assn. 

The Mail Advertising Service 
Assn. and 33 other organizations 
sponsor Direct Mail Day in New 
York. - 


Fuller Appoints Three 

W. P. Fuller & Co., San Francisco 
paint manufacturer, has named 
Paul Anderson, assistant depart- 
ment manager, to the new post of 
manager of public relations. Allen 
G. Race has been appointed adver- 
tising manager for the paint and al- 
lied products division, and Peter 


D. Kelly, formerly advertising 


of Fuller’s Trimview| 


103 


metal products division at Covina,, merly handled the account. Patten 
has been transferred to San Fran-| also has been named to handle ad- 
cisco as advertising manager of | vertising for Ironrite Sales & Ser- 
glass and building products. vice, Detroit. Television, radio and 


direct mail will be used for Iron- 

Patten Adds Dishmaster | rite. 
Patten Co., Birmingham, Mich.., |, * 

has been named to handle ad- ‘Home’ Promoted Gloisten 
vertising for Dishmaster Corp.,| Theodore F. Gloisten, formerly 
Pontiac, electric dishwasher man-|controller of American Home, 
ufacturer. Dishmaster is using|New York, has been named vp 
animated tv supported by news-/|and treasurer of the magazine. He 
papers and magazines. Howell &| joined American Home in 1932 
Young Advertising, Detroit, for- | when it was first published. 


In case there's a small doubt in your mind 
as to who's on first in mid-Ohio, it's 
WBNS Radio. We have listeners who are 
positive about their favorite station, and 
they have $2,739,749,000- to spend. They 
and Pulse place us first in any Monday- 
thru-Friday quarter-hour, day or night. 
Ask John Blair. 


WBNS RADIO 


COLUMBUS, OHIO 


Advertising Age's MARKET DATA ISSUE 
by —Media Promotion Hit of the Year 


media-market 


(1956 issue record) 


* To be published: APRIL 29 ~ 
 % Ad copy deadline: APRIL 17 
_ %& Reserve your space NOW! 
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Pittsburgh BBB, 
Auto Dealers Hail 
Success in Drive 


PirtrspurGcH, April 2—The joint 
campaign launched early this year 
by automobile dealers and the 
Pittsburgh Better Business Bureau 
for integrity in auto advertising is 
getting results. 

R. C. Whitehead, manager of the 
BBB’s automobile division, re- 
leased last week details of an opin- 
ion survey among all auto dealers 
in Allegheny County. Here is the 
summary of 131 replies: 

e As to the campaign’s over-all 
effects, 51 say they are pleased; 64 
are encouraged; 13 are uncertain; 
three are unhappy. 

e On whether there has been an 
improvement in the tone and ethics 
of local advertising, 16 consider the 
improvement “outstanding”; 78 
consider it “substantial”; 22 think 
it has been “fair.” One reports 
feeling there has been no marked 


KOIN-TV 


YOUR BEST 


Television 


SALESMAN 
rn 
- PORTLAND, | 


EVERY WEEK 
MORE PEOPLE 


WATCH KOIN-TV 
a 
Check the Ratings 


@ 15 of the Top 16 Weekly 
Shows. 
@ 7 of the Top 10 Multiweekly. 


@ 46% Share-of-Audience in 
Metropolitan Portland. 


(February 1957 ARB) 


improvement. 


|e On compliance with the BBB’s| 
advertising code by fellow dealers, 
seven declare it has been “general- | 
ly excellent”; 81 think it has been 
“generally good”; 27 find it “fair.” | 
Two call it “poor.” | 


has brought about a cleaner com- 
petitive market. 

A listing of types of violation 
shows low-down-payment adver- | 
tising getting the most mention. | 
Ads for cars not in stock and price | 
ads for new and used cars are tied | 
|for second place, and “big trade-in | 


e 123 dealers agree the campaign | 
| 


allowance” ads appear in third | 
place. 
Other violations mentioned: 


“Will not be undersold or over- 
traded” and ads “pricing a car very 
low without showing what equip- 
;}ment goes with it.” 


s “We simply report these results 
as they come to us, without inter- 
pretation or indorsement,” Mr. 
| Whitehead says. “They do not nec- 
}essarily coincide with bureau ex- 
|perience. Price advertising and 
low-down-payment advertising, 
for instance, are not of themselves 
types of violation. The fact that 
some dealers tend to identify them 


as such may well explain why 
viewpoints are so strikingly at 


variance.” 
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DREAM ANALYSTS— 
Macy’s new in- 
stitutional cam- 
paign, running in 
New York news- 
papers, is empha- 
sizing the “you” 
approach of sell- 
ing which comes, 
Macy’s says, from 
an awareness of 
a growing respect 
for individuality 
in contemporary 
life. This ad con- 


a ms 


= 


£ L i} 
~ 
. 


cludes that all 
women are 
dreamers but 


with sharply dif- 
fering dreams— 
and Macy’s has 
“something (al- 
though clearly 
not the same 
thing) for every- 
body.” 


the customer do the comparing. 
Most of these transparently false 
claims would disappear if each 
dealer would stick to his knitting 
and leave out the claim to unique 
ability, unconcern over profit, 
superiority over all others—and 


Court Fray Looms in 
Canadian ‘Digest's’ 
‘Defiance of Ad Tax 


Ottawa, April 2—Revenue min- 


| The four most common types of |also if space and time salesmen ister James J. McCann has indicat- 


|misrepresentation in automobile 
| advertising, the bureau has found 
| to be: 


| e No-down-payment and no-cash- 
|needed claims, including $5, $10 
and $25 down. 

“The bureau has shopped this 
type of claim to a fare-thee-well, 
| with results invariably the same,” 
|Mr. Whitehead says. “The shop- 
| pings demonstrate conclusively 
|that dealers will not deliver cars 
| without payment of any nature. 

“We have yet to find the excep- 
tion, if any, to the requirement 
that the would-be buyer must ei- 
|ther provide a down payment out 
of his own pocket, or ‘go in hock’ 
| to a loan company to provide it for 
| him. Either way, the dealer ‘gets 
his’ in full. He doesn’t ‘carry’ 
anybody.” 


a So-called “example” offers. 


| “Recently some dealers have 
;advertised, under the guise of 
‘examples,’ trade-in allowances 


|which are seldom offered or ac- 
tually consummated. If they were, 
they would be uneconomic,” Mr. 
Whitehead says. “Such so-called 
‘examples’ have no meaning nor 
significance and are not in the 
public interest. They are not usual- 
|ly bona fide offers to do business 
jon the advertised basis. 

| “Merely adding the label ‘ex- 
| ample’ to such advertised offer 
| doesn’t lessen its misleading char- 
acter (nor the disgust of the adver- 
tising audience). An offer must be 
|bona fide and representative, and 
|advertisers should be able and re- 
| quit ed to prove it beyond doubt be- 
| fore this type of ad is accepted. 


e “Factory dealer” and “direct 
factory dealer” and similar impli- 
|cations of special] status. 
“Whether or not preceded by the 
|word ‘authorized’ or ‘franchised,’ 
claims of being a factory dealer or 
la direct dealer are not justified,” 
Mr. Whitehead says, “unless the 


Check the Coverage *vertiser has a connection with 


Demand absolute proof of 
KOIN-TV's Superior Coverage 
of the full 30-county Oregon 
Market from your nearest 


CBS Television Spot Sales Office 


jthe factory which other |factory- 
franchised or factory-authorized] 
|dealers do not have. It is our un- 
derstanding from trade sources 
that there is not now in Allegheny 
County any directly-owned or fac- 
'tory-branch retail automobile 
| operation.” 

| 


e Superlative statements (best, 


would assert more firmness and 


guidance in these matters. 


“We suggest that advertisers 
should be required to confine 
themselves to provably honest 


claims about their own offerings 
and their own deals.” 


# The bureau’s campaign for more 
integrity in auto advertising is now 
in its second phase. The first phase 
was educational—conferences, 
talks before trade meetings, dis- 
semination of standards, etc. 

The current phase is the tech- 
nical aspect. Advertising “errors” 


come, subjected to intensive shop- 
pings and made the topic of numer- 
ous and repeated letters and dis- 
cussions. In effect, Mr. Whitehead 
says, this is the “laboratory phase, 
which demonstrates to all by spe- 
cific examples the type of inaccu- 
racy or questionable claim which 
should be avoided.” 

The third phase calls for prepa- 
ration of cases for prosecution. Mr. 
Whitehead says that the bureau 
hopes and is inclined to believe 
that this phase never will become 
necessary. It is a last resort, that 
will be employed by the bureau 
only if diehards leave it no choice, 
he said. e 


Western Union Drive Pushes 
Telegraphic Money Orders 

Western Union has begun a 
special campaign on telegraphic 
money orders in Life and The 
Saturday Evening Post. The cam- 
paign, which consists of 18 one- 
eighth-page insertions in each 
magazine, extends into October. 
Copy will feature a cartoon illus- 
tration, with a short limerick 
pointing up advantages of tele- 
graphic money orders. Benton & 
Bowles is the agency. 


Pershall Names Two 

J. R. Pershall Co., Chicago, has 
appointed Don Roth and Wayne 
Gallagher art directors. Mr. Roth 
formerly was an art director of 
Fulton-Morrissey Co. and Foote, 
Cone & Belding. Mr. Gallagher 
previously was with Zemlick Stu- 
dios. 


Kimball Mtg. Names Jacobs 


Charles R. Jacobs, for the past 
six years managing editor of West- 
ern Canner & Packer, has been 


most, highest, greatest, etc.) in- 
cluding underselling and over- 
trading claims. 

“The thing that superlative) 


statements have in common,” Mr. | 


Whitehead points out, “is that the 
advertiser isn’t satisfied to con- 
-entrate on his own offer and let 


named to the new post of adver- 
tising and public relations director 
of the Kimball Mfg. Corp., San 
Rafael, Cal., a division of Bristol- 
|Myers Co. 


—big and small—are taken as they | 


jed that court action may be 
| taken against the Canadian edition 
- Reader’s Digest for non-pay- 
ment of the special 20% advertis- 
ing tax which went into effect Jan. 
}1. 

| Minister McCann told a Com- 


| mons questioner that the magazine | 


jhas not paid its assessment and 
|that the matter has been referred 
‘to the Justice Department. 

| He did not elaborate, but such a 
|referral to the Justice Department 
|is customarily made either to get a 
legal opinion on whether court ac- 


ation of a court case. 
The tax was announced last year 
as a 20% levy on advertising rev- 


of foreign magazines—those carry- 
ing advertisements not appearing 
in home editions. 


s A federal official said last week 
that Reader’s Digest had not met 
its monthly payments and had not 
made a required $5,000 deposit or 
taken out a $2 license. 

Time, the only other magazine 


| tion should be taken or for prepar- 


enues of special Canadian editions | 
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believed to be affected by the tax, 
has met its payments. 

| It is likely that any challenge of 
the tax law would be based on the 
claim it is an attempt to regulate 
or discriminate in the field of mag- 
|azine distribution. Finance minis- 
|ter Walter Harris, in his budget 
|speech last year, said the tax is 
aimed at arresting the inroads of 
the special editions of foreign pub- 
| lications on advertising revenues 
available to Canadian magazines. 


Kuscher Named Detecto A.M. 
Herbert A. Kuscher, formerly 

sales promotion manager of Mini- 

film Camera Corp., has joined De- 


tecto Scales, Brooklyn, as ad- 
vertising manager. He _ succeeds 
Owen Ward, who has _ joined 


Swingline Inc., Long Island City, 
as advertising manager. 


N.]. Adclub Elects Rearden 

William B. Rearden, president of 
Firemen’s Insurance Co. and the 
Loyalty Group, has been elected 
president of the Advertising Club 
of New Jersey. John E. Farrell, vp 
of P. Ballantine & Sons, was elect- 
ed senior vp of the adclub. 


Tags are 
Carrying More 
of the Load 


With the tremendous jump in self- 
service in most areas combined with 
the increased difficulty of getting 
skilled sales personnel,—the inform- 
|ative product tag is doing more of 
the sales-closing job every day. 

In the April issue of ADVERTIS- 
ING REQUIREMENTS, the editors 
have gone to leading labeling and 
| packaging experts to bring you an 
up-to-the-minute report on what's 
new in the product tag field. 

Get the April issue by sending this 
ad along with your $3 for a year's 
trial of ADVERTISING REQUIRE- 
MENTS—the monthly workbook of 
advertising management. Each issue 
keeps you posted on advertising pro- 
duction, promotion and merchandis- 
ing—everything an adman does ex- 
cept buy time or space. Money back 
guarantee protects you. 


Advertising Requirements 
The Workbook of Advertising 


Management 
200 E. Illinois St., Chicago 11 
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BRILLIANCE 
FOR OUTDOOR 


| 


with COLUMBIA'S 


| revolutionary new "SOD" Luminaire 


You get far greater brilliance, more even light- 


ing... 


thus greater impact for your panels 
with Columbia Electric’s exclusive new Slimline 


Outdoor Luminaire — The SOD series. 


S&B MANUTATCTURING Ce. 


PO. Ben tte SPOKANE, WAtHINGTON Ety 


ask your outdoor operator about the “SOD” today 


MANUFACTURING BIVItION 


_ COLUMBIA w ELECTRIC 
| 


DESIGNERS, ENGINEERS AND MANUFACTURERS OF QUALITY LiGuTING 
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Maginnis Hits Embargo 
on 3rd Class as Illegal 


(Continued from Page 1) 
third class “would be like the Suez 
Canal crisis, only worse.” He told 
of mailers throughout the country 
with programs scheduled during 
the coming months. One of the 
first calls to his office was from 
a major mail order book publisher, 
who had a mailing of 5,000,000 
pieces “ready to go.” 

As an attorney of extensive ex- 
perience in the postal field, Mr. 
Maginnis contended any effort by 
the department to embargo third 
class mail would be illegal. He said 
his association would move for a 
writ of mandamus in an immediate 
effort to obtain an injunction, in 
the event the Post Office decided 
on the embargo. 

Aside from legality, he said, an 
embargo on third class would ef- 
fect at least 4,000,000 persons at 
all levels of the direct mail indus- 
try and that it would be a bad 
bargain for the government. 
“While the department thinks it 
could cut its costs by $30,000,000 
through an embargo on third 
class,” he said, “the Treasury will 
lose $85,000,000 in postage which 
third class mailers would pay dur- 
ing the three-month period.” 


® Full implications of a cutback 
in service were developing on lo- 
cal levels as individual postmas- 
ters estimated the consequences of 
reductions in force. 

In most instances postmasters 
claimed the elimination of extra 
business district deliveries and 
Saturday deliveries could be ab- 
sorbed. But in New York, it was 
said, any reduction in employ- 
ment at postal terminals would 
delay handling of mails by one or 
two days—with a complete break- 
down possible if the backlog of 
unsorted mail got out of hand. 

Whatever the outcome of the 
controversy over the department’s 
budget for the remainder of the 
year, Mr. Summerfield’s support- 
ers figured he had already prof- 
ited from it by getting the de- 
partment’s fiscal problem onto the 
front page of the nation’s news- 
papers. 


s For the first time in months, 
his press conference attracted the 
“elite” of the Washington news 
corps. Standing in the glare of the 
tv lights, Mr. Summerfield out- 
lined the budget problem, and 
seized the chance to add that the 
department would be much less of 
a burden on the Treasury if Con- 
gress would approve rate increases 
which he has been seeking. 

“I can’t let this opportunity go 
by,” he said, “without calling at- 
tention to the fact that for four 
years I have been asking Congress 
to resist the pressures of the sub- 
sidized users of the mail. The 
budget would then have been 
practically in balance.” 

Mr. Summerfield said he was 
“heartsick” at the prospects of re- 
ducing service. “I came here to 
build the Post Office, not destroy 
it,” he declared. 

“It is not the fault of the public 
that the rates were not high 
enough for the department to pay 
its way,” he told the press con- 
ference. “The fault is on Congress, 
and the publishers and third class 
lobbies, whose influence has been 
enough to freeze rates through all 
these years.” 


® From informed sources it ap- 
peared that the department’s 
budget problems stemmed from a 
backstage fight between the ap- 
propriations committee and 
Budget Bureau. Months ago the 
department had warned the Budg- 
et Bureau the increasing workload 
would result in expenditures in 


the 


excess of the nearly $3 billion 
which Congress made available for 
the fiscal year which ends June 30. 
While the Budget Bureau author- 
ized the department to “borrow” 
from its fourth quarter funds dur- 
ing the third quarter, the Budget 
Bureau failed to obtain congres- 
sional clearance for consideration 
of a supplemental appropriation to 
make the loan good. 


® Rep. John Taber (R., N.Y.), 
ranking Republican on the appro- 
priations committee, said it was 
unfortunate the public and postal 
workers would suffer from the 
mixup, but he said Mr. Summer- 
field probably will have no re- 
course other than to cut down 
“until things are straightened out.” 

The Postmaster General indicat- 
ed he was having difficulty decid- 
ing which cutbacks to use. His 
proposed embargo on third class 
mail would save $30,000,000 dur- 
ing the three-month period, he 
estimated, but he said he cannot 
ignore the effect of such an em- 
bargo on the public and on the 
economy. 

“I am constantly aware that the 
great powers of government must 
never be used to the disadvantage 
of any segment of our economy,” 
Mr. Summerfield said. 


® Meanwhile, the House post of- 
fice committee spent the full week 
listening to opponents of the ad- 
ministration’s rate bill, and there 
was no sign that the committee is 
nearing the bottom of its witness 
list. 

William B. Patterson, associate 
publisher of Saturday Review, 
struck a new note by protesting 
the “slowness and unreliability” 
of the mails. He said the commit- 
tee ought to consider an investi- 
gation of the current efficiency 
and management of the postal 
service “before deciding to charge 
more for an unsatisfactory serv- 


ice. 


@ In the same vein, A. L. Cole, 
business manager of Reader’s Di-| 
gest, said in his opinion the pres- 
ent high cost of postal operations 
which is cited as the justification 
for higher rates “could be and 
should be materially reduced.” 

Publishing industry witnesses 
generally indicated they were pre- 
pared to accept increases, but not 
the kind of increases carried in 
the administration’s program. 

Mr. Cole said Reader’s Digest 
strongly supports the proposal for 
a 4¢ first class rate, even though 
it spends more on first class than 
it does on second class. He said 
Congress ought to draft a policy 
to guide future rate-making, but 
that he agreed the need for im- 
mediate adjustment is so urgent 
he is not recommending that the 
rate bill be delayed until a policy 
statement is adopted. 


# David Brumbaugh, vp of Time- 
Life, who was on the stand for 
questioning all morning yesterday, 
insisted a policy statement iden- 
tifying “public welfare” functions 
of the Post Office has to be adopt- 
ed before it will be possible to 
draft a fair rate bill. 


s As spokesman for Associated 
Third Class Mail Users, Harry J. 
Maginnis stressed the service ren- 
dered to small business by third | 
class mail. “Other committees of 
Congress are seeking ways and 
means to preserve small business,” 
he complained, “but here we are 
considering drastic rate increases 
which would bankrupt many thou- 
sands.” 

He said the 24%¢ bulk rate would 


Me 


. a ie 
MECHANIZING—The Post Office De- 
partment has placed a $1,400,000 
order with Cushman Motor Works, 
Lincoln, Neb., for 1,500 of these 
three-wheel Mailsters. 


third class is already paying a 
38% higher rate than it did in 
1949. 


s Mr. Maginnis also stressed the 
need to isolate public service costs 
of the Post Office. Estimating that 
they run in excess of $400,000,000, 
he used the $269,000,000 loss on 
second class as an example. 

He said it ought to be taken out 
of the deficit, and paid by the 
Treasury as a subsidy. The alter- 
native, he said, is to raise rates 
400%. “Such a hike would have 
the effect of driving countless 
magazines and newspapers out of 
business,” he predicted. 

“Mr. Summerfield would not get 
the revenue and the American 
people would be deprived of a su- 
premely successful educational, 
cultural and informational medi- 
um.” 


® The Reader’s Digest presenta- 
tion was off to a shaky start when 
committee members accused the 
magazine of trying to develop op- 
position to the rate bill by sched- 
uling an article in its May issue 
highly critical of the department’s 
management (see story in adjoin- 
ing column). 

Mr. Cole denied the magazine 
had such motives. He said similar 
articles had been put aside in the 
past because the magazine was 
aware of the possibility such 
charges would be made, but that 
the present article was published 
after months of research. In his 
prepared statement Mr. Cole said 
steep increases can’t be justified 
even if postal costs aren’t reduced. 

“Since 1946,” he said, “the over- 
all cost of handling a piece of mail 
has increased by 54%. Since that 
time the cost of handling a pound 
of mail has increased by 70%. 
Why, if the cost per piece has 
gone up only 54% and the cost per 
pound 70%, is it necessary to in- 
crease rates of second class mail 
108%, third class 150%, and the 
book rate 200%?” he asked. 


® During the questioning several 
committee members demanded to 
know how Time-Life justifies the 
$9,000,000 “loss” which the Post 
Office suffers annually from Life. 

Mr. Brumbaugh pointed out that 
he spent two hours last week ex- 
plaining that postal computations 
were based on inaccurate assump- 
tions and that Life actually pays 
the Post Office more than the out- 
of-pocket cost incurred in han- 
dling it. 

At one point he said the chief 
reason he had come before the 
committee was to correct the 
“misstatement of fact” which has 
been spread by the Post Office 
about costs incurred handling Life. 


Gaynor Colman Adds One 

The SAFA alarm division of 
Fyr-fyter Co., Newark, manufac- 
turer of municipal and industrial 
fire alarm systems, has named 
Gaynor Colman Prentis & Varley, 
New York, to handle its advertis- 
ing. The division previously han- 


be “neither fair nor realistic” since | dled its own advertising. 


Lavish, Obsolete 


| Patronage, Failure to 
Mechanize Have Created 
‘Near-Chaos,’ Writer Says 


New York, April 4—The Read- 
er’s Digest article that caused such 
controversy this week at the postal 
hearings in Washington (see “This 
Week in Washington,” Page 83) 
contends that the U.S. Post Office 
“plods along, horse and buggy 
fashion,” and “uses the same meth- 
ods of gathering, sorting and de- 
livering the mail that it did 100 
years ago.” 

“The result,” according to the 
article in the forthcoming May is- 
sue, “is something close to chaos.” 

Written by Wolfgang Lange- 
wiesche, the article declares that 
the Post Office “has all the built-in 
|inefficiency of a government oper- 
ation. No effective competition 
keeps it on its toes” and “it is un- 
der little pressure to improve its 
methods.” 

According to the Digest, 75% of 
the cost of the Post Office goes 
for wages. 

“Mechanization would cut those 
costs. Mechanization would enable 
the Post Office to stay on top of 
the flood of mail which is drown- 
ing it. But instead of machines, the 
Post Office uses men. 


s “Traditionally, the Post Office is 
a wonderful source of political pat- 
tronage; it provides jobs; jobs pro- 
vide votes; even if it wanted to use 
more machines and fewer men it 
would almost certainly find politi- 
cally potent forces standing in the 
way of such progress.” 

The article then lists a number 
of instances pointing up the defi- 
ciencies of man-handling of mail 
versus the improvements offered 
by automation. 

Point of these examples is to 
bolster the statement made three 
years ago by the present Deputy 
Postmaster General that the Post 
Office is “the most antiquated, an- 
tediluvian, obsolete institution in 
government.” 


Bowater Foresees 
Another $4 Hike 


in Newsprint Price 


New York, April 4—Another 
newsprint price hike was pre- 
dicted yesterday by Sir Eric Bo- 
water, board chairman of Bowater 
Paper Corp., rated the world’s 
largest newsprint producer. He 
said the recent $4 a ton increase 
was only half enough. 

“It should have been $8 a ton,” 
he said. “There will be another in- 
crease, although it won’t come to- 
morrow. But it will have to come 
eventually.” 

Sir Eric also predicted that 
newsprint supply and demand 
would be in balance by 1958. “But 
they won’t stay in balance,” he 
added. “The U. S. demand will go 
up as the country’s economy ex- 
pands along with its population.” 

Sir Eric has been in the U. S. 
for the past two months to inspect 
his company’s operations here and 
to arrange for additional news- 
print capacity at the Bowater mill 
at Calhoun, Tenn. 


® Newsprint prices were raised 
$4 a ton by most leading American 
and Canadian producers March 1, 
| making the New York delivered 
|price $134 a ton. It was the sec- 
| ond such increase in a year and 
was a factor in raising the news- 
stand price of afternoon papers 
here to 10¢. ° 


THE UBIQUITOUS ADMAN—“Inside Red 
China,” cover article in the April 
16 Look, features this billboard 
from Peiping, singing the praises 
of the “rich foam” of Shanghai- 
made “Thousand Mile” toothpaste. 


NARTB Meeting 
May Be Quietest 
Group Has Held 


(Continued from Page 1) 
cepted in Mr. Hoover’s behalf by 
C. M. Jansky, pioneer radio-engi- 
neer. 

Possibly the most challenging of 
NARTB events may be the FCC 
roundtable Wednesday morning, in 
which a full panel of FCC commis- 
sioners will discuss industry prob- 
lems and answer questions. This is 
an old convention standby, but this 
year some interest—and questions 
—may be focused on the new liai- 
son in handling radio-tv advertis- 
ing abuses between FCC and the 
Federal Trade Commission. 

There also will undoubtedly be 
questions on the ever-recurring 
problem of tv channel allocations. 


s With one exception there seem 
to be no important problems 
to be ironed out at the network 
meetings. NBC-TV will not even 
have a meeting, nor will ABC 
Radio. NBC Radio affiliates will 
hold a breakfast meeting at which 
the network’s president, Joe Cul- 
ligan, will talk about a recent up- 
surge in business. 

CBS-TV affiliates hold a two- 
day meeting before the convention 
(April 5-6) at which some recent 
sales reverses may be discussed. 
ABC-TV meets on Sunday preced- 
ing the convention. CBS Radio has 
no meeting set at this time. 

The exception is Mutual, which 
also meets on Sunday. Affiliates 
will ponder a proposed new con- 
tract which practically throws the 
option time principle out the win- 
dow and converts MBS into a 
music and news network.as of June 
1. Most top Mutual stations have 
indicated approval of the plan. 


® Besides the FCC get-together, 
high spots of the convention proper 
are likely to be these: 


e A discussion of automobile deal- 
er advertising on radio and tv by 
Adm. Frederick J. Bell, exec vp of 
the National Automobile Dealers 
Assn. 


e A discussion of audience meas- 
urement during the radio manage- 
ment conference Wednesday. 


e A report on video tape. Last 
year this was not even on 
the schedule of the concurrent 
broadcast engineering conference, 
though Ampex Corp.’s new ma- 
chine became a corridor sensation. 
This time Ampex and CBS will 
present a first-hand report on how 
video tape has worked out. 


e New presentations by the Radio 
Advertising Bureau and the Televi- 


sion Bureau of Advertising. o 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 
counts, size and frequency apply. 


_ AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1956 


Hi By ahah 


36,916 


HELP WANTED 


POSITIONS WANTED 


2 + STAFF OPENINGS - 2 
Long established Iowa agency: 
1.—TV and Radio director, 
firmly established accounts. 
TV production and write good radio and 
TV Copy. 


2.—Layout Artist and Production man or 
woman, with at least two years agency 
or adv. dept. experience. 

Send complete background in confidence 
to: Box 9480, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MOLENE 
Editors ctu_»we Public Relations 
COPY Wte#s oo. crere Advtg. Managers 
Artists Media Production ......Service 


“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 


ACCOUNT SERVICE MAN 
Intelligent, personable, for agency ac- 
count service department. Must have 
ability to handle volume of detail work. 
Knowledge of production helpful. Give 
qualifications, age, salary requirements. 

Box 9477, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
GREENER PASTURES 
In Cincinnati Agency For Copywriter 
Immediate opportunity for young man or 
woman “on the way up” to climb higher, 


faster. “Well known 14 Man Agency” 
Fully Recognized. 
Interesting and varied clients. Appli- 


must be proficient in newspaper 
adv., TV and Radio Commercials. Food 
experience, especially packaged meats, 
helpful. Write in confidence giving edu- 
cation, experience, salary bracket. 
Box 9479, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Illinois 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St., Ha 17-1991 Chicago 


cant 


Advertising Space Salesman - Leading 
ABC Electronic trade magazine needs 
energetic, ambitious young man _ with 
minimum two years trade paper experi- 
ence. Knowledge of electronic field help- 
ful but not required. Draw against com- 
missions. 
Box 9476, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 


WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 
placement. Write for terms today! Daniel 
S. Mead, Literary Agent, 419 Fourth Ave. 
New York. 


Well established N.Y. publisher seeking 
space representatives in Mid-West and 
California. Industrial electronics contacts 
essential. 
Box #478, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


CAN YOU CREATE GOOD ADVERTIS- 
ING—both as a visualizer and verbalizer? 
If so, and you are interested in growing 
with a very successful medium-size agen- 
cy, tell us about yourself and your initial 
salary requirements. This job demands a 
well experienced copywriter with account 
executive potentialities. All replies will 
be strictly confidential 
Box 9481, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXECUTIVE & CLERICAL, 
EXPERIENCED & TRAINEE 
Publishers Employment Agency 
469 E. Ohio St., Chgo. Su 73-2255 


COPYWRITERS: Agency will employ ex- 
perienced copywriters for one year in 
London; opportunity to study new tech- 
niques; close contact with Europe; sal- 
ary; return fare guaranteed; interview in 
New York this month; give full details in 
letter 
Box 9482, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y 


Must know | rience. 


PUBLIC RELATIONS 
Desire public relations writing position 


to control | News, features, heads and makeup expe- 
1515 West Monroe, | 


Ray Griffin, 

Chicago 7, Illinois. 
ADMAN WITH SMALL FEET! 

Re: AA 3 25, P. 58: “Admen have big- 

gest feet."" Not me! Wear a 7D, Fleet feet 

have carried me to end of economic line 


competitive situations. Need a man who 
thinks on his feet? 
Box 9472, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Public relations, young college man, 27, 
live wire, excellent references, experi- 
enced public relations, sales promotion, 
tie-ins. Some experience in advertising. 


or follow directions of superiors. SYca- 
more 2-2535, N.Y. 
ACCOUNT EXECUTIVE 
—Slim But Well-Rounded— 
Approaching 8th year solid domestic and 
foreign experience same top-flite agency. 
Know merchandising. Creative. Special- 
ty: package goods. Will also consider 
right adv managership. Happily married. 
Age 30. B.B.A. 
Box 9486, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CLIENTS WANT SUPERMARKET VOL- 
UME? Increase sales with marketing & 
product development knowhow of young 
exec 3 yrs exp consumer products. NY 
or Chicago. 
Box 9489, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


RESEARCH DIRECTOR, Ph.D., with ex- 
tensive experience in psychology, sociol- 
ogy, and motivation research. Interested 
in progressive firm with adequate re- 
search department that sees research de- 
partment and psychological techniques 
and knowledge as important aspect of 
total picture, and where creative con- 
tribution is expected. Not restricted to 


ing salary. Reply in confidence 
Box 9485, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


c 


LITHOGRAPH SALES 
$15-30,000 


level Midwest company offers 


litho 


Top 
rare opportunity to qualified 
and printing salesman. 


This company produces direct mail, 
posters, die cuts, displays, etc., in 
sufficient quantity to assure prompt 
delivery to your customers. 


Contact me in confidence. 
B. L. CLEM 
DRAKE PERSONNEL, INC. 


220 S. State St., Chicago Ha 7-8600 


here. Desire agency connection. Super- 
market chain adv., merchandising, pro- 
motion experience. Love _ fast-moving | 


Can create ideas and execute on my own) 


POSITIONS WANTED 


BUSINESS OPPORTUNITIES 


“WE RECOMMEND THIS MAN” 
Young, highly capable man pres- 
ently doing an outstanding job in our 
advertising dept. Combines executive 
ability with skillful handling of copy, 
layout, & prod. for all media. Col. grad 
with 5 years ad expr. Write our company 
for details. 

Box 9490, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
NATIONAL DISPLAY SALESMAN 
Chicago, Detroit and New York with ma- 
jor newspaper and large consumer maga- 
zine. Superior experience and _ record. 
Dependable. 
Box 9487, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ASS'T ADV. MGR. - ASS'T ACC’T EXEC. 
Young-systematic-versatile “right hand.” 
Now ad mgr. 4A famous N.Y.C. manu. 
consumer & industrial products. 3 yrs. 
exp. all phases Advtg. & Sales Pro. 
Creative copy-ideas. Asking $100-125 wk. 
Box 9483, ADVERTISING AGE 
480 Lexington Ave., N. Y. 17, N. Y. 
COPY or SPECIAL ASSIGNMENTS 
10 years LEGAL experience, 12 years 
advertising and public relations. Available 
for free lance jobs. Replies confidential. 
| Located in Central Pennsylvania 

Box 9484, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

FREE-LANCE PUBLICITY WRITER 
|6 yrs. heavy writing, placing, industrial, 
| products. Will cover Eastern US for trade 
media, PR agencies, mfgrs 

Box 9488, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ASS'T ACCOUNT EXEC OR AD MGR. 


presently empl. as acct. exec with Chi- 
| cago film production unit.—Seeks job 
with agency or corp. where knowledge of 
creative TV—and film production would 


be required. Adaptable-young idea man- 
age 29-degree. Educated and experienced 


via 4A agency background: Ra-TV (net- 
work & Spot buying!—print production— 
TV-art media analysis & selection—Mar- 
ket research-TV Commercial writer-pro- 
ducer-director Ex-radio Announcer 

proven contact and selling ability. Still 
single, so future opr. more important than 
initial salary. Chi-Milw area preferred 


Box 9493, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


20 YEARS 


finest experience in petroleum, 
automotive replacement, home appli- 
ances, as planner, writer, producer, 


N.Y. Please state full particulars includ-| 


| AE. and V.P. 


ATTENTION PUBLISHERS 


One of the most capable and well estab- 
lished magazine representative organiza- 
tions is now available for a consumer or 
trade magazine. Many years of experience 
in all phases of publishing and the cre- 
ating and development of advertising 
lineage. For full details write: Box 541 
ADVERTISING AGE, 480 Lexington Ave., 
New York 17, New York 


marketing specialist, now 


4A AGENCY 


because I’m solid in all phases of 
advertising, sales promotion and mer- 
chandising. Am seeking a first class 
opportunity in New York City paying 


a year (plus normal agency bene- 


fits). I'm 
UNDER 40 


and in perfect health. 


Box 537, ADVERTISING AGE 
|| 480 Lexington Ave.,New York 17,N. Y. 


FOR SALE 
MIDWEST ADVERTISING AGENCY 


If you've always wanted your own agen- | 


cy here's the opportunity of your life- 
time in progressive midwest city of 80,- 

. Owner wants to retire July ist 
without leaving present 14 top-calibre 
clients in lurch. Will sell 13-year-old suc- 
cessful agency to one who can appreciate 
exceptional clients and treat them ac- 
cordingly. Knowledge of 
and farm equipment, financial field es- 
sential. Ideal man-wife setup. Agency 
profits can pay off asking price in few 
months for right person. If you feel you 


Advertising Age, April 8, 1957 


food-serving | 


Our 46th Year 


CREATIVE DIRECTOR (copy, or WIDE 
copy and art.) Must be TOP. OPEN 
LAST CALL! Dir. of Research 
Major, fast-growing agency $i17M 
2 COPY-CONTACT. Farm 
me feeds; one self-propelled 
equipment $12-15M 


GLADER CORPORATION 


“The Agency's Agency’’ 
Don Harris, Dir. Adv. Div. 
11 8S. Dearborn CE 6-5353 Chicago 


qualify, send details NOW to 
Box 9492, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


EXPANSION OPPORTUNITY 


A completely staffed, medium 
size national advertising agency 


MISCELLANEOUS 


with Chicago headquarters offers 
salary and incentive arrangement 


Reproductions of your comprehensives in 


to small agency or individual 
with $200,000 + billing, who seeks 
security and wishes to expand 


full color - short runs - fast service 
Skokie Colorgraph, Inc. ORchard 4-7400 
YOUR CLASSIFIED 
AD HERE 


WILL GET RESULTS 


potential, broaden background 
and eliminate management re- 
sponsibilities. Write in complete 
confidence. 

Box 547, Advertising Age 
200 East Illinois St., Chicago IIl. 


New York 22, N. Y. 


SELL FOR EXPORT PUBLISHERS 
Paul and Norman Green, publishers of TRANSPORTE MODERNO and SERVICIOS 
PUBLICOS will be in Chicago the week of April 22nd. They are interested in 
finding the right man to head up their Chicago sales office and represent their 
publications in the Mid-West. If you are interested please send résumé and 
write today to arrange for an appointment. All replies will be treated in strict 
confidence. Write to EXPORT PUBLISHERS CO., INC., 134 East 59th Street, 


interviews, contact Robert 5S. 


SALES PROMOTION MANAGER 
FOR LEADING CHEMICAL NEWSWEEKLY 


We're looking for a man to take over our Promotion and Research 
Department. Preferably he should have a degree in Chemistry or 
Chemical Engineering. In any case, experience in marketing promotion 
or merchandising in the Chemical Process Industries is essential. For 


WEEK, McGraw-Hill Publishing Co., 330 W. 42nd St., New York. f 
Phone: LOngacre 4-3000, Ext. 8042 ‘ 


Muller, Sales Manager, CHEMICAL 


PUBLIC RELATIONS 
ADVERTISING 


Excellent opportunity for crea- 
tive man with feature flair and 
college education. 22 to 30 years 
of age. Should have some experi- 
ence in both news and advertis- 
ing sales promotion writing. Fu- 
ture unlimited with Chicago 
manufacturer of leading con- 
sumer products. Excellent com- 
pany benefits. Send résumé and 
salary requirements. 


Box 536, Advertising Age 
200 E. Illinois St., Chicago 11, II. 


THE CHICAGO TRIBUNE 

RESEARCH DIVISION 

We are expanding our research 

operation and have openings for t 

a Junior and a Senior Analyst 

with social science backgrounds. 

Actual business research expe- 

|] rience is essential for the senior 

|| position. 

We are interested in a practical : 

orientation to business problems 

|| and the ability to communicate 

|} research findings as well as ad- 

|| vanced academic training. 

Send resume to Don Klein, 

Research Manager, 
CHICAGO TRIBUNE 


ACCOUNT EXECUTIVE 
Interested in Agricultural Advertis- 
ing? . . . Come to the heart of the 

agriculture—Des Moines. Good city, 
good _ schools, eat down to earth 
people. We're looking for an agri- 

cultural man to head our ag depart- 
ment arketing, merchandising 
lanning. Prefer feed, seed corn, 
arm equipment background. This 
is a reai opportunity for the right 
man. Box 533, Advertising Age, 200 
E. Illinois St., Chicago 11, Illinois. 


operation where creative 


8 yeors’ experience writing creatively 


6th and Walnut 


10-Second Opportunity Quiz 
FOR AN EXPERIENCED CREATIVE WRITER 


Are You Looking For... Yes No 
1. A permanent connection with an established = 
agency rendering a complete advertising, 
marketing and merchandising service for 27 
years on industrial and business products? 
2. An opportunity to grow with an expanding | CJ 


sales counseling are first in importance? 
3. Pleasant living in a suburban area in Eastern 
Pennsylvania, 10 minutes from the office, free 
from the headaches of commuting? 
Congenial associates who recognize your de- [ 
sire to use your creative ability to the fullest? 


If you are a man between 30 and 40 years of age and have had at least 


we want to share this opportunity with you 
Robert F. Heller, BEAUMONT, HELLER & SPERLING, INC., 


ideas and sound 


= 


about industrial and business products, 
Write in strictest confidence to 


Sts., Reading, Pa. 


TOPFLIGHT 
ACCOUNT MAN 


For the past 4 years he’s been 
handling a 2-million-$ client 
(8 yrs. with present agency). 
Has had the good fortune to 
come up through production 
and traffic—has been a printing 
|} salesman, teacher. Knows his 
|| way around in merchandising, 
research, media. Has had years 
of radio and TV. Strong back- 
ground in textiles, jewelry, in- 
surance, airlines—and some 
package goods, some automo- 
tive. Has earned the respect of 
every client h- has ever worked 
with—and is under forty. 


P.S.—The man who’s writing 
this knows him well, admires 
his judgment, character, and 


solidity. If I were in the shoes 
of a New York agency man 

who's looking for a_ topflight 
account man, this would be the 
\| end of my look. 


BOX 539, ADVERTISING AGE 
480 Lexington Avenue 


| New York 17, N. Y. 


ASSOCIATE 
EDITOR 
WANTED 


Our employees know of this advertise- 
ment. We are a multi-paper publisher 
of specialized trade magazines with a 
Chicago headquarters staff of fifty. 
We require the services of an aggressive, 
experienced man who wants his own 
editorship. This ambitious man will work 
directly with our editor toward early 
takeover. 

Writing, editorial, interviewing skills es- 
sential. Familiarity with construction 
methods and materials or civil engineer- 
ing degree required. 

Salary open—commensurate with back- 
ground and ability. Please send resume. 
In complete confidence. Include starting 
salary requirement. We must move 
quickly. 


Box 543 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


detailed résumé on request. 


BROADCAST ADVERTISING EXECUTIVE 


9 years Radio-TV Planning & Development Executive on major 
consumer and industrial accounts, seeks top-flight ad agency as- 
sociation or broadcast advertising assignment with a company. 37, 
college trained (4-A N. Y. agency affiliations). Will relocate— 


Box 545, Advertising Age, 480 Lexington Ave., New York 17, N. Y. 


their distribution. 


Between 35 and 45 years of age 


experience 


replies handled in confidence. 
Write Box 538, Advertising Age 


PRODUCT DEVELOPMENT MANAGER 


A successful, medium-sized midwestern manufacturer of hard-line consumer goods 
seeks to expand volume through the development and expansion of its product line. 
The Product Manager reports directly to the top management. He will coordinate the 
creation, screening, development, profit analysis and market research activities for 
new and improved products, and will participate in planning the sales programs for 


Please send your résumé if you meet these requirements: 
A college graduate preferably with a degree in engineering or marketing 


Currently earning between $12,000 and $18,000 

Have a thorough knowledge of sales promotional programs 

Know the distribution of hardline consumer goods through sales management 
Possess the ability to analyze the market potential of new products 

Abie to coordinate the various aspects of product development with the sales, 
engineering, manufacturing and financial areas 


Résumés should include work history, education and record of past earnings. All 


200 E. lilinois Street, Chicago 11, Illinois 
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Advertising Age, April 8, 1957 


ATTENTION ! ! 
ADVERTISING SALESMEN 
AND BROKERS 


If you have proven ability in sales 
of promotional material to national 
ad clients and a successful business 
background 
THEN HEAR THIS 

A fast pee New York manufac- 
turer of transparent plastic window 
streamers and point of purchase 
displays, requires pectesstone sales 
representation in the following pro- 
tected territories: New York, Chi- 
cago, Detroit, Milwaukee, St. Louis, 
Kansas City, Indianapolis, Cincin- 
nati, Cleveland, Buffalo, Boston, 
cree Washington, D.C. and 
Miami, Florida. Only top qualifica- 
tions will be considered. Sales fully 
commissionable at agency rates. 
Write full particulars in first letter 
and if attending POPAI show in 
Chicago interview may be arranged 
for — lith & 12th by calling 
J. E. Russell, Michigan 2-2740. 

Write Box 546, Advertising Age 
480 Lexington Ave., N. Y. 17, N.Y. 


GRAPHIC DESIGNER 
wanted for 
SAN FRANCISCO 
The expanding Product Devel- 
opment activity of an integrated 
West Coast manufacturer of pa- 
perboard packaging has created 
an opening for a man with prov- 
en artistic ability to apply imag- 
ination, creativity, and a sales- 
minded approach to a wide 
range of design problems. Re- 
quired is actual experience in 
graphic design for corrugated 
containers and/or folding car- 
tons. 
Well established corporation 
with retirement plan and other 
employee benefits available. Sal- 
ary open. 
You are invited to write to pre- 
sent your qualifications and 
receive further information. 
Personnel Manager 
P. O. Box 3611 
San Francisco 6, Calif. 


1S AN EXPERIENCED, 
HIGHLY VERSATILE 
SPANISH COPYWRITER 

WORTH $12-15,000 YEARLY TO YOU? 
Background includes advertising manage 
ment Latin branch offices well-known US 
firms extensive newspaper, magazine, 
radio, TV Copy writing, testing, super- 
vision, plus account executive and creative 
board duties large independent agerncy 
south of the border recent highly 
successful Hemisphere-wide sales promo- 
tion intangible, including sales lecturing 
in Spanish. Familiar American methods 
market research, product planning, pack- 
aging design, distribution, sampling, mer- 
chandising, reaction surveys, public rela- 
tions. Willing travel, relocate anywhere 
US, Latin America, Spain 
excellent health, grown family 
tend interview, spend several days’ on- 
the-ground practical tryout wherever you 
say. For confidential résumé, please ad- 
dress Box 540, Advertising Age. 200 E 
Mlinois, Chicago 11, Tilinois. 


Fine, Fast, Fairly Priced Photography 


pics 


DEARBORN 2-1062_ 


Do you want a strong 
ADVERTISING EXECUTIVE 
for about $25,000—give or take a little 
Account Executive— 
Advertising Manager— 
Publication Advertising Director 


With today’s shortage of outstanding 
personnel, this man is a real find— 
able, highly creative, effective ad- 
ministrator, exceptional idea man. 
Age 38. Knowledge of hard lines, 
fashion goods, merchandising, all 
media. Agency, advertising manage- 
ment, publication, and retail experi- 
ence. Has handled budgets from 
$20,000 to $4,000,000—from 3 to 
100 people. Brilliant planner, experi- 
enced new business man. 


Box 544, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


The Midwest's 
outstanding placement 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


ACCOUNT SUPERVISOR 
$20,000 


High-Level Midwest agency seeks top- 
flight man with good history in plumbing, 
bathroom and kitchen fixtures, or related 
products. Solid copertuatty. if qualified, 
contact me in confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 

220 S. State St. Chicago WA 2-4800 


AGENCY PARTNERSHIP 
20 year old fully recognized and well 
financed midwestern agency needs expe- 
rienced working partner. Qualifications 
include general account executive training 
on national, regional and local levels 
Financing available for right man who 
wants to reap all the benefits of his 
talents. Send complete resume in con- 
fidence 

Box 542 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


187 N. LaGALLE, CHICAGO 1LLINOIS | 
PUBLICITY COMMERCIAL | 
CONVENTION INDUSTRIAL 


—qSSS= 


{ ———— a 
| DOUG SMITH, INC. | 


SSS 


A complete placement service 


who has worked in all the jobs himself 


for over 20 years 


FRonklin 2-3280 


—— 


| of Ad men, for Ad men... by an Ad man 


333 NORTH MICHIGAN AVENUE - CHICAGO 


MAGAZINE ADVERTISING 
DIRECTOR 


National monthly over a year 
old, with rapidly expanding cir- 
culation, located in Southeast, 
offers rare opportunity to ex- 
perienced man. Working condi- 
tions delightful, opportunities 
open for ownership participa- 
tion. Write in confidence. Give 
full details, including availabil- 
ity for international travel and 
extent of ownership interest to 
Box 535, Advertising Age, 200 
E. Illinois St., Chicago 11, Il. 


ART WORK BY MAIL 


RT £ TO CALI FORA, l4 


a 


Pp 7 
ERSONAL SERV © 


Write for free portfolio show- 
ing samples of booklets, folders, 
catalogs and similar advertis- 
ing pieces which I have written | 
and designed by mail for firms 
in all parts of the country from 
Maine to California. Write to 


Raymond Lufkin 


124 West Clinton Ave., Tenafly, New Jersey 


eeeeeeeeeeeeeeeeeeeeeee 
advertising 
merchandising 
account executive 


ready for the right spot in agency contact, or 


and creative executive. 30, marr , 

Rox 548 ADVERTISING AGE 
480 Lexington Ave., Ne ‘ 17, N. Y¥. 
eeeeeeeeeeeeeeeeeeeeeee 


IMMEDIATE OPENINGS! 


MARKETING DIRECTOR — Solid big con- 
foods, etc. Ad 


sumer durables, 
agency assignment 20-25 ,000 
FIELD MERCHANDISING MGR.—Heavy exp. 
in hard lines, etc. at retail level 
Much travel nec. . $10-20,000 
DIR. MKTING. & OPINION RESEARCH — 
Must possess b/g in consumer and 
industrial products . $15-17,000 
MGR. ADVERTISING RESEARCH—Ad agency 
b/g required .$9-12, 
ACCOUNT EXECUTIVE—B/g in foods or 
related grocery products . .$12-15,000 
ACCOUNT EXECUTIVE—Ad agency b/g in 
home furnishings ...........$12,000 
MERCHANDISING 
related , ' 
SENIOR INDUSTRIAL COPYWRITER—Solid 
b/g light & heavy industrial products 
with emphasis on trade publication 
copy. 30 to 40. . $10-12,000 
For Confidential Representation, Contact 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
CADILLAC EMPLOYMENT AGENCY, INC. 
220 S. State + Chicago + WA 2-4800 


MGR.—B/g in meats or 
‘ : $10,000 


Nielsen Network TV Ratings 
Two Weeks Ending March 9, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


107 


|sions from print media. 

“We can’t be prejudiced against 
these advertisers just because of 
something we've heard indirectly 
through the newspapers,” Herbert 
Carlborg, head of continuity ac- 
ceptance for CBS Televison, said. 

He said the Heet, Infra-Rub and 


Homes| Mentholatum Rub commercials 
Rank Program (000) | were carefully checked before they 
1 I Love Lucy (Procter & Gamble, General Foods, CBS) ...ccccccsecesssseesesom 17,960 | were accepted by the network in 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .....cccccocssssssssssssseeseeeee 16,781 | the first place. He pointed out that 
3 GE Theater (General Electric, CBS) one piece of copy the FTC found 
4 $64,000 Question (Revlon, CBS) ...ccccccccscscsssssssvssssssseeseessssssseeessensneesenneeee objectionable is 14 months old and 
5 Alfred Hitchcock Presents (Bristol-Myers, CBS) oo........-ccccsscsssseeereeosesen 15,131 |that the FTC every week gets a 
r) December Bride (General Foods, CBS) transcript of all commercials aired 
7 Twenty-One (Pharmaceutical Inc., NBC) a on CBS-TV. 
8 Disneyland (American Motors, Derby Foods, American Dairy, ABC) ........ 15,013 
9 Perry Como Show (Several sponsors, NBC) ® Carl Watson, New York manager 
10 _—_ Steve Allen Show (Participating, NBC) of continuity acceptance for NBC, 
also stood by his original decision 
PROGRAM POPULARITY? in accepting the Mentholatum 
copy, which is now running on 
_ rn a NBC Radio. He said all copy that 
1 I Love Lucy (Procter & Gamble, General Foods, CBS) ...scccscccscssscesssnseee 46.9 eg go i an _ —, 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 44.0 nS ee ” md . = " 7 
. sure the copy is restricted to tem- 
3 Re ee I CI IID ba cresensctiecetececetrcencndnccctndasssccesctctabecsstiocsomes 43.4 porary treatment. 
4 Alfred Hitchcock on (Bristol-Myers, CBS) 41.2 Mr. Watson said NBC always has 
; ae a ( evion, vie iediieiihiinas 40.0 been and will continue to be very 
wanhane LA pnaseetes ta, HEL) 39.8 |concerned about copy of this sort. 
7 TED UI SIU sctvensnecacesceevesconrnscvosersencconuntimaroveorsonanes 39.5 Wendell C bell : h 
ende ampbell, vp in charge 
8 Perry Como Show (Several spomsors, NBC) ..........cccccccccccssssessseeseeeseenseeneees 39.5 lof sales for Mutual. said the ad- 
9 Disneyland (American Motors, Derby Foods, American Dairy, ABC) .... 39.4 : : .e 
10 Arthur Godfrey's Talent Scouts (Lipton tea, Toni, CBS 99.2 | Vertiser will not be asked to make 
y \Lipton tea, Toni, D cccccccecevescocsoescesecessoess | any changes in the Infra-Rub copy 
Nielsen Average Audience** on Mutual. This schedule finishes 
its run on MBS April 12. e 
Homes 
Rank Program (000) | American Hardware Names 2 
1 I Love Lucy (Procter & Gamble, General Foods, CBS) .........ccccccsecseessenee 16,820 | American Hardware Corp., New 
GE Theater (General Electric, CBS) ...........ccccccssssesssesrseneessreees 15,484 | Britain, Conn., has appointed Rob- 
Ce Mes CUT. IID sacs cecinircctinincinisiitnsnvncnerernrtgnscsnecoentosngin 14,423 | ert E. Keane advertising manager 
December Bride (General Foods, CBS) o........ccccsscsssssesseseneeesensereneeneeenenees 14,227 | of its P. & F. Corbin, Corbin hose 


3 

4 

5 Alfred Hitchcock Presents (Bristol-Myers, CBS) 
6 Twenty-One (Pharmaceutical Inc., NBC) 
7 Gunsmoke (Liggett & Myers, CBS) 
8 
9 
0 


The Millionaire (Colgate, CBS) 
I've Got A Secret (Winston cigarets, CBS) 
The Lineup (Brown & Williamson, Procter & Gamble, CBS) 


PROGRAM POPULARITYT 


Homes 

Rank Program (%) 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) .........cccccssessesenseenes 43.9 

2 Ge Tietine Gee Ti Ge estitetetencstitcineretnsiinatetnrenstatensenisnsitinesncsanins 40.8 

3 Alfred Hitchcock Presents (Bristol-Myers, CBS) ..........cccccccsserceseceseeeneeeeenennneenee 38.2 

| 4 a Ca, GD «dates senttstncetensdsnccinticnitnienscriniissinciiaaaitihiiien 37.4 
1s December Bride (General Foods, CBS) ...........ccccccscceccsseeseesseeeeceeeeeeecnseeseneees 37.1 
6 Twenty-One (Pharmaceutical Inc., NBC) .........ccccccseesesessneesenenneennnnes 37.0 
7 Gunsmoke (Liggett & Myers, CBS) .......c:cccssecsesssnsesesssesssersesnseneereeeesennensenes 35.8 
8 Arthur Godfrey's Talent Scouts (Lipton tea, Tomi, CBS) ..........cccccseeseeeeenseee 35.4 
9 Tia amen Catt, GRD eicerecnsenisneesscicncenscncenteiprennstnrensenasceticensiatittnswved 35.2 
10 I've Got A Secret (Winston cigarets, CBS) ..........ccccccscesserenrererseneenenneesneennes 34.8 


* Homes reached by all or any port of program, except for homes viewing only one to 


five minutes. 
** Homes reached during average minute of the program. 


+ Percented ratings are based on tv homes within reach of station facilities used by 


each program. 


Advertisers Will Defend Air Claims 
Before FTC; Commercials Unchanged 


(Continued from Page 3) | the industry for two reasons: 


(1) 


April 12. The odds are that White- | They are the first cases to be based, 
hall, like the other two advertisers, | partly at least, on the work of the 
will defend its claims before the|commission’s new radio-tv ‘moni- 


FTC in June. 


® These routine FTC complaints 
have attracted unusual interest in 


mission. 


ASSISTANT 
ADVERTISING MANAGER 


Wanted: A young man of ideas 

. . one with the ability to plan 
and bring together successfully 
the many facets of a sound ad- 
vertising and sales campaign; 
the knowledge of advertising to 
work smoothly and intelligently 
with advertising and sales man- 
agement and our agency; a good 
understanding of the graphic 
arts; the desire to progress and 
grow with an organization that 
is not satisfied with just being 
“the leader” in its field. Loca- 
tion Northern Illinois. Send 
résumé, with salary require- 
ments for confidential review. 


Write to 534, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 
11, Illinois. 


sles with advertisers. 


py with their new weapon. 


an’ FCC notification of the 


toring unit and (2) they are the 
first major complaints to come up 
since the announcement of the new 
liaison policy between the FTC and 
the Federal Communications Com- 


Some industry observers felt that 
the new working arrangement, 
which calls for the FCC to notify 
broadcasters of FTC complaints 
against sponsors, would strengthen 
the hand of station and network 
censors in their copy clearance has- 
However, 
broadcasters’ reaction to the arth- 
ritis-rheumatism complaints is a 
clear indication that they have no 
intention of becoming trigger hap- 


Mentioned in the complaints as 
having carried some of this objec- 
tionable advertising were CBS-TV, 
NBC and Mutual. None of the net- 
works—which have yet to receive 
FTC 
complaints—has asked the adver- 
tisers to revise the allegedly false 
advertising. Nor have there been 
any reports of requests for revi-| 


clamp and Corbin wood products 
divisions. Formerly in the adver- 
tising department of International 
Silver Co., Meriden, Conn., he suc- 
ceeds Ebbe C. Anderson, who has 
been named to the new position of 
packaging coordinator for the com- 
pany. 


: w 


ToS 
. 
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LET IT SNOW! 


Thousands of requests for 
media-prepared market data 
pieces will shortly blow in on 
| us-which means that thou- 
| sands of important eyes will 
| take in your media or service 
| ad in this famous issue— 

| coming up 


@) APRIL 29 
th ANNUAL 
MARKET DATA ISSUE 
of Advertising Age 
AD CLOSING—APRIL 17 
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Senate Sends 


Detailed Quiz to 
Rating Services 


(Continued from Page 1) 


Other reports discussing network 
practices and de-intermixture are 
still to be considered by the com- 
mittee. 


® The decision of the Senate com- 
merce committee to open new tv 
investigations was something of a 
surprise, since congressional inves- 
tigators have been taking the posi- 
tion that the next moves in the tv 
field ought te be made by the net- 
work study group of the Federal 
Communications Commission, or 
by the anti-trust division of the 
Department of Justice. 

The letter to the rating services 
listed 14 questions ranging from 
technical questions on the pro- 
cedures used by the service to the 
request for an estimation of the ef- 
fect if any that publication of 
audience measurements has on the 
success of various programs. 


® Questions submitted by Sen. 
Magnuson for reply “at the earliest 
convenience” were: 

“1. What portion of the U.S. is 
covered by your measurements? 
Please list the specific cities in 
which your measurements are 
taken. 

“2. What services does your com- 
pany provide to its subscribers in 
this connection? I would like to 
know whether you provide a pure- 
ly national service, a series of local 
services, a combination of the two 
or any other form of published rat- 
ing information. 

“3. Please indicate the number of 
services that you offer to the 
broadcast industry, such as ratings, 
sets in use, share of audience, and 
whether these are provided on an 
overnight basis, a weekly basis, a 
monthly basis or a semi-annual 
basis. 


s “4. How large a sample do you 
employ in collecting the informa- 
tion used for each service indicated 
in the answer to the preceding 
question? More particularly, list 
the number of samples taken in 
each specific city listed above and 
the manner in which they are 
taken. 

“5. How is the composition of this 
sample determined? What efforts 
have been made to make it an ac- 
curate cross-section of the popula- 
tion in the area being measured? 
In other words, please spell out 
the criteria you have employed in 
developing the sample which you 
use. Is the selection of the sample 
made locally, or is it done by your 
national office? 


s “6. Will you please outline in 
complete detail the methods which 
you employ in obtaining informa- 
tion as to the programs which the 
public viewed at the time which 
you are seeking to measure. Indi- 
cate the devices employed, the 
number and nature of the person- 


nel conducting the survey (if it is| 


done by telephone or personal vis- 
it), the time when the measure- 
ment is taken in relation to the ac- 
tual broadcast of the program, and 
the time required to process this 


Now! Street name signs you can [see] at nighi 


eercectey 


ee iit Sheerweg 


SEEABLE—In a campaign in U.S. 
News & World Report, Minnesota 
Mining & Mfg. Co. promotes its 
Scotchlite reflective sheeting as an 
aid to traffic safety. This ad, third 
in the series, appears April 12. 
Ruthrauff & Ryan, Chicago, is the 
agency. 


effect on the manner in which you 
conduct your measurements? 

“9. Is any attempt made by your 
organization to coordinate your re- 
sults with other rating services? 
If not, why not? If so, how is this 
done? 

“10. What are the advantages of 
your services over those offered by 
other rating bureaus? 

“11. In your estimation what ef- 
fect, if any, does the publication of 
your measurements have on the 
success, or lack of success, of vari- 
ous programs, or on the success or 
lack of success for a broadcast sta- 
tion in obtaining an account? 


es “12. In what form do you sell 
your services to subscribers; that is, 
do they place an order for your 
service on a regularly recurring 
basis or do you, upon occasion, 
conduct special surveys in selected 
markets, not ordinarily covered, on 
a specific order from a particular 
station or other interested party? 

“13. What percentage of your 
revenue is received from the bus- 
iness placed with you by the net- 
works, by individual broadcast sta- 
tions and by advertising agencies 
and other? 

“14. Please furnish any other in- 
formation which you feel would be 
necessary and helpful in giving the 
committee a full and sound under- 


standing of your method of opera- 
tion and the effect which it has on 


ithe public and the broadcast in- 


dustry.” ~ 


Hearst Consolidated ‘56 Net 
Drops: Revenue at Record High 
While operating revenues of 
Hearst Consolidated Publications 
Inc., Los Angeles, rose to a record 
high in 1956, net profit dropped 
more than $1,000,000 for the same 
period. Operating revenues climbed 
to $211,216,867 from 1955’s $207,- 


347,670, the company’s annual re- 
| port said. Net profit in ’56 dropped 
to $1,248,279, or $1.05 a class A 
share from $2,639,192, or $2.22 a 
| share in 1955. 

Operating costs in 1956 rose $7,- 
128,653 to total $209,116,571. In- 
creased labor costs and higher 
prices for newsprint and ink were 
responsible for driving down net 
| profit, according to company offi- 


| merchandising 


information for publication. If you| ¢jals. “As a result of cost increases 
make telephone calls, are your re-| we are faced with materially 
ports based only on the completed | greater expenses in 1957,” J. D. 
calls? Is the percentage of uncom-| Gortabowsky, chairman, said. “To 
pleted calls published? offset these expenses we are con- 
tinuing our efforts to increase ad- 
s “7. What effect, if any, does the|vertising rates and _ circulation 
type of service ordered by a broad-| prices where possible,” he said. 
casting interest have on the manner|The company is continuing its 
in which you conduct your meas-| modernization program, with new 
urements? 
“8. Does a quantity order by a|San Antonio Light and the San 
specific broadcast group have any | Francisco Examiner. 


high speed presses ordered for the | 


Agencies Play Small but Varied Role in 
Premium Field, Industry Survey Shows 


(Continued from Page 1) 
get a comprehensive over-all view 
of some of the characteristics of 


| premium use and supply.” 


Premiums are used for many 
reasons. The survey shows that 
non-retailers use consumer pre- 
miums to get new customers for 
an existing product and to achieve 
more frequent or regular use. 
Non-retailers also use trade pre- 
miums mainly to stimulate the 
sales force. Store retailers use 
premiums primarily to bring in 
new customers and hold current 
customers. Non-store retailers use 
them to stimulate sales by direct 
tie-in with purchase, to reward 
customers for new customers re- 
ferred to them, and to act as a 
door opener. 


® Responsibility for premium 
functions, among large non-retail- 
ers, was found to be the merchan- 
dising or sales promotion manager. 
As size of user decreases, it was 
found, there is less specialization 
of function. Among retailers, top 
management is the dominant fac- 
tor. 

The role played by advertising 
agencies in connection with pre- 
miums varies. 

“The most typical form of ar- 
rangement,” according to most 


agencies, the study says, “is the! 


one under which the agency works 
up the premium offer and recom- 
mends it for the client’s consid- 
eration, the client assuming the 
responsibility for purchase nego- 
tiations, quantities, etc. 

“This claim by agencies, how- 
ever,” the report says, “is not sup- 
ported by their clients, who state 
that the most popular arrange- 
ment is one in which the agency 
performs its normal functions af- 
ter the client has determined the 
premium offer. 


s “The other two major types of 
arrangements, under which the 
agency assumes either no respon- 
sibility, or entire responsibility for 
the premium offer, are each used 
by a little over half the agencies. 
“Since these percentages total 
to well over 100%,” the report 
says, “it is obvious that arrange- 
ments may vary with individual 
clients and that agencies may 
therefore employ several types of 
arrangements at the same time, 


depending upon client needs and! 


desires.” 

Large agencies tend to assume 
premium offer responsibilities to 
a greater degree than small agen- 
cies. 

The outstanding fact disclosed 
by the survey about the general 
practice of handling premium of- 
fers in advertising agencies, large 
and small, is the predominant in- 
fluence of the account executive 
in every function. 


s As to who initiates the idea of 
using premiums, the report says 
about three-fourths of the agen- 
cies say the account executive, 
while a little over half credit the 
client. Nearly one-fourth name the 
director. Since 
these figures exceed 100%, it is 
clear that several people may be 
involved in the same function. 
“The account executive and the 
client are top regardless of agency 
size,” the report says. “However, 
in large agencies, where greater 
specialization by function is ob- 
viously practiced, the merchandis- 
ing director assumes a very im- 
portant role, in contrast to a minor 
one in the small agency. The plans 
board also becomes relatively 


more important, changing places 
|with the niche occupied by top 
management in the small agency, 
as might be logically expected.” 
Generally speaking, the report 
| says, 


premium advertising and 


; promotion is only a small part of 
total agency billings. 

Apparently, there seems to be 
little relationship between size of 
}agency and percentage of billings 
|devoted to premium advertising. 
|A relatively greater proportion of 
|large agencies fall within the 2% 
|or less group and the 5% ratio 
| group, whereas at the 10% level 
the small agencies predominate. 


® Regarding fees, advertising 
agencies, regardless of size, are 
about equally divided on the ques- 
tion of charging clients separate 
| fees for services rendered in con- 
nection with premium offers: 
51.5% say they do charge, 48.5% 
say they do not. 

Among those that do charge, 
the report says, nearly two-thirds 
bill their clients for screening and 
selecting premiums, and more 
than two-thirds as reimbursement 
for testing premium offers. 

In testing premium offers, the 
phases most frequently charged 
for are field survey work and mail 
testing (including printed materi- 
al, postage and samples), copy and 
layout for testing purposes, edit- 
ing and tabulating field results, 
and tv pictures and radio cut-ins, 
in that order. 

The survey brings out that users 
of premiums express a clear-cut 
preference for direct buying 
(72.2%). Market contact by inter- 
viewing suppliers’ salesmen is the 
principal method. 


es Among users as a whole, more 
use local offers than sectional or 
national offers. This is also true 
of most retailers. Among non-re- 
tailers, however, national and sec- 
tional offers predominate in that 
order. 

The role of premium shows also 
is covered by the survey. More 
than one out of three respondents 
attends or exhibits at the PAAA 
shows in New York and Chicago. 

The survey was made by mail 
questionnaires verified by person- 
al interviews with cross-section 
sampling. They went to 15,000 
;}companies in manufacturing, re- 
| tailing, direct selling and the ad- 
vertising agency field. 
| Copies of the survey are being 
mailed to PAAA members and 
those respondents who requested 
it. Additional copies at $1 each 
| will be available from PAAA. 

Members of the association’s re- 
search committee who supervised 
| the project were: Robert F. Degan, 
lvp, Ted Bates & Co., chairman; 
Sam Thompson, vp, Bordon Food 
Products Co.; and Emery M. Lewis, 
|president, Brown & Williamson 
| Tobacco Co. . 


‘Parade,’ “Redbook, 
Schedule Rate Hikes 


New York, April 4—Parade and 
Redbook are both scheduling rate 
| hikes for this summer. 
| Parade, which this week an- 
nounced the addition of the Port- 
land Oregonian to the list of news- 
papers carrying the supplement, 
effective June 16, will raise its 
|rates, starting with the July 14 is- 
lsue. The Oregonian is Parade’s 
56th mewspaper. Its acquisition 
|boosts Parade’s circulation by 
| 295,527, to 7,340,084. 

Redbook, effective with its Sep- 
tember issue, will boost its b&w 
page rate 8.8% from $7,350 to $8,- 
000, with four-color advancing 9% 
from $10,365 to $11,300. Redbook’s 


Shannon Adds ‘Bryan Times’ 

The Times, Bryan, O., has ap- 
pointed Shannon & Associates its 
national advertising representative, 
effective May 1. Allen-Klapp Co. 
currently represents the newspa- 
' per. 


circulation guarantee will be raised | 
4.3% from 2,300,000 to 2,400,000. e | 
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Britain to ‘Bar’ 
U.S. Agencies, 
Publication Says 


(Continued from Page 1) 

'a decisive impact on planned ‘in- 
| vasions’ of the British agency field, 
|reports of which have been circu- 
|\lating for some time.” 


'@ It adds that the government's 
move does not, of course, affect the 
position of the “big five” U.S. ad- 
vertising agencies with offices in 
Britain, all of whom have been 
operating here for some years. 
Since the war, however, a number 
of smaller U.S. companies, partic- 
ularly in the pr field, have set up 
branches in London. 

A Treasury spokesman told Ap- 
VERTISING AGE that he was not 
aware of a general policy directive 
on this question. He said, however, 
that the article in World’s Press 
News may have been occasioned by 
an American agency being refused 
permission to operate here. He said 
it was “a fairly safe presumption” 
that an applicant had been turned 
down, but refused to elaborate. 


® The spokesman explained that 
the setting up of branches in Bri- 
tain by overseas organizations on 
their investment in British com- 
panies were subject to control. 
They required the approval of both 
the Treasury and the Board of 
Trade. 

All applications are considered 
jin a liberal spirit, the spokesman 
|said, but the two main considera- 
tions are whether the _ project 
| would earn or save foreign curren- 
|cy or bring new technological proc- 
| esses contributing to the general 
economy. 
| He explained that under the first 
{heading would come companies 
which would produce something 
that Britain had to import at pres- 
ent and pay for from its valuable 
balances of foreign currencies, or a 
company producing something that 
could be exported to bring in more 
foreign currencies. Under the sec- 
ond heading would come companies 
working in electronics and similar 
fields which would bring techno- 
logical processes that would help 
British industry. 


® Advertising agencies could not 
be strictly classified under either 
of these headings. An American 
advertising agency or pr company 
setting up shop in Britain usually 
| wants to convert its sterling earn- 
| ings into dollars. This, it was felt, 
does not result in any real invest- 
ment of dollars in the country and 
might even prove a drain on the 
country’s dollar earnings. 

Among recent rumors of U.S. 
agencies seeking to enter the Bri- 
tish agency field, the most persis- 
tent have named Kenyon & Eck- 
hardt and Benton & Bowles. 


NO BRITISH OFFICE 
PLANS, SAY K&E, B&B 


New York, April 4—Neither 
Kenyon & Eckhardt nor Benton & 
Bowles has any plans at present 
to establish an operation in Britain, 
ADVERTISING AGE was told. 

Last year K&E did initiate ne- 
|gotiations in Britain for the pur- 
chase of an interest in an agency. 
These plans were scrapped, how- 
lever, after the agency disbanded 
|its international division. 

Robert E. Lusk, president of 
Benton & Bowles, told AA that 
B&B has no plans to enter the 
British market with a branch of- 
|fice, rumors to the contrary not- 
withstanding. He did say that the 
agency has been doing some work 
with Lambe & Robinson, a London 
| agency, in connection with Procter 
& Gamble advertising. e 
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‘Administrative’ 


Issues Spurred 
Barnes BofA Exit 


(Continued from Page 1) 
and Tribune, board chairman of 
the Bureau of Advertising. 


es Mr. Jones, reached in Chicago, 
put it this way: “If there were 
any differences of opinion [be- 
tween the bureau’s board and 
Messrs. Barnes and Scott] they 
were on bureau administration. 
The board had definite ideas on 
how the bureau should be admin- 
istered, and that’s all I can say. 
Beyond that, I can only refer you 
to the statement in our general re- 
port.” 

The statement in question ap- 
peared in the current issue of a 
confidential report which goes out 
monthly to about 1,000 bureau 
members. Normally produced by 
the staff, it was taken over this 
time by Mr. Jones, partly on ac- 
count of the action in “accepting 
the resignation” of Mr. Barnes. 

Mr. Jones’ report said, in part: 
“Interim management has been 
established with Robert Moore 
[previously 
marketing] 


director of sales and 
made acting director 


Robert Moore 


until a permanent successor to 
Rusty Barnes has been deter- 
mined. The executive committee 


has asked me to assure the mem- 
bership this action was taken after 
thorough study and investigation 
and for ‘reasons it felt could per- 
mit no delay,’ and the committee 
has been further assured that all 
bureau business and projects will 
go forward in an effective and or- 
derly fashion under this arrange- 
ment... 

“_.. Speaking in behalf of the 
board, we wish [Mr. Barnes] every 
success in his new endeavors and 
express to him our appreciation 
for his contributions over 11 years 
to the Bureau of Advertising and 
the newspaper industry.” 


® In an interview with ADvERTIs- 
ING AGE, Mr. Jones amplified this 
somewhat. “We're interested in 
seeing Rusty go into the counsel- 
ing business with all the success 
in the world,” he said. “He had a 
wonderfully creative mind, and it 
was just a matter of administra- 
tion.” 

Asked why the resignation was 
effected at this particular time, 
only three weeks before an ANPA 
convention, Mr. Jones replied, 
“The executive committee of the 
board isn’t a damned bit con- 
cerned about the forthcoming con- 
vention, any more than about 
Thanksgiving or Christmas. We'd 
want to correct this situation no 
matter when it came up.” 

He reiterated that “this was no 
sudden thing,” that the board had 
been considering it for some time. 


s Mr. Barnes’ resignation has been 
viewed by some observers as per- 
haps related to reports that some 
newspaper representative com- 
panies have not been entirely hap- 


Harold S. Barnes 


ple of alleged (and somewhat 
conflicting) beefs are that (a) the 
bureau isn’t sufficiently aggressive 
in promoting newspapers to the 
top brass of major advertisers, 
and (b) that it “grabs too much 
credit” for the efforts it does make 
in that line. 

Mr. Jones bought no part of this. 
“One rep in particular has been 
quite outspoken in criticizing the 
bureau,” he conceded, “though I 
don’t know what his reasons are. 
But in general I don’t think the 
reps have been complaining at all; 
they’ve been most cooperative.” 

A clue to what the Bureau of 
Advertising board may have been 
trying to “correct” turned up in 
Mr. Jones’ own view on what kind 
of man Mr. Barnes’ permanent 
successor should be. Among other 
things, the new man should be an 
administrator “who can bring for- 
ward the very great amount of tal- 
ent the bureau has,” he declared. 


s Some newspaper executives 
have had it that the bureau would 
seek, as a successor, a “top sales- 
man,” one who would be strong on 


Managements Shifting 
Among Associations 

New York, April 3—The depar- 
ture of Rusty Barnes from his post 
as director of the Bureau of Ad- 
vertising was the most recent in 
a series of major association up- 
heavals. 

The Magazine Publishers Assn. 
not long ago switched leaders, sub- 
stituting Robert Kenyon, former 
publisher of Printers’ Ink, for Arch 
Crawford, longtime incumbent as 
MPA president. Last October, the 
Television Bureau of Advertising 
tapped Norman E. (Pete) Cash to 
be president, succeeding Oliver 
Treyz, who moved to ABC tele- 
vision. 

In January, Stewart S. Jurist 
resigned as assistant to the presi- 
dent of the Direct Mail Advertising 
Assn., saying he would leave in the 
following two months. His action 
marked the fifth time in eight 
years that executive changes took 
place in DMAA headquarters. 

Late in March, Paul Wickman 
was relieved as executive director 
of the Public Relations Society of 
America after he refused to act on 
a request from PRSA to resign. 
Shirley D. Smith, Memphis pr 
counselor, last week was named to 
succeed Mr. Wickman. 


contact with top advertising agen- 
cy officials, and who would dele- 
gate the desk-bound side of the 
position to others. 

Mr. Jones agreed, but only in 
part. “Speaking for myself only, I 
think a salesman type of individ- 
ual is most important,” he re- 
marked. “But my idea is definitely 
not for a Jim Farley type—a big, 
awesome name. 

“We need a top-notch newspaper 
advertising and sales executive, 
one who knows newspapers back- 
ward and forward.” 

Mr. Barnes himself had not 


been a newspaper executive by 
background when he joined the 
bureau in 
copywriter and account executive 


py with bureau activities. A cou-/|at Pedlar & Ryan, Young & Rubi- 


1946. He had been a|was assigned to the new post of 


| 


Last Minute News Flashes | 
Block Shifts Rem, Rel to Gumbinner Stable 


Jersey City, April 5—Block Drug Co. has named Lawrence C. Gum- | 
binner Advertising Agency, New York, to handle its Rem and Rel 
cough medicines. The products are turned out by Maryland Pharma- 
ceutical Co., Baltimore, which last November became a wholly-owned 
affiliate of Block. Rem and Rel were previously handled by the Joseph 
Katz Co. Gumbinner last November was appointed to handle Amm-i- 
dent, Omega oil, Poslam, Laxium, Minipoo and Stera-Kleen in a Block 
“consolidation” of its product advertising. 


Traffic Audit Bureau Steps Up Coverage 


New York, April 5—Directors of Traffic Audit Bureau will act in 
July on detailed plans for expanding the scope and frequency of audits 
of poster advertising plants. A tentative expansion plan was author- 
ized yesterday by the TAB board, which also reelected incumbent of- 
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ficers: J. J. Hartigan, Campbell-Ewald Co., Detroit, president; Albert | = 


Burke, Coca-Cola Co., Atlanta, vp, and W. D. Billingsley, Baird Co., 
Little Rock, secretary-treasurer. 


Cyanamid Names R&R Unit for Surgical Products 


DansBury, CONN., April 5—American Cyanamid surgical products di- 
vision has named Geare-Marston, Philadelphia subsidiary of Ruthrauff 
& Ryan, to handle its advertising. The surgical products division for- 
merly was called Davis & Geck; its advertising was handled by William 
Douglas McAdams Inc. 


Greyhound Sets $5,000,000 Budget for ‘57 

Cuicaco, April 5—Greyhound Corp.’s $5,000,000 1957 advertising | 
budget will be spent in newspapers, network television, magazines, ra- 
dio and tv spots and outdoor. Network tv programming, an innovation | 
for Greyhound, starts April 7 with the company co-sponsoring the 
Steve Allen show (NBC-TV). Theme of all Greyhound advertising is: 
“It’s such a comfort to take the bus—and leave the driving to us.” 
Greyhound package express will also be extensively featured. Grey 
Advertising Agency, New York, took over the account March 1 from 
Beaumont & Hohman, Chicago (AA, Dec. 2, ’56). 


Noxzema to Introduce Nozain Skin Remedy 


BALTrmorg_, April 5—Nozain, a first aid cream for skin itches and in- 
juries, will be introduced this summer by Noxzema Chemical Co. Avail- 
able in 75¢ and $1.25 sizes, Nozain will be launched on the Perry Como 
show (NBC-TV) July 6 and also will use large-space ads in the First 
Three Markets Group, Parade and This Week Magazine. Sullivan, 
Stauffer, Colwell & Bayles is the agency. 


Lanigan Moves to Compton; Other Late News 


e John B. Lanigan, NBC-TV sales manager of daytime-sports-special 
events, will join Compton Advertising, New York, May 1 as a vp and 
account supervisor. Prior to joining NBC in 1952, he was vp in charge 
of tv sales for ABC and was on the advertising and marketing staffs of 
Time and Good Housekeeping. Richard T. Houghton Jr., formerly on 
the account staff of Ted Bates & Co., has joined Compton as assistant 
account executive for Procter & Gamble’s Dash. 


e Jack Rosebrook, one of the deans of advertising copywriters, has 
retired from Young & Rubicam, New York, after some 30 years’ service. 
Mr. Rosebrook was vp and manager of the copy department. 


e North American Philips Co., New York, has scheduled an eight-week 
radio spot campaign to run nationally in almost 100 markets for Norel- 
co electric shavers, starting April 22. Minutes in morning time periods 
will be used. C. J. LaRoche & Co. is the agency. 


e Frank A. Helton has been named vp and manager of Ruthrauff & 
Ryan’s office in New York, succeeding Raymond Rogers, who held the 
post for 12 years. Mr. Rogers is retiring but will continue as a con- 
sultant on the Safeway products handled by R&R. Mr. Helton joined 
the agency a year ago as an account supervisor. Previously he was 
creative director of Lewis & Gilman, Philadelphia, and earlier was 
vp and general manager of J. J. Weiner & Associates, San Francisco. 


e Rayco Auto Seat Covers, Paterson, N. J., launches an expanded 
spring campaign April 7. It will use 130 newspapers and 60 tv and 50 
radio stations. In newspapers Rayco will use 224- and 800-line units 
once and twice a week. The tv schedule calls for three one-minute and 
20-second spots weekly; on radio there will be 20 one-minute an- 
nouncements weekly. Emil Mogul Co., New York, is the agency. 


e C. Read McLean, who joined Towle Mfg. Co., Newburyport, Mass., 
last December as marketing manager, has been elected vp. He pre- 
viously was manager of the Hoover Co.’s special products division for 
two years and was with the General Electric small appliance division 
for 14 years. 


cam and Compton Advertising. business office were put under 
|him. Previously he had been gen- 
| eral sales manager, and the now- 
departed Mr. Scott succeeded him 
in that position. 


® According to Mr. Jones’ sched- 
ule, selection of the new director 
is likely to take some time. A 
special committee will do the se- 


| during the ANPA convention. 


lecting, composed of the board’s 
executive committee plus some 
members of the BofA’s plans com- 
mittee, headed by Gordon Chelf 
(Philadelphia Inquirer) and Wal- 
ter Kurz (Chicago Tribune). 

Mr. Jones hopes to announce the 
makeup of the selection committee 


The current two-man shakeup 
at the BofA follows by about a 
year another more sweeping shake- 
up which followed on the heels of 
John C. Ottinger Jr.’s resignation 
as assistant director (AA, April 
23, °56). In that reorganization 
Robert Moore, now acting director, 


|—which has been a large contrib- | 
ge contrib | changes were not prompted by 
,any action on the part of the gov- 


director of sales and marketing, 
and all departments except the 


® As BofA director, Mr. Barnes 
was regarded as holding one of the 
top association jobs in the U. S., 
with a salary estimated at $50,000 
or more. He was generally credited 
with a major role in evolving the 
newspaper industry’s basic selling 
platform—‘“All Business Is Local” 


utor to the medium’s climb to 
record linage figures. | 

The Bureau of Advertising’s to- | 
tal budget for the year ending May | 
30, 1957, was $1,964,000. The mon-| 
ey is contributed by newspapers | 
and representative companies. 
Leading newspapers put as much 
as $24,000 annually into the kitty, | 
while major rep companies pro- 
vide perhaps $2,000. 


@| cobs Inc. 


EASY—Glamur Products, Syracuse, 

N.Y., is running this newspaper ad 

in 17 markets for its Easy Glamur 
rug cleaner. 


“Non-Addy’ Ads 
Featured in New 


Glamur Campaign 


Syracuse, April 3—Glamur 
Products has scheduled a new 
spot tv and newspaper campaign 
with twin objectives: 

1. To sell its Easy Glamur rug 
cleaner. 

2. To remove the air of disbelief 
surrounding claims for this type 
of product. 

The campaign is scheduled in 
17 markets in 12 states across the 
country. 

The headline, “Now, where in 
the world did the dirt go!” was 
selected for its virtue of not hav- 
ing an “advertising sound,” a dis- 
arming element which the com- 
pany considers important in a 
product area such as this, where 
women are armed with a certain 
amount of resistance. 


® Copy points out that “Easy 
Glamur instantly dissolves the 
film of grime that dulls rugs, lifts 
out trapped dirt by Penetraction.” 

Tv spots show a woman clean- 
ing her rug, and to retain believ- 
ability employ no visual tricks and 
do not leave the woman, her living 
room and the idea of a true-to- 
life demonstration, according to 
Grey Advertising Agency, which 
handles Glamur Products. . 


NBP Adopts Agency 
Membership Plan 


(Continued from Page 1) 
e “Be properly and genuinely es- 
tablished in business.” 


e “Be qualified to insure a stable 
operation, by demonstrating credit 
capacity to meet media obligations 
and by possessing a record that is 
clear of financial difficulties as an 
organization or as related to its 
principals.” 


e “Have adequate personnel and 
service facilities and be able 
to provide reasonable evidence, 
through past experience or the 
business background of its prin- 
cipals, that it is equipped to render 
professional performance.” 


e “Service representative ac- 
counts.” 

NBP was the only major pub- 
lishing association by-passed in 
the recent anti-trust attack on 
agency recognition systems. 

Officials said the present 


ernment. . 
Long John Scotch to Kleppner 
Dreyfus, Ashby & Co., New 


York, has appointed Kleppner Co. 
to handle advertising of Long 
John scotch whisky. The account 
was formerly handled by M. J. Ja- 
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he 


Fuller 


TESTIMONIAL—Walter D. Fuller, chairman of Curtis Publishing Co., beams on his way 
to the MPA luncheon in his honor accompanied by Marvin Pierce, chairman of McCall 
who presented the testimonial tray. W. H. (Doc) Eaton, publisher of American 


Corp., 


Rhodes 


Pierce 


Pulsipher to Bozell & Jacobs 
John L. Pulsipher, formerly 
midwestern merchandising repre- 


Apple Commission, has been ap- 
pointed merchandising director of 
Bozell & Jacobs, Seattle. 


Sawyer's Promotes Armstrong 
Sawyer’s Inc., Portland, has ap- 


|pointed William Armstrong sales 
sentative for the Washington State | 


promotion manager of its View- 
Master division. Mr. Armstrong 
has been with the company since 


| 1952. 


n— 


PIERRE BULTINCK, CHAIRMAN 


NOV. 11-15, 1957 


W. K. Seeley, General M 
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Show your products, services and ideas at the 42nd 
NATIONAL HOTEL EXPOSITION— “The Greatest 
Mass Housing and Feeding Show in the World.” Get 
ahead of the pack and get your share of this 15 
billion dollar market! Plan now to exhibit! 


42” NATIONAL HOTEL EXPOSITION 
ea ES 


FOR EXHIBIT SPACE AND INFORMATION write to: 


A 


NEW YORK COLISEUM 
59TH ST. AT COLUMBUS CIRCLE 


® Noti 


| Hotel Exposition 


141 W. 51st St., New York 19, N. Y. © Circle 7-0800 


Eaton 


| 


Time's Larsen 
Sees Ad Rates 
Up 30% by ‘60 


Magazine Field Is 
Flourishing, He Says 
as MPA Honors Fuller 


(Pictures on Page 86) 
New York, April 2—Magazine | 
circulation will increase by 20% 
and advertising revenues will go| 
up 30% by 1960, according to Roy | 
Larsen, president of Time Inc. 
In a speech delivered at a testi- 
monial lunch given by the Maga- | 
zine Publishers Assn. for ‘Curtis| 
Fuller, board chairman of Curtis 


| Publishing Co., Mr. Larsen said the 


magazine industry is “at the be- 
ginning of a period of fantastic 
growth.” Mr. Fuller recently re- 
tired as chairman of the MPA. 
Mr. Larsen declared that the re- 
cent demise of Collier’s and Wom- 
an’s Home Companion stemmed | 
from several causes, “but none of 
those reasons includes a decline in| 
magazine publishing.” } 
“Far from failing,” he continued, 
“the magazine industry is flourish- 
ing.” He cited 1956 as “the most 
successful publishing year” in 
Time Inc.’s history and pointed out 
that six of the nine major maga- | 


| lowing a like increase of 10% 
|year earlier. The latest ABC fig-| covering the 
|ures show a gain of more than 3,- greater cooperation with the Mag- 


Crawford 


Patterson 


Home and retiring treasurer of MPA, and Arch Crawford, former president and now 
consultant of MPA, were also presented trays. Kent Rhodes, Reader’s Digest, and Gra- 
ham Patterson, chairman of Farm Journal, were among those at the party. 


a/cation of a monthly newsletter 


industry and (3) 


000,000 in magazine circulation. All | azine Advertising Bureau. He also 


of this in turn is a reflection of | announced 


the appointment of 


the quality and vigor of the edi-| Howard Browning, formerly with 
torial products being turned out. ”| Central Registry, as public rela- 


More than 300 magazine and ad- 
vertising agency executives at- 
tended the luncheon honoring Mr. 
Fuller, who retired from his MPA 
leadership post last Dec. 31. 

Mr. Fuller started his career 
with Curtis in 1908. He became, | 
successively, comptroller, secre- 
tary, vp and, in 1934, president. In 
1950, he was elected to the newly 
created post of chairman of the 
board, with general supervision of 
the business of the company. 


® Mr. Fuller, who was MPA pres- 
ident in 1946-47, was chairman 
from 1948 through 1956. In ac- 
cepting a _ testimonial tray, he 
| made it clear he would continue 
in the publishing business, a busi- 
ness in which he has had more than 
a half-century of experience. 
Before coming to Curtis, he had 
joined Butterick Publishing Co. 
as a salesman in 1904 and subse- 
quently had worked for Crowell 


| Publishing Co. and S. S. McClure | 
|} account 


Co. 

With Mr. Fuller at the luncheon 
were Arch Crawford, recently re- 
tired president of MPA, and W. H. 
(Doc) Eaton, who recently retired 
as MPA treasurer, both of whom 
received testimonial trays en- 
graved with signatures of associ- 


zine companies last year showed | ation directors. 


higher earnings than in 1955. 


® Robert Kenyon, recently named | vertising 


| 
| 


| 


| 


tions director of the MPA. e 


Dow Corning Sets Fall 
|Campaign for Silicones 

Dow Corning Corp., Midland, 
Mich., will run its second national 
| promotion of Syl-mer silicone fin- 
ish for textiles and Sylflex silicone 
for leather this fall. Themes will 
be “Safer with Syl-mer” and “To- 
gether for weather—Sylflex and 
leather.” 

Full-page color and b&w ads 
will run in Charm, House Beauti- 
ful, House & Garden, Mademoi- 
selle and Sports Illustrated from 
September through December. A 
three-week saturation radio cam- 
paign in the top 15 markets is 
being scheduled for September- 
October. Anderson & Cairns, New 
York, is the agency. 


Spowers Joins Galen Broyles 

Gale M. Spowers has joined Ga- 
len E. Broyles Co., Denver, as an 
executive. He formerly 
was an account executive with 
William Barber & Co. and station 
manager of KKTV, Colorado 
Springs. 


‘Hollywood Reporter’ Rates Up 
The Hollywood Reporter, daily 
entertainment industry newspa- 


| paper, this month increased its ad- 


rates and circulation. 


s “Magazine advertising revenues | president of the MPA, told the ses- | Rate for a b&w page will be raised 


|last year rose more than 10%, to 
a new peak of $723,000,000—fol- | advertising campaign, 


sion of plans for (1) a magazine | 


(2) publi-| 


10% from $250 to $275. Circula- 
tion moves from 7,000 to 7,500. 


PUBLISHED BY CAPPER PUBLICATIONS — 
LARGEST AGRICULTURAL PRESS IN THE WORLD 


ere 


| SALES OFFICES: Ni YORK, CIIVILAND, CHICAGO 
LOS ANGELES AND SAN FRANCISCO 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


In the prosperous 14-county Greater Philadelphia market, people 
spend $1,252,000,000 for cars and accessories each year. You 
can reach them in the home where the decisions to buy are made. 
Use the advertising columns of Philadelphia’s home newspaper— 
The Evening and Sunday Bulletin. And now your sales message 
can have the added impact of R. O. P. spot and full COLOR— 


evening and Sunday—seven days a week! 


In Philadelphia nearly everybody reads The 


ee a 
: SP aE tapi 


* 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


Bulletin 
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